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Abstract

The Information Technology (IT) is a significant network for the market in a wide variety of
industries and has become an important impact on the global economy, having penetrated on
every aspect of individuals and organisations (Manyika et al.,2015). The employment of
Information Technology and Information Systems by organisations, has raised the firms’
consciousness of digitalisation and reformed firms’ view about marketing strategies’ process,
restructuring, and collecting information (Erum, Rafique, and Ali, 2017; Lee ef al., 2011; and
Margherita and Petti, 2010). E-Marketing, E-Commerce and other technological innovations
have implemented better than traditional business methods, reduced and eliminated costs, and
enhanced opportunities for organisations and businesses to develop their marketing activities
into the online environment (Baden-Fuller and Haefliger, 2013; Devitt et al, 20009;
Sheffield,2019; and Choshin and Ghaffari, 2017). The distribution channel is one of the most
important sectors in the economy of countries, that shortens the distance between manufactures
and customers, resulting to greater productivity and creates a competitive advantage that leads

to more profit for both parties in long-term (Mulky, 2013; Saldanha, 2015).

In conjunction with this phenomenon, prior studies recommend that there is an increasing
number of distribution firms conducting their marketing activities through the adoption of
technology innovations in both developed and developing countries (e.g., Munyasi, 2015; Lin
and He, 2014; and Okwara and Emmanuel Nlemchukwu, 2019; and Andelkovi¢, Barac, and
Radosavljevi¢, 2017). However, emerging countries are weak and slow in developing,
adopting, and implementing technological innovations and are lagging in embracing their
business and marketing strategies with such tools (Iddris and Ibrahim, 2017; El-Gohary and
El-Gohary,2016; and Mutlu, Siirer, 2015). UNCTAD (2021), and OECD (2021) have recorded
a lower share of GDP value by firms in emerging countries vis-a-vis developed countries. This
is due to the high number of issues such as degree of IT literacy, low-level of incomes, cultural
resistance inside and outside of the organisations, the lack of development of business
strategies, etc. (Molla and Licker, 2005; Mutlu, Siirer, 2015; and Zahiri, and El-Gohary, and
Hussain, 2018).

This study investigates the different factors influencing distribution firms’ decision to involve
in E-Marketing adoption with their marketing activities in Middle Eastern countries (Such as

Iran). This study also investigates the relationship between the distribution firms E-Marketing
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adoption and its marketing performance since the relationship remains ambiguous (Zahiri, El-
Gohary, and Hussain, 2018). Moreover, the research deepens the understanding of the
compound interrelationship between E-Marketing adoption determinants (that impacts
managers/owners and top managers’ decision to involve in technology innovation adoption in
their marketing activities) and how these determinant factors (both internal and external) have

an impact upon distribution firms’ marketing performance.

This thesis underlines the following research questions: i) what are the different factors
influencing the E-Marketing adoption of Iranian distribution firms? ii) How the integration of
both internal and external factors affecting E-Marketing adoption by Iranian distribution firms?
ii1) What are the different tools and levels of implementation of Electronic Marketing by
distribution firms in Iran? iv) What are the impacts of E-Marketing adoption on Iranian

distribution firms' financial and non-financial performance?

The research methodology in this study has designed according to the post-positivist approach
to answer the research questions and to achieve the study aims and objectives. This study
deployed a triangulation approach, initiated from an in-depth review of the extant literature by
systematically commencing from prior studies with the field. Consequently, to purify the
findings from the review of the extant literature, the researcher conducted semi-structured,
face-to-face, and focus group interviews with 28 Iranian managers/owners and top managers
who were involved in E-Marketing implementation and adoption for conducting the marketing
activities of distribution firms. The sample and interview participants of managers were chosen
purposefully from the association of the Iranian distribution industry website that publicly is
accessible. The organisations included in the research had already adopted and implemented

technological innovations and were not in the initial stages of adoption or non-adopters.

This study has developed the conceptual framework and hypotheses by relying on the findings
from the exploratory interviews. The next stage involved examining the conceptual framework
through an empirical study to confirm its validity in describing distribution firms' E-Marketing
adoption in Iran. A combination of the online and traditional mail survey questionnaires was
conducted to examine the study hypotheses empirically. Finally, the study analysed 231 data
collected from survey questionnaires with several statistical methods containing Cronbach-
Alpha test, simple linear and multiple regression one sample T-Test, and structural equation

modeling (SEM).
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This research found that determinants factors of E-Marketing adoption of Iranian distribution
firms vary. All measures related to environmental, individual, organisational, and
technological characteristics have a significant relationship to E-Marketing adoption by Iranian
distribution firms. The study also found technological attributes, and external IT support
mediate the relationship between organisational factors and E-Marketing adoption as well as
technological attributes, the intensity of national e-readiness, and external IT support mediates
the relationship between Individual factors and E-Marketing adoption by Iranian distribution
firms. The findings indicate that Social Media Marketing and Search Engine Marketing are the
most commonly used Electronic Marketing tools, and the majority of distribution firms in Iran
are in level three of E-Marketing implementation. Finally, E-Marketing adoption is found
positively significant in impacting current and future marketing performance (both financial

and non-financial measures) of distribution firms in Iran.

This study will contribute to the practitioners, academics and policymakers. For academics and
researchers, the contribution of this study is about understanding different factors that impact
on E-Marketing adoption, that numerous factors are yet undiscovered, and not examined in
Iran such as individual/managerial and organisational attributes (as discussed in chapter 4 and
chapter 11). Moreover, this study contributes to achieving the limited number of studies in
determining different influencing factors of Iranian distribution firms E-Marketing adoption
by utilising more holistic approaches, including both qualitative and quantitative techniques.
This study also contributes to academic by differentiating E-Marketing determinants across
distribution industry as previous literature was mostly focusing on SMEs (by focusing on both
manufactures and services in all sectors) and tourism and hospitability industry in Iran context.
Moreover, the study expands the integrative models developed by Rabie (2013), Al-Somali
(2011), and Rahayu (2015) by investigating the role of managerial/individual attributes with
new variables adopted from MPCU and e-readiness elements adopted from PERM on E-
Marketing adoption. Finally, the contribution regarding the theoretical foundation integrates

six theories of technology adoption instead of using single or two theories.

For practitioners, this study provides a holistic guideline for CEO, marketers, IT experts,
business managers/owners, and all other parties that deploy or are developing to use Electronic
Marketing for conducting marketing activities or seek determinants that can increase the E-
Marketing adoption process of their organisations. Moreover, distribution firms may use the

outcomes as a guideline to strengthen their organisations and to be more competitive in their
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industry markets. Policymakers, governmental agencies, software vendors, and business
support agencies may also benefit from this research regarding accommodating support to
firms (in general) and distribution firms (in particular) who inspire to diversify their business
through technological innovation adoption and E-Marketing, which in turn, will help the
government in enhancing Gross Domestic Product performance and provide more

employability prospects for nations.

Keywords: Distribution Firms; Iran; Determinants; E-Marketing Adoption; Marketing Performance;

Empirical Study
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Chapter 1: Introduction

1.1 Introduction

As distribution channels are considered to be the economic engine and a route along with
manufacturers to customers that lead to economic growth, they have attracted considerable
attention from scholars in the last two decades (e.g. Lu and Julian; 2007; Nyalita, 2009;
McCabe et al., 201; Kovar, Burke, and Kovar; 2000; Bordonaba-Juste, Lucia-Palacios, and
Polo-Redondo, 2012; Lin and He, 2014; Okwara and Emmanuel Nliemchukwu, 2019;
Munyasi, 2015, etc.). This interest comes from the idea that transformation, particularly through
information technology, is significantly reliant on the potential of distribution channels.
However, the recent changes in the Information System (IS), Internet, information technology
(IT), marketing and communications has transformed the nature of business and marketing
studies. There are many firms and organisations that deploy the Internet, and Information
Technology tools to relate to business partners, suppliers, and customers. New methods of
marketing have given a prospect to distribution channels to develop globally and nationally in

a dynamic way.

This study discusses that the adoption of Electronic Marketing by distribution channels can
transform the form and nature of its industry all globally and nationwide. The fast
dissemination of the Internet, information technologies (IT), Information Systems (IS), the
World Wide Web, marketing technologies, and computer sciences has made vigorous new e-
channels for marketing, and the majority of firms nowadays, find it vital to have an online
presence. Although the technology information drives many opportunities for businesses, there
are issues related to the diminuendos of this interactive media. These issues are intensified by
the fact that many prior studies (Rabie,2013; Al-Somali,2011; Rahayu,2015; Hassen, Rahim,
and Shah, 2019; Kumoro and Jawad, 2019; Awa, Ojiabo, and Orokor, 2017; Lertwongsatien
and Wongpinunwatana, 2003; Idris, Edwards, And McDonald, 2017; Ramdani And Kawalek,
2009; Alamro and Tarawneh, 2011; Alrousan, 2014; and Awa, Ojiabo, and Emecheta, 2015,
etc.) have focused on other technology innovation tools such as E-Business, Internet Banking,
E-Payment, and E-Commerce, and the scholars that deployed Electronic Marketing have
focused on various service and manufacture sectors as well as SMEs (In both industry sectors).
However, there is a limited focus on the distribution industry as a main vessel of all businesses,

between them and the customers (refer to appendix 1).
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This study’s overall purpose is to understand how the diminuendos of Electronic Marketing
have changed distribution firms’ marketing performance and affected their marketing
performance. After a review of the extant literature to find the research gaps and main issues
in the field, this study will then develop a conceptual research framework. The study will next
deploy a triangulation method wherein both quantitative and qualitative data will be gathered
to answer the “what” and the “why” questions of the study. Within this approach survey
questionnaire and semi-structured interviews, research approaches will be combined to conduct

the study.

The chapter’s overall aim is to create the foundation and context of the thesis. It initiates by
giving an overview of the background and motivation of the study. It then presents the
overview of Electronic Marketing (E-Marketing) and Distribution Industry that is the basis of
the study context. Consequently, this chapter presents the focus of the study on E-Marketing
adoption and the impact of the E-Marketing strategy on marketing performance of distribution
firms in Iran. Moreover, this chapter demonstrates the objectives, aims of the study, the
research questions for this thesis and presents an outline of the methodology deployed in the
study, including the qualitative and quantitative stages. The next section demonstrates the
methodological, academic, and practical contributions of this thesis, followed by a brief
description of the thesis structure. Finally, the chapter ends with a summary of the discussion

in the last section.

1.2 The Research Context (E-Marketing- Marketing Performance)

The opportunities given by Electronic Marketing for distribution companies are significant as
Information Technology and its related technological innovations are contributing a vigorous
role in managing distribution firms marketing activities due to their unique characteristics both
as a market and as mediator among the manufactures and customers. A web site or a web page
can have the potential to directly reach a large number of markets in a fast and economical
way. With relatively low investments almost any person can have access to the World Wide
Web. Nowadays, millions of people are connected to the Internet to search for information and
purchase goods. Consequently, the nature of business in all countries is changing not only fast
but also dramatically and developing countries (such as Iran) are upgrading their infrastructure
and harnessing the Internet. This phenomenon is very dynamic and is changing the shape of

business communications, trade, and marketing practices. Electronic Marketing will provide
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distribution firms with the opportunity of developing successful economic businesses in ways
that have never been available to them before. It will put organisations in touch with previously
unavailable global resources and opportunities so that they can communicate and conduct
business with new and existing customers in an integrated and easy way. Adoption of electronic
marketing contributes to the development of businesses in emerging countries that is driven by
the perceived possibilities of the information technology in decreasing the costs (El-Gohary,
2009). Moreover, organisations adopt electronic marketing as a business strategy to make
interactions by adjusting information for individual customers and suppliers in a way that meets

their specific requirements (Iddris and Ibrahim, 2015).

On the other hand, there are problems related to the dynamics of technological innovations
such as cultural issues, problems related to trust and security, technical issues, lack of
governmental support, language barriers, costs etc. Furthermore, the changing nature of
technological innovations lead distribution firms to not fully understand their potentials for
their business activities as they are changing the traditional marketing techniques dramatically
(Sheikh, Shahzad, and Ishaq, 2017; Eid and El-Gohary, 2013; and Ueasangkomsate, 2015). In
other words, there is a crucial requirement to understand the effect of Electronic Marketing on
both individuals and organisational behaviours and there is an urgent need to understand the
impact of E-Marketing on customer and business market behaviours. Consequently, the
majority of firms have started to develop their own E-Marketing strategies and tactics for the
Web. In turn this will raise the competence and effectiveness of the usual standard marketing
functions, so that distribution firms have the potential to add customer value and/or increase
company profitability (Iddris and Ibrahim, 2015). Moreover, this research argues that the “E”
before the word marketing shows a philosophy that must be followed by firms that want to
keep their competitiveness, efficiency, and value. To this end, this research examines three
domains that relate and combine the literatures and theories of information technology (IT), E-
Marketing and distribution firms (see figure 1.1). This approach is likely to provide a sound
platform to investigate the different factors affecting the adoption of E-Marketing by
distribution firms as well as the impact of this adoption on the marketing performance of these

firms.



Research Context

Distribution
Firm

Electronic

Marketing IT

Figure 1.1: The Research Context

As there is a noticeable shortage in the literature related to E-Marketing, the investigation is
expanded to include the theories of new technology adoption as well as its influence and
potential for E-Marketing adoption in distribution firm context. Six theories of new technology
(DOIL, PERM, TAM, TOE, RBV, and MPCU) will be used to identify the variables that might
influence the adoption of Electronic Marketing by distribution firms alongside previous studies
and theories within the field. Although these six models are well established in the field, they
suffer from some drawbacks. They ignore some important factors both within and outside the
organisation that may have an impact on new technology acceptance, diffusion, adoption as
well as marketing performance (El-Gohary,2009; Shemi, 2012; and Rabie, 2013). Therefore,
this research will expand the six models to gain a deeper understanding of E-Marketing
practices by distribution firms in line with the findings of Ohunmah (2015), Shemi (2012),
Rahayu (2015), Alrousan (2014), Muhammad et al. (2011), Hassen, Rahim, and Shah (2019),
and Rabie (2013) and aims to strengthen the six models in an E-Marketing context for
distribution firms. The research framework will then be constructed, the research hypotheses
will be developed, and the research framework will be examined to test the research hypotheses

depending on the chosen research methodology and appropriate statistics tools.

1.3 The Motivation and Rationale of Research

Information Technology (IT) is a significant network for the market in a wide variety of

industries and has become a main impact on the global economy, having penetrated on every
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aspect of individuals and organisations (Manyika and Chui, 2015). It is predicted that
Information Technology (IT) to contribute approximately 12 percent of the total world GDP in
2025 (Edquist, Goodridge, and Haskel, 2019). The improvements in Information Technology
have enhanced opportunities for businesses to increase and develop their marketing activities.
The employment of Information Technology (IT) and Information Systems (IS) by
organisations such as private sectors and governments has raised the firms’ consciousness of
digitalisation and reformed firms’ view about marketing strategies, process restructuring, and
collecting information (Erum, Rafique, and Ali, 2017; Lee et al., 2011; and Margherita and
Petti, 2010).

The distribution industry is one of the most critical service sectors, which shortens the distance
between manufactures and customers, resulting in greater productivity, and creates a
competitive advantage that leads to more profit for both parties in the long term (Mulky, 2013;
Saldanha et al., 2015). Indicators of development and growth of distribution network in most
countries are the expansion of the use of innovation tools, methods of maintenance,
arrangement, transportation and finally distribution of products/ services, so that make the
distribution channels to be considered as the main engine of economic growth (Munyasi, 2015;

Zahiri, E1-Gohary, and Hussain, 2018; and Radosavljevi¢, Andelkovi¢, and Barac 2017).

In European and American countries, the distribution network is highly developed, and all
brands and manufacturers believe that with the help of the distribution companies, in addition
to selling their products, they can also have relatively high profitability (Munyasi, 2015). In
developed countries, a wide range of purchases and orders are made online, which has
significantly eliminated the need for wholesale and retail (Radosavljevi¢, Andelkovi¢, and
Barac 2017). In the Middle Eastern countries, 59 percent of distribution firms use technology
innovation tools. Moreover, developments in IT and Internet infrastructure in the region, have
led to an increase in using technology innovation tools (Munyasi, 2015; Lin and He, 2014; and

Okwara and Emmanuel Nlemchukwu, 2019).

Such development is quintessentially important to any economy since distribution firms are
inseparably related to economic development in both developed and developing countries
given the considerable contribution they make to global GDP (Pangarkar, 2008; Segetlija,
Mesari¢, and Dujak, 2011; and Andelkovi¢, Barac, and Radosavljevi¢, 2017). However, (Al-
Somali,2011, Rahayu,2015; El-Gohary,2016) reported that developing countries compared to

many developed countries, still have a long path to go in terms of online marketing, and
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traditional sales systems are still more prevalent in the region. This fact becomes more
noticeable when UNCTAD (2019a); and OECD (2019b) have recorded a lower share of GDP
value by firms in emerging countries vis-a-vis developed countries. Moreover, the extant
literature on the theme of Electronic Marketing predominantly relates to developed and
industrialised countries rather than developing and emerging nations (Kinyanjui, 2015; Mitra
and Datta, 2014; Eiriz et al., 2016; and Zahiri, El-Gohary, and Hussain, 2018). Information
Technology has been considered as the main driver for firms’ efficiency and economic growth.
According to reports by OECD (2019b); and Stanley et al. (2018), although these impacts tend
to be positive specifically at organisational level. However, the rapid development of
digitalisation in the last decade does not appear to have transformed into robust efficiency
growth. In other word, the development and implementation process has slowed (Crafts, 2018).
This slowdown seems to be more visible in developing countries (UNCTAD, 2019 And APEC,
2018). Gordon (2016) stated that one of the reasons for such inconsistency is related to the
impacts of I'T on productivity, as the developing digital technology innovations are having less
influence than the IT technologies that considered former technological revolutions. Moreover,
OECD (2019b); and Remes et al. (2018) assert that the reason might be the time lags prior to

the impacts of technology innovation approval kicks in.

According to various reports (e.g., Baden-Fuller and Haefliger, 2013; Sheftield,2019; and
Choshin and Ghaffari, 2017), E-Marketing, E-Commerce, and other technological innovations
have implemented better than traditional business methods, reduced and eliminated costs, and
enhanced opportunities for organisations and businesses to develop their marketing activities
into the online environment. However, emerging countries are weak and slow in developing,
adopting, and implementing technological innovations and are lagging in embracing their
business and marketing strategies with such tools (Iddris and Ibrahim, 2017; El-Gohary,2016;
and Mutlu, Siirer, 2015). This is due to the high number of issues such as degree of IT literacy,
low-level of income, cultural resistance within and outside of the organisations, the lack of
development of business strategies, etc. (Molla and Licker, 2005; Choe, 1986; Malecki, 1997,
Heeks, 2002; Mutlu, Siirer, 2015; Zahiri, and EI-Gohary, and Hussain, 2018).

Thus, this study seeks to provide a better understanding of factors affecting distribution firms’
E-Marketing adoption, particularly in Middle Eastern developing countries such as Iran.
Moreover, the study attempts to understand the relationship between the E-Marketing strategy

and distribution firms’ current and future marketing performance (measured in both financial
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and non-financial terms). Once confirmed, this study will form the foundation of concise and
practical guidance that will assist distribution channels aspiring to use technological
innovations as a part of their marketing activities. Governments, software and web vendors,
and business support agencies may also benefit from this research in terms of helping to provide
the most suitable IT support services for distribution firms to enhance their business
development and marketing performance by undertaking an appropriate E-Marketing strategy.
This study will, consequently, expand the understanding of the compound interrelationship
between influencing factors that affects distribution firms’ E-Marketing adoption and how the
amalgamation of one or more internal and external variables affects upon distribution firms’

marketing performance.

1.4 Research Background

1.4.1 Distribution Industry

In its widest sense, when it implies to the entire economic system, the distribution sector is the
allocation of revenue and possessions in one society, and the term distribution refers to the
allocation of products from suppliers to customers that include all activities in which, facilitate
the transmission of physical or financial power from one lucrative subject to another (Segetlija,
Mesari¢, and Dujak, 2011; Kinyanjui, 2015; and Kotler and Armstrong, 2012). Globally, the
distribution industry has great potential, particularly in developed countries, contributes to 30
percent of the world economy (Salvador De Souza, 2018; Okwara, and Emmanuel
Nlemchukwu, 2019). Distribution firms contribute to a very significant impact on both social
and economic steadiness in Iran, mainly by making employment opportunities and contributing
to Iran’s current GDP shares (Association of Iranian Distribution Industry, 2019). Iran’s
distribution industry produces eight percent of Iran’s Gross Domestic Product (GDP) (The
Association of Iranian Distribution Industry; 2019; Financial Tribune, 2017). The great number
of distribution firms in Iran is not because, this industry is profitable but because manufacturers
are intended to establish their own network system to distribute their goods in their constructive
way (Parsoghab, 2017a). In 2017, The national distribution industry had an income of over 25
billion dollars (Dana Fard, 2019; Association of Iranian Distribution Industry, 2019). This
turnover led to the generation of approximately 500-600 jobs in 2018, and there were
organisations with around 7,000 employees (Association of Iranian Distribution Industry,

2019; Product Distribution Management System; 2019).



Technology innovation adoption in the distribution industry of Iran, with a small percentage
difference, increased from 42 percent to 46 percent in 2018 (Saman, 2019; Nordeatrade, 2019;
Association of Iranian Distribution Industry, 2019). This sustained interest shows that the
continued slowness of technological innovation within the distribution industry, has nothing to
do with awareness of its importance but more is related to how technical, logistical, and
financial expectations meet the fully operational solutions as well as the complexity,
multifaceted nature, and the challenges related to the ongoing changes of technology
innovations (Nordeatrade, 2019; and Association of Iranian Distribution Industry, 2019). Iran’s
e-readiness in 2018 ranked 68", and there was only a 6-point decline in comparison to 2017
which shows Iran's e-readiness has declined instead of increasing (InternetWorldStats,2019).
According to (Donyaye Eghtesad,2018; Pars Oghab,2017; and DanaFard,2019), Iran is not in
a good position in terms of the necessary infrastructure, although research shows that in the
country, the movement towards more widespread and more appropriate use of the Internet has
begun. According to the Association of Iranian Distribution Industry (2019), Iran is ahead of
the less developed countries in this regard. Lack of culture of dealing with technological
innovation, misconceptions, the negative attitude of merchants, and physical distribution units
are some of the important obstacles of this decrease (Mahdavi and Haghdoost, 2007; Jafarnejad
et al., 2009; and Donyaye Eghtesad,2018). Hence, Iranian distribution firms need to integrate
their marketing activities with technological innovation and develop appropriate business

strategies to improve the marketing performance of the organisation.

The term distribution summarises a wide range of descriptions and measures, particularly,
when integrates with information technology (Kotler and Armstrong, 2012; Chaffey et al.,
2015). A commonly used standard to define a distribution channel is a marketing channel and
distribution is the process of flowing the goods/services to be accessible from manufactures to
customers or other businesses who require (Dent, 2011; Kotler, Keller and Burton, 2009). In
the word, the distribution channel is a group of dependent firms within the market that benefit,
through their activities, and make products and/or any services accessible for the deployment
or consumption of the end-users or other businesses (Kotler and Armstrong, 2012). According

to Bennett (1988), distribution channels are highly interdependent and mostly compound.

Strategic decisions about distribution require to be taken in line with a firm's general strategic
vision and mission (Avittathur, Shah, and Gupta, 2005; Coelho, Easingwood, 2008). At the

tactical level, there are three comprehensive methods of distribution, i.e., mass, selective or



exclusive distribution (Goldman, Hino, 2005; Kotler and Armstrong, 2012). The amount and
form of mediators rely on the strategic approach. Generally, the distribution channel's mission
is to add value to customers. Therefore, distribution channels necessarily need to focus on the
reach of the products to the targeted customers in the most cost-effectual and direct way
(Munyasi, 2015; Ganesh and Ghadially, 2013). In terms of services, the term distribution is
related to accessibility (McCabe, 2011; Nyalita, 2009). Commonly used criteria to define the
distribution is a variety of actions and disciplines including comprehensive logistics, shipping,
warehousing, storing, inventory, and channel management, and choosing the channel members
(Segetlija, Mesaric, Dujak, 2011). When the technological innovation integrates with the
marketing activities, the term would be defined as an electronic distribution that deploys the

electronic media for distribution (Amara, 2012; Okwara et al., 2019).

1.4.2 E-Marketing Adoption

The revolution and development in I'T/IS, communication technologies, and the Internet in the
last three decades has given new scopes to both practitioners and academics. Indeed, deploying
information technologies for conducting business and making a competitive advantage has
appeared as one of the most significant improvement trends of the last decade (Ahmad ef al.,
2015; Erum, Rafique, and Ali, 2017). The terms, electronic business, and electronic marketing
are since the penetration of internet users is rising dramatically since the last two decades.
Different scholars have provided different descriptions of electronic marketing according to
their contextual, capability, and judgment. Some of the scholars referred e-marketing as an
achievement to businesses’ marketing purposes throughout the utilisation of e-communication
technology (Chaffey, 2007; McDonald and Wilson, 1999) while others considered it as a
process that enables business communications and interactions over online systems (Reedy and

Schullo, 2004).

Strauss and Frost (2014, P:54) described e-marketing as the deployment of electronic
information and applications for development and implementing the conception,
dissemination, and pricing of notions, and products/services to make exchanges that fulfill
individual and organisational goals. In the other word, E-Marketing can be described as a
modern marketing practice and viewpoint linked with purchasing and selling products/services,
data, and concepts through the Internet and other means that benefits both individuals and

organisations. A review of extant literature in this field shows that the classifications of E-



Marketing, change according to the researcher's perspective, background, and focus. The most
frequently used descriptions of Electronic Marketing, as well as the main problems associated

with it, will be argued in detail in chapter two (appendix 1).

For the purpose of this study, Strauss, Ansary, and Frost (2014) and Chaffey and Ellis-
Chadwick (2016) definitions will be used to define E-Marketing. According to Chaffey and
Ellis-Chadwick (2016), E-Marketing is defined as: “The application of the internet and related
digital technologies in conjunction with traditional communications to achieve marketing
objectives”. Moreover, Strauss, Ansary, and Frost (2016) define it as: “The use of information
technology (IT) in the processes of planning, creating, pricing, executing, distributing,
communicating, and delivering value, goods/services to customers, and for managing customer

relationships in ways that benefit the organisation, its stakeholders, and individuals”.

These definitions are seen to be more holistic in explaining the current research since: 1) the
definitions take into account the key components of Electronic Marketing as well as all types
of goods, it demonstrates the key aims of Electronic Marking that is mainly associated to
generating the interactions that fulfill both, individuals and organisational requirements, since
this research attempts to understand strategy of Iranian distribution firms’ E-Marketing
adoption from both individual and organisational perspectives; ii) the research attempts to
interpret the influencing factors of E-Marketing adoption from different perspectives including
environmental, individual, organisatioal, and technological attributes; and iii) this research also
attempts to understand the impact of E-Marketing adoption on the marketing performance of

Iranian distribution firms in Iran.

Based on the descriptions, Electronic Marketing comprises any utilisation of Information
Technology, Electronic data, and applications to conduct organisation marketing activities. As
aresult, E-Marketing includes Mobile Marketing, Social Media Marketing, Intranet Marketing,
Search Engine marketing, Extranet Marketing, E-mail Marketing, Viral marketing, Affiliate
Marketing, Electronic Customer Relationship Management (e-CRM), and more. Moreover, for
the aim of conducting this study, and based on the outcomes of the reviewed literature, the
most commonly used Electronic Marketing Tools are: Intranet Marketing, E-Mail Marketing,
Social media Marketing, Search Engine Marketing, And E-mail Marketing in Middle-Eastern
developing countries context such as Iran (Madlenak, 2015; Al-Somali,2011; Shemi,2012;
Rabie, 2013; Rahayu, 2017; Chaffey et al., 2015; Tauringana, 2019; Helal, 2017; Abdullah et
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al., 2018; Sunday and Vera, 2018; and Arifin, Fontana, and Wijayanto, 2016). The five key
tools of Electronic Marketing deployed by this research are demonstrated in Figure 1.2. This

model has been explained in detail in Chapter two, Section 2.2.

Electronic Marketing

— ~,

The use of information technology (IT) in the processes of planning, creating, pricing, executing, distributing, communicating,
and delivering value, goods/services to customers, and for managing customer relationships in ways that benefit the
organisation, its stakeholders, and individuals.

(Strauss, Ansary, and Frost, 2014)

The application of the Internet and related digital technologies in conjunction with traditional communications to achieve
marketing objectives. (Chaffey and Ellis-Chadwick,2016)

SEScoEaEs

m

Data Exchanges and Customer/Organisation Satisfaction

Distribution Firms’ Marketing performance

Figure 1.2: E-Marketing Concept

Source: Definition Adopted from Strauss, Ansary, and Frost (2014); and Chaffey and Ellis-Chadwick (2016),
Developed by Researcher

1.4.3 The Focus of the Study (E-Marketing Adoption-Distribution Firm Marketing
Performance)

Prior studies have followed the concept that, the adoption of technological innovation would
increase the firms’ performance. In the last decade, the development of technological
innovation and their usage has grown dramatically across different industries around the globe
that poses the question of whether organisational investing on Information Technology leads
to a better organisational performance (Zhu and Kraemer, 2005). Research on E-Marketing and
its impact on marketing performance have been studied by previous researchers (e.g., El-
Gohary, 2009; Lee and Tsai, 2005; Mathews et al., 2019, Setiowat, 2015; Hussein, 2010;
Bharadwaj et al., 2013; and Azam, 2014). Correspondingly, with regards to the impact of E-
Marketing adoption on the marketing performance of Distribution Firms, the review of the
extant literature failed to find any study that has been conducted to examine the relationship
between E-Marketing adoption and the marketing performance of distribution firms. hence,
this study expands the review of the literature to the wider concepts of E-Commerce, E-

Business of other developing countries.
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Interestingly, empirical findings in prior studies have found different results. While some
studies found the significant positive relationship of E-Marketing-performance (Bharadwaj et
al, 2013; Zhu and Kraemer, 2005) or a contingent positive impact (Tippins and Sohi, 2003;
and Wu et al., 2006), some other studies found that the Marketing-performance is relatively
not significant and have negative impacts (e.g., Uzoka, Shemi, and Seleka, 2007; Karakaya
and Stahl, 2009) or no impact (Venkatraman and Zaheer, 1990). Based on the inconsistent
findings in the prior studies as well as the absence of conducted study on the E-Marketing
adoption-distribution firms’ performance, there is a need to investigate the relationship of E-
Marketing adoption-marketing performance specifically, on distribution sector in the Iran
context since, the outcomes will have crucial impacts for the way organisations approach to
information technology investment and management (Zahiri, EI-Gohary, and Hussain, 2018;

and Lin and He,2014).

Moreover, this research attempts to examine the influencing factors of E-Marketing adoption
of Iranian distribution firms since variables discovered in prior literature vary according to the
nature of the business, industry, country of the conducted studies (organisations from
developed and developing countries), and time and the period, the research study conducted.
From the extant review of literature and the conducted exploratory interviews, the study
classified factors influencing the distribution firms’ E-Marketing adoption, into four contexts
including environmental attributes, individual attributes, organisational attributes, and
technological attributes. These factors were derived from various theories of new technology
adoption including Technological-Environmental-Organisational (TOE) Framework,
Perceived e-readiness Model (PERM), Model of PC Utilisation (MPCU), Technology
Acceptance Model (TAM), Resource-Based View (RBV), and Diffusion of Technology
Innovation (DOI). Prior studies have extensively researched external factors such as
environmental or technological attributes as well as internal organisational attributes. However,
ignored managerial/individual attributes, particularly studies regarding E-Marketing context
(e.g., Sheikh, Shahzad, and Ishak, 2017; Aljowaidi, 2015; and Qashou and Saleh, 2018). Thus,
there is a necessity to extend the study into different perspectives including

individual/managerial attributes.

Correspondingly, Ohunmah (2015), Shemi (2012), Rahayu (2015), Alrousan (2014),
Muhammad et al. (2011), Hassen, Rahim, and Shah (2019), and Rabie (2013) recommend that

an integrative model need to be deployed to understand E-Marketing adoption more
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holistically. Thus, they (ibid) suggest that future study need to integrate more than two theories
of technology adoption such as Resource-Based View (RBV), TOE Framework, E-readiness
Model (PERM), and DOI to understand the technological adoption from the organisational
perspective in a more holistic approach in developing countries. Consequently, this study
underpins the integrative theoretical model by adding managerial/individual context that
suggested by (Ohunmah, 2015; Rabie, 2013; and Alrousan, 2014) to the TOE Framework for
a better understanding of the individual/managerial characteristic’s impact on the adoption
process of E-Marketing. Subsequently, this study extends the model by deploying the Model
of PC Utilisation (That is related to the individual’s behavior toward use of PC in the
workplace, and the expected outcomes of such behavior in long-term) and the Perceived E-
readiness Model (PERM) (which is the developed theory for developing countries’ context
indicating the e-readiness of the external and internal environment of organisation), as no
previous empirical study found that have integrated and used these theories together with TOE
Framework. This model is useful in understanding the impact of E-Marketing adoption of

Iranian distribution firms from a more holistic approach.

1.5 Research Aims and Questions

Following the prior discussion in sections 1.3 and 1.4, this study attempts to investigate
conceptually and empirically the possible factors influencing E-Marketing adoption by Iranian
distribution firms, particularly understanding the role of environmental, individual,

technological, and organisational factors in the relationship of E-Marketing adoption.

It is also effective to examine the integration among the variables to achieve a deep
understanding of the most critical variables affecting the E-Marketing adoption by Iranian

Distribution firms, and subsequently to the firms’ marketing performance.

The main study objectives are:

e To investigate influencing factors of Iranian distribution firms’ E-Marketing adoption
in various perspectives including both internal and external factors of distribution firms
to conduct marketing activities.

e To examine how the integration of one or more variables (both internal and external

factors) will influence Iranian distribution firms’ E-Marketing adoption.

13



e To investigate the different implementation tools of Electronic Marketing used by
Iranian distribution firms.

e To measure the impact of E-Marketing adoption on current and future marketing
performance concerning financial and non-financial performance.

e To develop a conceptual framework to understand and interpret the relationship
between Electronic Marketing adoption and distribution firms' marketing performance.

e To deploy this model to assess the potential of Electronic Marketing for distribution

firms in Iran.

A set of research questions are developed to achieve the study aims and questions. These
research questions are:
e What are the different determinants, influencing the E-Marketing adoption of Iranian
distribution firms?
e How the integration of internal and external factors affecting E-Marketing adoption by
Iranian distribution firms?
e What are the different tools and levels of implementation of Electronic Marketing by
distribution firms in Iran?
e What are the impacts of E-Marketing adoption on Iranian distribution firms’ current

and future financial and non-financial performance?

1.6 Research Methodology Overview

To achieve the aims and objectives of the study and to answer the research questions, the
research methodology of the current study was based on the post-positivist approach in which
discusses that people cannot acquire the fact from reality when they detach themselves from
directly involved with it (Wahyuni and Aprilia, 2019). Thus, by deploying both qualitative and
quantitative approaches, the triangulation method was initiated through a systematic and in-
depth review of the extant literature of prior studies and reports in the field. The literature
themes explored included: i) theories supporting former studies that have determined the
influencing factors of E-Marketing adoption (e.g. TOE framework, Perceived e-readiness
Model, Model of PC Utilisation, Resource-Based View, Diffusion of Technology Innovation
(DOI), Motivational Model, Technology acceptance model (TAM), Social Cognitive Theory
(SCT), etc.); ii) the different tools and implementation levels of E-Marketing; iii) countries of

conducted research including developed, developing, and Middle-Eastern Developing
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countries; iv) influencing factors of E-Marketing adoption in terms of contexts and internal and
external factors (e.g. technological, environmental, individual/managerial, organisational, and
legal and regulatory contexts) and; v) marketing performance (including financial and non-
financial measures). These classifications were then critically compared and differentiated as
means of classifying unities, dissimilarities, and gaps in modern knowledge. The conclusion of
the study was undertaken afterward guided the second stage of the study that was concerned

with finding the different factors influencing Iranian distribution firms’ E-Marketing adoption

The researcher then conducted number of semi-structured interviews with the aim to purify the
findings from the extant literature. 28 Iranian managers/owners and top managers who are
experienced and involved in the IT implementation process were interviewed throughout this
purification stage. The sample and interview participants of managers were chosen
purposefully from the association of the Iranian distribution industry website that publicly is
accessible. The organisations included in the research had already adopted and implemented
technological innovations and were not in the initial stages of adoption or non-adopters. The
organisations are all Iranian with different ownerships. The study focus was on the distribution
industry in different scopes of distribution all over the country (e.g., Groceries, Oil and
Petroleum Products, Pharmaceutical and Medical Equipment, Electronics and Home
Appliances, Hygienic, cosmetics Distribution of Spare Parts for Automobiles, Battery
Distribution, etc.) to identify the influencing factors of E-Marketing adoption in the distribution
industry. The selected participants were all experienced and involved in organising the

technological innovation, and I'T/IS operations and have enough knowledge of IT.

The study conducted pilot interviews to check the validity and quality of the interview
questions, to make sure the questions are understandable, and the interview duration is not
long, as a long duration interview would reduce the quality of primary data. Next, the
researcher conducted semi-structured interviews as this method gives in-depth data on the
determinants of Iranian distribution firms’ E-Marketing adoption, particularly from the
viewpoint of the experts. The researcher conducted face-to-face and focus group face to face,
semi-structured interviews to collect primary information about factors impacting their
organisations’ E-Marketing adoption and the impact on marketing performance. All conducted
interviews were recorded via voice recorder and then transcribed into written resources. The
researcher shared the transcription with the participants to legalise the initial process. The

primary data were afterwards evaluated and analysed manually.
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This study developed the conceptual framework and hypotheses by relying on the findings

from the exploratory interviews. The next stage involved examining the conceptual framework

through an empirical study to confirm its validity in describing distribution firms’ E-Marketing

adoption in Iran. A combination of the online and traditional mail survey questionnaire was

conducted to examine the study hypotheses empirically. Finally, the study analysed 231 data,

collected from survey questionnaire with several statistical methods containing Cronbach-

Alpha test, simple linear and multiple regression, one sample T-Test, and structural equation

modelling (SEM).

1.7 Importance of the Study

The following shows the importance of the study:

There is no single conducted study that investigated the adoption and utilisation of
electronic marketing (in general) and social media marketing, search engine marketing,
intranet marketing, mobile marketing, and e-mail marketing (in particular) by
distribution firms, or the impact of these electronic marketing tools on distribution firms’
marketing performance.

Distribution firms are essential for the modern and digitalised economy, and it is
extensively recognised that they highly contribute to GDP and employment
development.

Electronic Marketing could be one of the most crucial tools to help distribution firms to
enhance their profits, competitive advantages, and efficiency.

The research of information technology adoption in Iran or any other Middle Eastern
countries is particularly stimulating, as some factors (Refer to chapter Four) result in
firms becoming late adopters. Thus, benefiting from the other countries’ experience and
knowledge will be beneficial. Furthermore, Iran is an important Middle Eastern country
with the highest internet penetration and users in the region, have advanced information
technology infrastructure as well as critical and strategic political, geographical, and
economic standpoint that be able to embellish the advantages of Electronic Marketing

adoption by the Iranian industries and businesses (particularly distribution industry).

These aspects show that it is necessary and vital to conduct a study on both distribution firms

and E-Marketing adoption.
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1.8 Thesis Structure

This current thesis is structured in eleven chapters. The following section briefly describes the
contents of each thesis chapters, followed by an illustration of the eleven thesis chapters in

Figure 1.2.

Chapter 1: Introduction

This chapter summarises the research motivation and rationale, the research background, aims
and objectives, and research questions are demonstrated. Then, the overview of the research
methodology, the importance of the study, research contributions, and the significance for
academies and researcher, practitioners, and policymakers are discussed. The chapter ends with

providing a brief outline of the contents of each thesis chapter.

Chapter 2: Electronic Marketing: Definitions and Review of Literature

This chapter presents the importance of E-Marketing to modern businesses and defining the E-
Marketing context. Next, the Internet, its history, origins, development, the commercialisation,
and the shift from the conceptualisation to commercialisation, the emergence of the Internet as
a marketing tool, E-Marketing in the organisational context, E-Marketing and the changes in
Marketing Mix (4Ps), the term Dis-Intermediation or Re-Intermediation, the literature and
distribution of the E-Marketing literature, E-Marketing Tools and their differences are
explained. The chapter reviews the extant literature through the lens of E-Marketing in the
perspectives of developed and developing, Middle Eastern developing countries and Iran,
Afterwards the chapter reviews the distribution industry, its importance, and its related
definitions. Finally, the chapter ends by reviewing the E-Marketing adoption in the distribution

sector and its impact on marketing performance.

Chapter 3: E-Marketing Adoption: A Review on Information Technology Adoption

Literature

This chapter critically reviews and analyses the extant literature on the relevant theories of
technology adoption, synthesises the different contributions undertaken by prior studies to
develop a greater understanding of their impact, and potential for electronic marketing adoption
in the distribution sector. The purpose of investigating these theories within chapter three is to
identify the variables that might impact the adoption of E-marketing by distribution firms, how

this study related to prior research and theories within the field. The chapter ends with criticism
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on the theories, integrated models, and theories, and finally, theories underpinning the research

arca.

Chapter 4: Determinants of Distribution Firms’ E-Marketing Adoption

This chapter reviews the extant literature on the determinants of distribution firms’ E-
Marketing adoption. Published journal articles within the extant literature were classified
according to contexts as they could determine gaps in current knowledge. These contexts
include 1) external factors of the firms (including technological, environmental, and legal and
regulation); 1ii) internal factors of the firms (including individual/managerial and
organisational). The chapter then presents the gaps found in the theories and factors as well as
the gaps in the literature of e-marketing adoption, and finally, the chapter ends with a

preliminary research framework.

Chapter 5: Research Methodology

Chapter five explains the research philosophy and methodology deployed to meet the study
aims and objectives. It argues and rationalises the triangulation methodology method deployed
in this research. Next, it establishes the research population and study samples; after that, there
is a brief discussion on data collection methods in both qualitative and quantitative stages.
Challenges and issues confronted during data collection, primary data collected, response
proportion, and data analysis methods are presented and argued in the last section of the
chapter. Finally, the ethical considerations, research measures, the research process, and design

methodology framework were presented at the end of chapter five.

Chapter 6: Exploratory Interviews- Exploring E-Marketing Adoption by Iranian Firms in

the Distribution Sector

This chapter presents an exploratory phase of the study regarding influencing factors of E-
Marketing adoption by Iranian distribution firms. The chapter initiates by exploring the
overview of distribution firms in Iran, current circumstances regarding geographical location,
profiles, economic, new technology and its impact on the GDP growth in Iran, technology
adoption in the distribution sector in Iran, profile of Iranian distribution firms, division of
Iranian distribution firms according to geographical region, business sector, and contribution
of distribution firms on Iran’s GDP. Moreover, the chapter presents the exploratory study of
influencing factors of E-marketing adoption by conducting focus group and face-to-face semi-

structured interviews with Iranian distribution firms' managers/owners and top managers who
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are experienced and involved in the IT implementation process. Afterwards, the data
transcription process, analysis and findings were discussed in brief. Finally, the chapter
presents the comparison of the findings with prior literature to develop the research framework

as well as the research hypothesis for the quantitative phase of the study.

Chapter 7: A Revised Research Framework Based on the Findings of the Exploratory

Interviews

This chapter aims to develop a research framework and research hypotheses based on the
findings of exploratory interviews and the qualitative phase of the study (review of extant
literature and semi-structured interviews) that argued in chapter two, three, four and six. The
chapter initiates by demonstrating the research questions, after that, a discussion of the need
for the research framework in understanding distribution firms’ E-Marketing adoption in Iran.
Also, it argues the research variables and measures describing the factors impacting E-
Marketing adoption, measures of E-Marketing adoption and the measures of marketing
performance. Next, the levels and tools of E-Marketing implementation presented. Finally, the
chapter ends with the research framework, developing the research hypotheses that will be

building the research survey questionnaire.

Chapter 8: Quantitative Phase Study 1: Descriptive Data Analysis

This chapter argues the descriptive analysis of the collected primary data from the survey
questionnaire of 231 CEO, owners/ managers, chair, and top managers of distribution firms in
Iran. It presents considerable data about the participative study samples that, in turn, will lead

to answering study questions and meeting the aims and objectives of the research.

Chapter 9: Quantitative phase study 2: Inferential Data Analysis, Reliability and

Hypotheses Testing

This chapter argues that inferential data analysis resulted in the survey questionnaire of 231
respondents. The inferential data analysis was conducted in two phases. In the phase, an initial
analysis conducted to test the validity and reliability of all multi-dimensional study concepts,
and they were tested prior to examining the hypothesis. In the second phase, the research
conducted various analysis including simple linear and multiple regression, one sample T-test,
and structural equation modelling (SEM) for testing the hypotheses, to answer the research

questions, and to meet the research aims and objectives.
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Chapter 10: Interpretation and Discussion of the Findings
This chapter interprets and argues over the results, from both quantitative and qualitative data

analysis. These results are compared with prior studies within the research field.

Chapter 11: Conclusion: Contributions, Implications, Limitations and Recommendations
for Future Works

This chapter is concerned with the research contributions regarding the academic and
researcher, Practitioners and managers, and policymakers. This chapter also discusses the
implication of the research on the growing body of knowledge within the field, research

limitations, and the recommendations for future research are presented and discussed.
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1.9 Chapter Summary

This chapter outlines the overall structure of the research thesis. It initiates with a brief
discussion on the motivation and rationale of the research, the background and the importance
of the concept, and the focus of the research are described. Next, the research questions and
the study aim, and objectives are presented following by an overview of the research

methodology, the importance of the study and research contributions for both academics and

practitioners as well as policymakers.
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Chapter 2 Electronic Marketing: Definitions and Review of

Literature

2.1 Introduction

"The underlying principles of strategy are enduring, regardless of technology or the pace of change".
(Michael Porter, 2001)

Adoption of E-Marketing as e new Information Technology innovation is inevitable within the
recent years. E-Marketing is not only altering the way business conducts marketing activities,
communication, ordering and dealing with customers or suppliers, but even further, is
revolutionised the business standpoint from “production excellence” to “customer intimacy”
and from being “mediator of dealer” to being “mediator of the purchaser” (Achrol and Kotler,
1999; Treacy and Wiersema, 1997 cited by MacGregor, 2005). This chapter aims to critically
review the literature on distribution channels’ E-Marketing adoption to identify knowledge
gaps. The chapter begins with a broad review of E-Marketing and distribution channels
literature. The first section inspects definitions of E-Marketing, a conceptual review of the
internet, its origins, and the emergence of the internet as marketing tool. The chapter also
demonstrates the differentiation between the concepts of E-Marketing, Electronic Commerce,
and Electronic Business to make a base for understanding these different concepts. Afterwards,
the E-Marketing concept within developed, developing countries, and Iran was discussed and
compared. Later, the theoretical background of distribution channels is discussed, and there is
a broad review of the literature about E-Marketing and distribution firms as a foundation for
the research design. Through this review, research gaps in the literature will be identified to

establish a base for the study into E-Marketing and distribution firms.

2.2 Electronic Marketing

In today’s global marketplace the only way to survive for businesses is to deliver
products/services on time, sustain credibility, and be faster than the competitors in launching
new services/products (Al-Somali, 2011). E-Marketing has transformed the way businesses is
operated around the globe. The commercialisation of the internet and the World Wide Web has
propelled E-Marketing to become one of the most essential mediators for simplifying the way
of communication and sharing of business information internally, within firms and between

business partners (Ahmad et al., 2015).
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E-Marketing, also known as Online Marketing, involves applying the Internet and related
digital technologies to achieve marketing purposes and to support the modern concept of
marketing (Chaffey et al., 2009, p. 6). The Internet has a huge potential for transforming
commerce, and it gives businesses many challenges and opportunities for trading and
participating in the gold rush of the information age (Dutta, Kwan, and Segev, 1998, p. 541;
Chaffey and Ellis-Chadwick, 2016). A review of the extant literature shows that there are
many definitions for E-Marketing, according to the authors’ different views. According to
Smith (2004) in Wymbs (2011) “E-Marketing refers to the use of digital technologies to create
an integrated, targeted and measurable communication which helps to acquire and retain
customers while building deeper relationships with them”. The Institute of Direct Marketing
also defined E-Marketing in 2015 as "Applying internet technologies which form online
channels to market to support marketing activities for achieving profitable acquisition and
retention of customers within a multi-channel buying process and customer lifecycle through
recognising the strategic importance of digital technologies and developing a planned approach
to reach and migrate customers to online services through e-communications and traditional
communications.” (The Institute of Direct Marketing, 2015 in Chaffey, 2015). According to
the definitions, it is obvious that E-Marketing is a broad field that refers to various and different
activities which are deployed to reach audiences via digital technologies. While Chaffey and

Ellis-Chadwick (2016) define it as:

“The application of the internet and related digital technologies in conjunction with traditional
communications to achieve marketing objectives”.

(Chaffey and Ellis-Chadwick, 2016, P.11)

Strauss, Ansary, and Frost (2016) define it as:

“The use of information technology (IT) in the processes of planning, creating, pricing,
executing, distributing, communicating, and delivering value, goods/services to customers, and
for managing customer relationships in ways that benefit the organisation, its stakeholders,
and individuals ™.

(Strauss, Ansary, and Frost, 2014, P.3)

Roberts and Zahay (2012) define it as:

“E-Marketing has been generally defined as the use of internet technologies to achieve
marketing objectives”.

(Roberts and Zahay, 2012, P.30)

Siegel (2006) defines it as:
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“Marketing in electronic environments, primarily on the internet, world wide web (WWW),

Intranets and extranets”.

(Siegel, 2006, P.4)

There are various definitions for E-Marketing, but commonly it refers to the utilisation of the
Internet for promoting and selling goods/services. In that regard McDonald, (1999) state this
phenomenon as The marketing of products/services through the Internet which is directly
related to the perception of individuals from place and promotion of the marketing mix. This
means that not only the Internet is a mean, for determining the potential of products/services
and price formation in the market, but also is assumed as the internet (marketing) research and
not marketing as such (Ali et al., 2014). The internet itself can be used to identify or anticipate
customers’ requirements and describes the satisfaction, communication, or delivery process
(Hofacker, 2008; McDonald, 1999; and Chaftey et al., 2015). For the purpose of this study,
the Strauss, Ansary, and Frost (2014) and Chaffey and Ellis-Chadwick (2016) definitions will
be used to define E-Marketing since the definitions take into account of the key components of

Electronic Marketing and explains the main aims of E-Marketing.

Since the creation of the internet, there were many of its potentials has been explored by various
scholars (e.g., Chen and Huang, 2016; Salem et al., 2013; Ali et a/.,2015; and Shaltoni, 2018).
The digital era led the firms toward developing new approaches at the marketing level
(Ghobakhloo and Tang, 2015). Various researchers (e.g., El-Gohary, 2012; Mazzarol, 2015;
and Tsekouropoulos, et al., 2013) believe that the Internet led to a separation process based on
a proactive stance. Importance of E-Marketing research by Hoffman and Novak (1997)
revealed that the internet is creating a paradigm shift in businesses and at the same time is
changing the ways of doing business with the customer. Many companies apply new methods

to attract customers and at the same time sell products to the consumers (Trainor et al., 2013).

Many countries have taken steps not only to provide internet connection for the citizens but
also strive to achieve a high penetration rate due to the realisation that the internet facilitates
the development of a knowledge-based society (Mohd Fairuz et al., 2012). Consequently, the
world is becoming a global village not only in terms of Information exchanges but also trades
due to the facilitation effects of the World Wide Web (EI-Gohary,2009). With the introduction

of the Internet, marketers always thinking of beneficial marketing as a process of drawing
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potential customers/suppliers into progressive satisfaction of their relationship with the

organisation (Blattberg and Deigton, 1996).

The origin of E-Marketing precedes the internet. The development of E-Marketing began in
the early 1960s, although the majority of functions linked with innovations raised around the
Mid-1970s in the form of electronic funds transfer (EFT) (Turban, King, Lee, and Viehland,
2004 cited in Shemi, 2012). Following to another innovation was presented as Electronic Data
Interchange (EDI), beneficial for business transactions (Turban et al., 2004; Papazoglou and
Ribbers, 2006). The early 2000s was the crash of “dot.com” (Teo and Ranganathan, 2004).
And since then, there has been publicity among firms, governments, and practitioners, on
finding the best techniques to deploy ICT with the least loss and system failure. Throughout
the years, the number of Internet users has improved remarkably (Senn, 2004, p.386). Thus,
simplifying the goods/services exchange between businesses, firms, and individual. The
adoption of E-Marketing has been very popular in the business world with companies in

developed countries.

Based on the definitions, E-Marketing comprises any use of Information Technology,
Electronic data, or applications to conduct organisation marketing activities. As a result, E-
Marketing includes Mobile Marketing, Social Media Marketing, Intranet Marketing, Search
Engine marketing, Extranet Marketing, E-mail Marketing, Viral marketing, Affiliate
Marketing, Electronic Customer Relationship Management (e-CRM), and more. Moreover, a
review of extant literature shows that the most commonly used E-Marketing Tools are Intranet
and Extranet Marketing, E-Mail Marketing, Social media Marketing, Search Engine
Marketing, and E-mail Marketing in developing countries context (El-Gohary, 2009; Al-
Somali, 2011; Shemi, 2012; Rabie, 2013; Rahayu, 2017; Chaffey et al., 2015;
Tauringana,2019; Helal, 2017; Abdullah et al., 2018; Sunday and Vera, 2018; Arifin, Fontana,
and Wijayanto, 2016). Subsequently, this study will investigate five main tools of E-Marketing
that establish exchanges and satisfaction for both organisation and customers; with the potential
to boost the performance of firms. However, to understand the potentials and dynamics of each
of these five E-Marketing tools, a conceptual review of the internet and E-Marketing origins,
development and usage in marketing activities are explained in the next section of this chapter
(Figure 2.1). A conceptual review of the main E-Marketing tools will then be discussed

following the comparison of E-Marketing usage in developed, developing countries.
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Electronic Marketing

— ~

The use of information technology (IT) in the processes of planning, creating, pricing, executing, distributing, communicating,
and delivering value, goods/services to customers, and for managing customer relationships in ways that benefit the
organisation, its stakeholders, and individuals.

(Strauss, Ansary, and Frost, 2014)

The application of the Internet and related digital technologies in conjunction with traditional communications to achieve
marketing objectives. (Chaffey and Ellis-Chadwick,2016)

| 1 1 l
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Data Exchanges and Customer/Organisation Satisfaction

Distribution Firms’ Marketing performance

Figure 2.1: E-Marketing Concept, Source: Developed by the Researcher

2.2.1 The Internet

The Internet as one of the key elements of E-Marketing, in the past two decades, has
transformed the nature and characteristics of the media and the way of communications in
unique methods that have never happened earlier. The Internet is an embryonic means which
has eased the development of businesses and has opened wide market prospects for
organisations (Amornkitvikai and Lee, 2020; Hassen, Rahim, and Shah, 2019; Mohan and Alj,
2019; and Kithinji, 2014). In very few years, internet has created fundamental changes in
business processes (Chatzoglou and Diamantidis, 2009; and Ifinedo, 2011) and facilitates
relationships with related market parties (Majumdar and Chang, 2010; Lucia-Palacios et al.,
2014). When combined within the firm’s strategy, internet can contribute to “information-
sharing, information-exchange, relationship-building activities and other market orientation

supporting activities” (Brock and Zhou, 2005; and Chang et al., 2002).

Companies are moving to use the Internet as a way of segmenting the market and incorporating
a technique that no other firm using for reaching customers (S¢eulovs and Gaile-Sarkane,
2011). The potential applications of the internet are being expanded and companies first to

exploit these opportunities would have a tremendous advantage over their more traditionally
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oriented competitors (Munyasi, 2015). For business purpose, the internet provides an enormous
marketplace to firms that enable them to compete on a global basis more effectively than in a
conventional business setting (I-Madi, Al-Zawahreh, and Al-Qawasmi, 2012). Although the
Internet’s acceptance is growing rapidly among businesses, there is still a great deal of
confusion about the Internet and what it has to offer the business world (EI-Gohary, 2012). The
Internet is, physically, a network of computer networks that is made up of well over two-and-
a-half million host computers and is growing at the rate of over two million new users each
month (Eager, 1994). But beyond this, the Internet is, theoretically, a new and highly efficient
way of accessing, organising, and sharing information (Shemi ef al., 2013). Nevertheless, of
some problems linked with the dynamics of this interactive media (e.g., security and privacy
concerns, technological issues, slow speed, lack of trust, etc.), undeniably the Internet is rapidly
replacing the traditional marketing techniques (Hoffman and Novak, 1997; and Quelch and
Klein 1996).

The internet’s ease of use facilitates the rapid growth of Internet users, both for individuals and
organisations, throughout the world. The number of Internet users is increasing dramatically
year by year and creates new opportunities for its users. However, with this dramatic increase
of use, there is also rising potential for distribution firms to communicate with their targeted
customers and suppliers and make useful relationships that will boost their businesses.
According to Internet World Stats, the number of Internet users as year-end 2021 was around

5 billion people with 64.2% of internet penetration (Table 2.1).

According to estimations, Internet has gain significance for the business use and has been used
as integral marketing tool to develop new marketing strategies and this has revolutionised the
business world over last three decades (Chaffey et al, 2015). In 1994, few businesses
considered internet as a part of their marketing or business model to promote their services of
products (Cronin, 1994). However, by 2000 businesses began to gain a better appreciation of
the internet utilisation for their businesses and this trend continued until today amongst firms

in developed economies (Chaffey et al., 2016; Alrousan ,2015; Awa, Baridam, and Nwibere,
2015; Alizadeh, and Pourashraf, 2015; Erum, Rafique, and Ali, 2017; and Tauringana, 2019).
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World Internet Usage and Population Statistics

2021 Year-End Estimates

Table 1.1: Internet Usage Statistics, World Internet Users and 2020 Population States

World Regions

Population
(2021 Est.)

Population
% Of World

Internet
Users 31 Dec
2020

Penetration
Rate (%
Pop.)

Growth
2000-2021

Internet
World%

1,373,486,514

17.4%

590,296,163

43.0%

12,975%

11.7%

4,327,333,821

54.9%

2,707,088,121

62.6%

2,268%

53.6%

Europe

835,817,917

10.6%

728,321,919

87.1%

593%

14.4%

Latin America /
Caribbean

659,743,522

8.4%

477,869,138

72.4%

2,544%

9.4%

Middle East

265,587,661

3.4%

188,132,198

5,627%

North America

370,322,393

4.7%

332,919,495

208%

Oceania /
Australia

43,473,756

0.6%

29,284,688

284%

Wortld Total

7,875,765,584

100.0%

5,053,011,722

1,300%

Source: Internet World Stats (2021)

Globally, internet access has been grown by 25 percent between 2000 and 2009 and raise to
58.7 percent in 2019 (Internetlivestats, 2019). Revenue from transactions, has totaled to $20
million in 1994 (Rosner, 1995), with future estimates ranging as high as $5 trillion by 2021
(Johnson, 2020). Internationally, the number of websites hosted by firms and government
organisations has seen a rapid increase, they have increased from 23 million in 1995 to more
than 55 million in 2005 (Zakon, 2005) and this number has increased to 1.75 billion in 2020
(Internet Live stats, 2021; and Hosting facts, 2021).

Over the past 15 years, the internet as a global communication and exchange medium has
witnessed significant growth (Rahayu, 2015). Globally, the number of websites increased from
23,000 in 1995 to more than 362.3 million registered domain names in 2020 (Business Insider,
2020; Hosting facts; 2020). The launch and growth of the internet have stimulated considerable
interest in the academic and scholar. As a result, it changed to the largest network today and
has established a high level of growth in most developed countries (Awa, Baridam, and
Nwibere, 2015). Businesses need to be aware of the available opportunities and recognise how
their companies may be susceptible if competitors seize those opportunities first (Jamali,

Samadi, and Gharleghi, 2015).
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2.3 The Emergence of Internet as a Marketing Tool (The Internet and Marketing)
The emergence of internet as marketing tool began with “the traditional Acceptable User
Policies (AUPs)” that were emphasising on limiting profit-oriented marketable use of the
Internet (Shuai and Wu, 2011). This led to a major confliction in cultures between original
users (researchers), who emphasised on free data exchange, and corporate users (McGaughey,
and Mason, 1998). However, the culture conflict, was short lived and marketing on the Internet
is nowadays become a commonly accepted part of the WWW (Shaltoni, 2017). The Internet
has changed both the way companies interact and communicate with their customers, and the
way of conducting business. Marketing activities are no longer relies on traditional methods
and simple text messages, as the WWW allows businesses to have collaborative marketing
since the individuals are actively involved in replying to sellers’ advertising campaigns (Poon
and Jevons, 1997, cited in El-Gohary,2009). This interactivity is opposite the traditional
marketing methods that deploy print media and broadcast. Although the latest growths, allow
complete multimedia collaborative simulations to do marketing activities on the Internet
straightaway and suggests great possibility for direct marketing and initial stage marketing

(Berthon et al., 1996).

With the fast rate of internet growth by means of speed, reach, and adoption (Tan et al., 2009),
most businesses are adopting the applications themselves. Such changes have opened up a
variety of opportunities for marketers (Pollack, 1999), resulted in an extraordinary pace of
change in marketing strategies and operations (Vandarajan and Yadav, 2009). In the other
word, the Internet, proposes the opportunity for distribution firms to connect and manage
business at different levels. There are also prospects for firms in developing as well as
developed countries to conduct business and increase their marketing methods. For instance,
as an emerging economy, Iranian distribution firms are getting significant support from

government to grow their full Internet potential.
2.3.1 E-Marketing Adoption in Organisational Context

Adoption of Information and Communication Technology-based systems, in today’s digital
economy, has become of fundamental importance for governments and corporations. In fact,
E-Marketing has become a substance for organisational change in a rapidly technologically
changing environment (Farahani and Khansoz, 2014). According to Aduda and Kingoo (2012)
the growth and extensive utilisation of IT applications suggest many opportunities for users, at

both individual and organisational levels. For Instance, in a study conducted by Ongori and

30



Migiro (2010) discussed, three transformations caused by ICT development that convert
businesses operations. First, ICT development impacts industry structures and influences the
degree of competition between businesses. Second, companies that integrate the Information
Technology in their procedures comprehend a positive alteration in their competitive
advantage. The third conversion is linked with direct effects on businesses operations. These
transformations have bound companies to identify the prospects to compete in the global
market. IT innovations have been contemplated essential to economic development,
effectiveness, and productivity (Damanpour and Schneider, 2006). Hence, the role of IT in
business perspectives has received tenacious attention from researchers, and there are many
empirical studies have been conducted in this field. This may justify the reason why E-
Marketing adoption is a broadly examined research stream in the Information Technology

context (Taruté and Gatautis, 2014; Tehrani and Shirazi, 2014; Low, and Chen and Wu, 2011).

From a business standpoint, many researches have recommended that, adoption of internet as
marketing tool can enhance effectiveness and competitiveness (Manochehri, Al-Esmail and
Ashrafi, 2012; Ongori and Migiro, 2010; and Damanpour and Schneider, 2006), can measure
a critical element, for the success of corporations (Kapurubandara and Lawson, 2006), and a
vital contributor for a sustainable competitive advantage of organisations (Abeysinghe and
Alsobhi, 2013; Omosigho and Abeysinghe, 2012; Celuch, and Murphy and Callaway, 2007).
Moreover, an extensive array of IT tools has made considerable contributions in diverse
business areas, such as: marketing and communication, networking, and resource planning
(Taruté and Gatautis, 2014). IT adoption can bring of potential benefits for all businesses
(Nguyen and Waring, 2013), supporting them to understand internal and external business
needs (Omosigho and Abeysinghe, 2012) and to achieve significant business growth (Dibrell,
Davis, and Craig, 2008).

Dis-Intermediation or Re-Intermediation?

There were many discussions in previous articles on whether the Internet as a marketing tool a
threat for mediators would be or unlike, would open new opportunities to distribution firms
through direct interrelation with customers without being need of retailers/wholesalers
(Munyasi, 2015; Lin and He, 2014; and Kaewkitipong, 2010). Although previously, the focus
of businesses was toward the elimination of mediators and the direct interface between
suppliers and end-users, there is a consensus nowadays that mediators will remain but with the

adoption of new roles that robust the industry (Kaewkitipong, 2010). The Internet has changed
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the policies and structures of many firms and the consumers’ behavior, as it directly links them
to suppliers. This has downplayed the role of mediators and distribution firms in what became
known as “dis-intermediation” (Rahayu, 2015; Shemi, 2012; Buhalis and Jun, 2011; and
Cheung and Lam, 2009). The term, “dis-intermediation” refers to the avoiding process of the
ultimate supplier, and skipping the mediators, and prefers to sell and deliver the products
directly to end-users (Buhalis and Jun, 2011). Nelson et al. (2010, p.162) discuss that WWW,
offers an efficient channel for promoting, marketing and even direct distribution of certain
products and information services. Instead, Sakar et al. (1998) explain that e-marketplaces will
lead to a new set of intermediaries called cyber-mediaries that function online to facilitate the

exchanges between suppliers and customers by meeting the needs of both.

While different opinions exist on the intermediation versus dis-intermediation effect of the
internet on distribution, more and more researchers are reaching an agreement on that
intermediary will not disappear and simultaneously will not remain the same. New forms of
mediators or cyber-mediaries will be created and will presume new roles that are modified to
the new technology to meet the changing needs of customers and suppliers. In fact, many
researchers argue that the Internet has shaped an entirely new form of mediatory (Smith and

Manna, 2014). Luo and Donthu (2017) stated that, recent evidence of online retailing
recommends that disintermediation forecasts were limited and that cyber intermediaries will
persist to add value in the supplier and consumer chain, benefiting both manufacturers and
consumers. Hence a more rational view of the effect of the Internet on distribution channels is
that it will change but not eliminate middleman (Shunk ez al., 2007). While distribution firms
are facing dis-intermediation by E-Marketing, this latter suggests them a powerful tool to re-

intermediate into global market (Rahayu, 2015).

2.4 E-Marketing Tools

Internet currently has become an important channel for businesses and individuals in the
modern world. It is not possible to reach to such a wide volume by using traditional selling
channels. E-Marketing tool could be distinguished with the emergence of websites in 1990s
(Tsimonis and Dimitriadis, 2014). The first simple website, provided consumers with basic
information about the company, services, or products. However, internet content has improved
and expanded, as the new tools had emerged (Campbell,2011). According to Vukasovic (2013),

the internet provides the opportunity for the companies to reach wider audiences and to create
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persuasive value propositions that was not possible before, while providing new tools for

promotion, interaction, and relationship building.

E-Marketing not only includes promotion or providing information on the websites, but also
the elements, such as: E-mails, social networks, optimising the web page for search engine
results, Intranet, and extranet network etc. (Trengove, 2011). One of the biggest errors in
business growth and the implementation of E-Marketing is the fact that, companies are
constantly trying to quickly develop and execute E-Marketing, without any clear plan
(Davidaviciene, 2016). Perfectly planned strategy makes it very easy to distinguish companies
that are committed to work in long-term perspective, from other companies which carry out E-
Marketing simply because the market says that it must perform (Rabie,2013). The latter
company can easily fail, when there be a lack of information on website, or managers/owner
have uncertainty on adoption of correct tools. Need. these are just a few examples of companies
that still not fully understand the E-Marketing potential, which tools to be used, how much it
can help to expand their business, and reach to much larger audiences of potential customers

with relatively very low costs (Chi, 2011).

2.4.1 E-Marketing Tools used in this research

For the purpose of conducting this research, the adoption of five main tools of E-Marketing by
distribution firms and impact of this adoption on the marketing performance of firms in
distribution sector will be investigated. These tools are E-Mail marketing, Search Engine
Marketing, Mobile Marketing, Intranet Marketing, Social Media Marketing. This research
however, excluded Extranet Marketing to be investigated for the following reason: Generally,
firms that adopt Intranet network can share their information with their customers, suppliers,
and business partners which known as extranet marketing. In Iran, Intranet or internal network
began to implement in 2012 among large companies in private sector and governmental
organisations as these particular businesses are having internet with reasonable speed. This has
developed until 2019, intranet network covered 80 per cent of businesses, education systems
and even small and medium enterprises. However due to blocking popular webmail services,
hindering encryption use by restricting VPNs and HTTPS, and prohibition of externally
developed security soft wares only 10 per cent of business be able to adopt extranet marketing
network where those who adopted where from governmental corporations (Alimardani and

Milan, 2018; and Powers, Shawn, Jablonski, and Michael, 2015). For that reason, this study
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has decided to eliminate the investigation of extranet marketing factors and its impact on

marketing performance. The next section of the chapter will discuss these tools.

2.4.1.1 E-Mail Marketing

One of the most common E-Marketing tools is electronic mail known as E-mail Marketing
which is a natural use of networked communication technology that developed along with the
evolution of the Internet (Saraf, 2019). E-mail Marketing is an important medium of marketing
communication especially for companies seeking to build and maintain closer relationships
with customers (Chaffey et al., 2016). According to Mullen and Daniels (2011), E-mail
Marketing refers to evolving marketing strategies that deploy electronic mail to connect with
existing and future customers. Indeed, message exchange in one form or another has existed
from the early days (Liljeroos 2013; and Kaur, 2017). Online e-mail services started in 1993
when the large network service providers America Online and Delphi started to connect their
proprietary e-mail systems to the Internet, beginning the large-scale adoption of Internet e-mail
as a global standard. Even though e-mail was developed for the ARPA-net, shortly after its
creation, it has evolved into a powerful technology that has become the most widely used
application on the Internet at the beginning of the 21st century (Joseph et al., 2017; and Yang,
Shi, and Wang, 2015). Electronic Marketing as a part of E-Marketing is deployed to enhance

traffic of website and to support sales.

Chaffey et al. (2016, P. 420-422) differentiate between two different forms of E-Mail
Marketing namely: i) Outbound E-Mail marketing; and ii) Inbound E-Mail marketing. They
(ibid) stated the Outbound E-Mail marketing as: “E-Mails campaigns employed as a type of
direct marketing where E-mails are referred to clients and prospects from a firm”, and Inbound
E-Mail Marketing as: “A controlling E-mails from consumers by an organisation”. The idea

behind this E-Marketing tool is to send attractive, specialised, and considerable commercials
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and marketing activities to targeted recipients that might be keen in receiving such messages
rather than sending the same messages to a group that does not have keen in receiving it. On
the other hand, E-mail marketing is usually a permission-based method and depends on the
enthusiasm of the receiver if need such information, rather than unwanted commercial e-mail
(UCE) that is called as SPAM which refers to extensively sending a massive quantity of e-
mails and newsletters to the individuals without acquisition of their consent earlier (Kumar,
Zhang, and Luo 2014). On the other hand, when conducting E-Mail Marketing campaign, if
the customers implies that the received e-mail is SPAM their Internet service provider (ISP),
then it will automatically produce an abuse statement that can lead to serious issue which then
will result in prevention of other e-mails produced and sent from the firm e-mail address from
being received to other e-mail addresses over the ISP (Zhang, X., Kumar, V. and Cosguner,
K., 2017). There are two main strategies for acquiring a contact permission from customers
Kaur and Singh, 2017): i) opt-in; and ii) opt-out. Within the opt-in policy the customer must
explicitly state that, they give the permission to the businesses for receiving their e-mail (Sahni,
Zou, and Chintagunta, 2016). According to Jeshurun (2018), e-mail marketing campaigns

produce about twice the return on investment (ROI) of the other forms of online marketing.

From distribution context, Mackintosh ez al. (2017), discussed the utilisation of e-mails by
distribution firms, form a marketing standpoint. Based on their (ibid) arguments, distribution
companies use e-mails to interrelate with suppliers, customers, and business partners. Within
this perspective, and as demonstrated in figure 2.2 distribution organisations generally use e-
mails to exchange data and opinions with business partners from one-end and to provide,
support, and deliver information to its suppliers/customers, obtain their enquiries, and allow

them to access to business information.

Based on the prior discussion, it is perceived that the number of conducted studies to investigate
e-mail marketing is scarce and all these few studies focus on investigating this tool as the only
e-marketing tool without integrating with other tools and have not investigated e-mail
marketing from distribution industry perspective and most of these studies are conceptual and
theoretical (e.g., Liljeroos 2013; Kaur,2017; Bawm and Nath, 2014; and Mullen and Daniels,
2011). This exposes a gap in the field of E-Marketing in general and E-Marketing in
distribution industry in particular. To cover such a gap there is a necessity to conduct research
studies to investigate the different factors affecting the adoption of e-mail marketing by

distribution firms.
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Figure 2.2: E-mail usage between a distribution firms, its customer, supplier, and business partner

2.4.1.2 Search Engine Marketing

Internet is a wide community, comprising millions of users that nowadays is the most important
communication tools and an important customer potential for everyone who believes about
business based on Internet environment. As a result of increasing popularity of the Internet, a
crowd, which is also named as “electronic community” was appeared. Marketers, who try to
reach customers in the fastest and effective way and reduce customer reaching costs, aim to
reach electronic communities (Chaffey et al, 2017). Search engines currently conquer a
prominent position in online environment (McCloskey, 2006). Consequently, search engines
play an important role in helping firms to be identified and found by new customers (Mullen

and Daniels, 2011).

Research demonstrates that more than 80 percent of individual and customers attempt through
the search engine to search and find information. Conversely, in the face of enormous data,
consumers mostly are interested to click on the top list of search engine results, thus, it is very
necessary for businesses webpage to be ranked on top when searched on search engines. Search
Engine marketing defined by Chaffey et al. (2016, P. 506) as” a promoting technique by

businesses through search engines to meet their objectives by delivering relevant content in the
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search listing for searchers and encouraging them to click through to a destination website”.
Search engine marketing contains of two techniques 1) Search Engine Optimisation (SEO) to
improve results from the natural listings; and ii) Paid Search Marketing (PSM) to deliver results

from the sponsored listings within the search engines (Chaffey et al., 2016, P. 507).

SEM is the marketing method with a purpose of achieving to more visibility in different search
engines both by receiving more free traffic or paid traffic (Waheed and Yang, 2017). SEO,
which alters or modifies the website content to attain greater page ranking in search engine
result pages. Firm to get their best results, both with organic SEO and paid SEO performs need
to have mutual goals and joint metrics, assessed the data to establish future plans (Alizadeh
and Pourashraf, 2015). The SEO tools can support Search Engine Marketing throughout the
general improvement of web pages by technical reviewing the web page of a website (Chaffey

etal., 2017).

Search engine marketing is the largest source of revenue for Google (Edelman et al. 2016),
which is the market leader of search engine providers in most Western countries, mostly ahead
of Yahoo and Microsoft search engines (Ghose and Yang, 2009). The term ‘‘SEO” refers to
the efforts of businesses that aim to increase the ranking of their web page in the organic search
results, whereas the term ‘‘SEM” defines firm’s efforts regarding optimising the position of
ads in the sponsored search results (Rangaswamy ef al., 2012). Quinton and Khan (2018) state
that having a webpage nowadays, is a compulsory for all organisations as well as, having the
webpage does not necessarily means that the firm is a successful firm. In a study by Murphy
and Kielgast (2017) on Swedish firms found that although all study firms have their own
website, not all of them applied SEM techniques, which resulted to a poor marketing planning

and lack of control on their website.

On the other hand, search engines are classified into three categories: 1) Crawler-based search
engines that is crawler programs in which make databases by techniques for web computers.
These crawlers are programs that settle on a host system and recuperate data from destinations
on the web employing conventions (Thelwall, 2015). 2) Human-powered directories that
depends on human based implementations for relocations. Site owner gives a short depiction
of the website to the office together with category that need to be recorded. Keywords written
in the search box will be synchronized with the depiction of the locations (Burghardt, Heckner,

and Wolff, 2012). And 3) Hybrid search tools that employ both crawler-based and manual
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collation for postings the locations in result list. A large percentage of the crawler-based web
directories like Google essentially exploits crawlers as a vital constituent and manual screening
as a supplementary tool (Ahlers, 2012). The design of search engines is illustrated in Figure
2.3.

Query = keywords
+
categories

————————— keywords T
> > Search
e Feer D) ohee
—

Pages matching results U
keywords + categories

Matching Pages

keywords +
- categories
u
Database
| ——
——

Pages + category list

.

Pages

Web crawler

Classifier

Figure 2.3: Design of Search Engine. Source: Chekuri, Goldwasser, Raghavan, and Upfal (1997)

Despite of the importance of SEM among marketers and businesses, conducted studies on SEM
as a marketing tool is limited. There are only two types of studies conducted on SEM: i) The
one that deals with the ideal design of keywords and possible enhancements (Edelman et al.
2016, Feng, 2018, and Mullen and Daniels, 2011) or ii) The one that examines bidding
performance in keywords (Edelman and Ostrovsky 2017; Tung, Yuan, and Tsai, 2019,
Alizadeh and Pourashraf, 2015; and Waheed and Yang, 2017). This reflects a gap in the context
of E-Marketing and E-Marketing in distribution industry in particular. To cover such a gap
there is a need to conduct research studies to explore the different features related to search
engine marketing adoption and adoption by distribution firms as well as the influence of this

adoption on distribution firm’s marketing performance.

2.4.1.3 Intranet Marketing

An intranet is defined as a private business network that is secured from getting accessed from
public and externals and is only reachable via the institute and organisations’ members. Many
firms use an intranet network to transfer information, share private data, and facilitate their
discussions (Chaffey, Hemphill, and Edmundson-Bird, 2019). The Intranet environment is
owned by the organisation and is not available from the internet at large. Business and
individuals when discussing about intranet network, often confuse it with internet. Although

there are many similarities between internet and intranet, there are differences as the most
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significant one is that the needed facilities to develop the intranet and internal organisation
connections and data secure through an intranet network (Park, Park, and Heo, 2018). Within
this field, whilst the internet is available to the global WWW, the intranet is a private network
implementing internally within the organisation. Although both Internet and Intranet deploy
the same elements such as: e-mail, WWW standards, there are three key differences: 1) An
intranet network is an inaccessible and private system and only authorized users of the network
be able to get the admission; 2) Within intranet, users can access to internet while external
internet users won’t be able to get access into the intranet; and 3) It can be run without being

needed to an internet connectivity or link (Mohammed, 2015).

The most popular Intranet tool is internal company e-mail, as well as other tools such as: web
dissemination of the firm documents, links to get access to web database links which give
authorization to users to have access to organisation data, archives, newsletters, prices, data in
regard of competitors, goods/services, and customers’ service data (Underwood, 2017).
Overall, intranet network is not only a medium for sharing information with staffs but also a
protective method for intellectual property of the organisation. This study discusses that an
intranet network can be a major marketing tool for a firm. Because it is a valuable and beneficial
techniques for employees’ connection, and it can support the firm to enhance marketing
performance through improving the levels of management in the marketing department. It is
also a very beneficial medium in managing internal marketing that is useful to overcome any
refusal to change in the company by notifying and including all the employees, of new plan
and strategies. Within this method, firm’s staffs are more likely to comprehend and be devoted
of the value proposition of the firm and its trademarks. This allows distribution firms to

understand their full marketing potential.

With regard to the adoption of Intranet Marketing by distribution firms, after reviewing the
literature, it was found that, there is no single study that has been conducted to explore the
adoption and usage of intranet marketing by distribution firms. Furthermore, after reviewing
the literature, the researcher failed to find any research that investigated or tested the impact of
intranet marketing adoption and implementation by distribution firms on the marketing
performance of these organisations. This reflects a research gap in the context of E-Marketing.
To cover this gap, there is a great necessity to conduct study to examine the different elements
related to intranet marketing adoption and implementation by distribution firms as well as the

impact of such adoption and implementation on distribution firms’ marketing performance.
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2.4.1.4 Mobile Marketing

Mobile Marketing is a latest form of E-Marketing based on the explosive development of
mobile technology (especially popular in emerging countries such as Iran). Mobile Marketing
is one of the E-Marketing functions that is broadly measured to be one of the most profitable
facilities that can be effectually brought over the mobile device (e.g., Lamarre et al., 2012;
Hsu, 2014; and Maduku, Mpinganjira, and Duh, 2016). According to Shankar and Venkatesh,
Hofacker, and Naik (2010) “Mobile Marketing is defined as the two-way or multi-way
communication and advertising of an offer amongst an organisation and its customers via
mobile means device, or technology”. Maduku (2016) defines, Mobile Marketing as a set of
marketing practices that deploy wireless mobile and networks to generate modified and
collaborative communication between a company and the targeted audiences that lead to value
creation for both sides. Mobile marketing can be conducted through text messaging (SMS),
WAP (Wireless Application Protocol), integrate content, Mobile tele-marketing, Mobile
broadcast promotion, cell phone sponsorships, viral marketing, interactive voice response, and

geo-targeting.

In Iran, according to the latest statistics by Tasnim in 2019, 156 million sim cards were handed
to people by the mobile operators that 85 millions of them are active. Moreover, according to
reports by the Ministry of Information and Communications Technology of Iran statistics
(2019), Iran has the highest mobile penetration in Middle East with the rate of 74.6 per cent by
the end 0f 2019. There are over 53 million people connected to the internet through cell phone.
Furthermore, there are another 11 million users of the internet through tablet connections via
data sim cards. Statistics suggest that the number of mobile users in 2019 increased by 53 per
cent in comparison with 2017 (Techrasa, 2020, and Newz00,2019). One of the important
reasons of this sudden growth is that smart phones have become replaced and increasingly
deployed as a marketing tool. It enables the data and information to be sent at the same time to
various groups of individuals and customers rapidly and easily via text messages or social
media applications or even e-mail from phones, making Mobile Marketing a growing popular
E-Marketing channel. Furthermore, the development and evolution of Third Generation (3G),
(4G), and recently (5G) mobile phones, had directed to greater and speedy connections, Wi-Fi
connectivity and the rise of smart mobile Internet browsing by individuals globally (Fritz,

Sohn, and Seegebarth, 2017).
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There are some benefits of conducting Mobile Marketing which is:

e [t is unique tool with high potential of interactivity that in fact enables firms and
businesses for adoptive customerinteraction and operative productivity, potentially
enhancing the efficiency and value of their marketing communications campaigns
(Strom et al., 2014).

e [t is a powerful E-Marketing tool that distribution firms and retailors can adopt to re-
building the brand and brand relationships, lead to a greater brand awareness, attitude,
relations, customer loyalty, and change in purchase behaviour of customers
(Constantinou, Papazafeiropoulou, and Vendelo, 2017).

e Mobile Marketing also has the potential to enhance customers perceived of service
quality, value, and customer satisfaction (Hofacker et al., 2016).

e Nearly all firms’ clients will carry mobile phones with them and for most of the time they
will be accessible and have a chance to be effectual for urgent time situations (Shankar,

2016).

e Mobile Marketing provides firms with the ability to deploy both text messages and
multimedia marketing messages that can fulfil requirements of the organisation’s
customers and suppliers and provide a significant marketing tool (Tong, Luo, and

Xu,2020).

There is no way of slowing down of the growth of mobile marketing adoption particularly in
developed countries as mobile devices nowadays shifted from smart phone features to tablets
and smart watches. These emerging technologies simulate the businesses to shift into such
marketing tool and to invest more on that if they prove its effectiveness. This many businesses
and in particular distribution firms are affected by mobile and mobile marketing tools. With
respects to the adoption of Mobile Marketing by distribution firms, based on the literature, the
research found, that there is no particular study that has been conducted to explore the adoption
of Mobile Marketing by distribution firms. Furthermore, the extant review of the literature
failed to find any reports that assessed or examined the impact of Mobile Marketing adoption
by distribution firms on the marketing performance of such organisations. Therefore, this study
develops the literature review to the wider concepts of M-Commerce (Mobile Commerce), E-
Commerce, E-Business and to include firms in other industries and sectors. Of the four studies

identified through this extension Maduku, Mpinganjira, and Duh (2016), Fern, Ling, and Qing
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(2016), Eneizan, Wahab, and Wahab (2016), and Andrews et al. (2016). Only two studies have
studied or investigated Mobile Marketing adoption (Fern, Ling, and Qing, 2016; and Maduku,
Mpinganjira, and Duh, 2016). Moreover, no single study has tested the impact of Mobile
Marketing adoption on the marketing performance of these firms. This shows a gap in the field
of E-Marketing at large and E-Marketing in distribution firms in particular. To cover this gap,
there is an essential need to conduct research to explore the different elements related to Mobile
Marketing adoption by distribution firms as well as its impact on distribution firms marketing

performance.

2.4.1.5 Social Media Marketing

Adoption of the internet, social media, mobile device, and many other digital technologies has
become part people’s lives. Social media marketing is an essential component of 21% century’s
businesses. Sehar, Ashraf, and Azam (2019) define social media marketing (SMM), as a
method of E-Marketing that includes making and sharing information on social media
platforms that help firms to reach their marketing goals. Social media marketing comprises of
activities such as: posting information in forms of text and image, videos, and other content
that attract audiences’ attention, as well as paid SM advertising. “Social Media Marketing is
both hardware and software technological innovation (Web 2.0) which facilitates creative
online users’ inexpensive content creation, interaction, and interoperability (Berthon et al.,
2012)”. Understanding the important role of social media in the field of marketing is necessary

for both academics and practitioners (Kumar et al., 2016; and Schultz and Peltier, 2013).

Social media regularly feeds into finding of new contents and also useful in making links that
in turn beneficial for search engine optimising efforts. Many individuals also execute searches
at social media platforms to find new contents (Naylor, Lamberton, and West, 2016). Social
Media Marketing can support search engines with several goals such as: enhancement of
website traffic and brand awareness, building conversions, brand identity creation,
improvement in communication and collaboration with targeted audiences (Tuten and
Solomon, 2015). Not only search engine marketing tools are useful for managing social media
networks but also Mobile Marketing tools are beneficial for social media marketing due to their
web surfing capabilities that allows customers an immediate access to social media platforms
(Alghizzawi, 2019). Mobile devices have changed the path to buying process by giving

customers, the accessibility to price and product information af any time (Spillecke and Perrey,
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2015). This is while, the customers have allowed businesses to regularly update and inform

them of the offers and new products. 91 per cent of all social media consumers access to this

platform via mobile means. Similarly, approximately 80 per cent of “Total Time Spent” on this

platform appears on mobile devices (Lyfemarketing, 2018).

Social media platforms can provide marketers and practitioners with notable opportunities to
reach to customers through their social networks and to strengthen the personal relationships
with customers (Tuten and Solomon, 2015). The nature of social media as a platform for
customers to connect and communicate with and to influence them, has a significant impact on
brand, and it makes greater response rates and customer engagement than traditional marketing
techniques that only focus organisation and consumer relationship (Wang and Kim, 2017).
Nearly 60 percent of online customers contribute through a “self-created content sharing”
method (Tsai and Men, 2013). This enables customers to cooperate with business firms and
authorize them to have an active role in co-creation of their capabilities (Kevin et al., 2014). As
owner/managers become more contented and active with social media networks and deal with
it as part of their combined marketing strategies, indeed they turned their attention to the return

on investment (ROI) and in what ways it can improve the marketing performance of the firm

(Cheung et al., 2019).

According to (InternetWorldStats, 2020) there are 3.5 billion social media users globally, and
this number is constantly increasing that represents about 45 percent of the world’s current
population. According to Buffer (2019), 73 percent of marketers confirmed that their
businesses through social media marketing have been “very effective” for their corporate. This
study discusses that social media is an effective tool for cost reduction, better customer services
and relationships, ordering, buying, and distribution as well as making good business
relationships. Therefore, social media has a great potential to improve marketing activities as

well as performance of distribution firms.

Most of the studies on social media marketing focus on some specific issues (e.g., Customers’
purchase behavior (Relling et al., 2016), customer relationship management (Trainor,
Andzulis, Rapp, and Agnihotri, 2014), brand and innovation management (Asmussen, et al.,
2013; Gebauer et al., 2013). Whilst these studies point on developments in particular area of

social media in marketing and management perspectives, regarding the adoption of social
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media marketing by distribution firms, it was found that there is no single study has been
conducted to investigate the adoption social media Marketing by distribution firms.
Furthermore, the review of the extant literature failed to find any studies that observed or

investigated the impact of social media marketing adoption and by distribution firms on the
marketing performance of such companies. Therefore, this study enlarges the review to the
wider concepts and to include other industries and scopes. There are eight studies identified
through this extension, (Cheung et al., 2019; Tuten and Solomon, 2015; Alghizzawi, 2019;
Naylor, Lamberton, and West, 2016; Ahmad, Ahmad, and Bakar, 2018; Gallaugher and
Ransbotham, 2010; Sehar, Ashraf, and Azam, 2019; and Salam, Iskandar, Ibrahim, and Farooq,
2019) that studied and examined social media marketing adoption and its influencing factors.
Furthermore, out of the eight studies, only one of them Ahmad, Ahmad, and Bakar (2018),
focused on the impact of social media marketing adoption on the marketing performance.
However, no single study found that investigated or examined the adoption of social media
marketing and its impact on marketing performance in distribution sector after this extension.
This reflects a gap in the field of E-Marketing in general and E-Marketing in distribution sector
in particular. To cover such a gap there is a great need to conduct research studies to investigate
the different elements related to social media marketing adoption and by distribution firms as

well as the impact of this adoption on distribution firms marketing performance.

2.4.2 Conceptualisation of E-Marketing (Differentiation of the Concept of E-
Commerce, E-Business and E-Marketing)

The review of the extant literature has exposed that one of the main difficulties for development
of E-Marketing potential is the lack of a clear conceptualisation of E-Marketing purpose and
meaning. Most of scholars and academics within the context misuse the term E-Marketing and
are using the terms E-business, E-Commerce interchangeably as if they are alike or have the
equal meaning, which is incorrect. For instance, E-Commerce is a wider context in scope than
E-Marketing as it refers not only to digital means like the Web, e-mail and wireless, etc. but
also comprises of e-customer relationship management systems and the managing the digital
customer information, buying and selling online without any interaction with the organization
or the customer, and etc. In contrast, E-business have a broader scope than E-Commerce. The
differences between these terms will be demonstrated and discussed in the next section of this
chapter. As E-Marketing, has been discussed in the earlier section of the chapter, the following

sections of the chapter will discuss the remaining terms.
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2.4.2.1 Electronic Commerce (E-Commerce)

E-commerce applications were developed in early 1970s with the innovation of electronic
funds transfers, that allowed funds to be transferred electronically, generally in large firms
(Turban et al., 2010). Then, in late 1970s and early 1980s, e-commerce was used within more
businesses in the form of electronic data exchange (EDI) and electronic mail. This process
reduced the time and cost of conducting businesses (Valarezo, Unda, Lopez, and Perez, 2019).
This technology has been expanded during in late 1980s and early 1990s into a PC-based
remote order structure and that was the time when the EDI was introduced to market to support
businesses to exchange commercial documents and conduct business transactions through
private networks. These transactions gradually being adopted by different firms in different
scopes. The appearance of Internet-based e-commerce usage became popular in mid-1990s.
Ever since then, it has been the fastest growing method of commerce (Turban ef al., 2010; and

Kabanda and Brown, 2015).

There is no exact definition of e-commerce, since its definitions is differing according to its
usage and explanation (Shemi and Procter, 2013). Turban ef al. (2010) define e-commerce as
“the method of buying, selling, transferring, or exchanging products/Services and information
by PC networks, generally Internet and intranets”. Chaffey et al., (2016, P: 676) define e-
commerce as "exchanges of all electronically mediated information between the firm and its
external stakeholders” which means that e-commerce involves more than buying and selling
over the Internet and involves the exchanges of all financial and informational between the
firm and any other parties. Furthermore, Gatautis and Neverauskas (2005), define it as a set of
all financial, commercial, and account nexus, related to internal and international performance,

which is sustained through this modern communication mean.

Kalakota and Whinston (1997) described e-commerce tool from several perspectives which
each is related to the business marketer: 1) from a communication perspective: it is concerned
with the delivery of data, products/services, and payments over electronic means; 2) from a
business perspective: is the application of technology in all business transactions; 3) from a
service perspective: is a tool that reflects the desire of the customers/managers to reduce the
delivery cots which in fact is improvement in the service quality and customer satisfaction ;
and 4) from an online perspective: provides a medium for buying and selling of products and
data. Tagliavini ef al. (2001) assert that any financial activity directed through the internet is

called e-commerce. Clarke (2001) In more detail, expanded the essentials of e-commerce as:
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“help services for interchange, internal e-mails, catalogues, trading support techniques for
merchandises, goods, and services, controlling the information, and numerical reporting

structures”.

Although there are various definitions on e-commerce, from the definitions above, it can be
perceived that the use of ICT, especially internet technology, is a key factor of e-commerce
and the main purpose of the adoption is to facilitate the information exchange and conducting
transactions. According to Kabanda (2017), the conversion of firms from traditional marketing
to electronic commerce, depends on which stage of digitisation the products or services been
sold, the procedure, and the delivery techniques. They (ibid) assert that, if the digital
component is found in any of the stages, then it can be considered as partial e-commerce,
however if all the processes are online, then it is considered as pure e-commerce (Kabanda,
2017; and Rahayu and Day, 2015). However, in the recent definition by Eurostat (2018) and
INE (2018) the standard definition is the order placement of products/services through internet,
this excludes the orders through manually entered e-mails or text messages. E-payments or
delivery are not compulsory for an e-commerce transaction. Just purchases completed for

personal purposes are considered.

In developing countries, a common thread amongst scholars is that e-commerce is a method of
new technology innovation in which organisations and customers interrelate electronically to
achieve to one or more of the subsequent functionalities subject on their resources and
limitations: 1) connections, for example delivering data, goods/services, or payments through
Mobile/telephone, PC networks, or any other devices; 2) the use of technology concerning the
computerization of commercial dealings and work-flow; 3) the congregation of the need of
organisations, customers, and management to reduce costs while enhancing the value of goods
and the speed of delivery; and 4) the provision of the competency of buying/selling goods and
information online and other online services (Boateng ef al., 2008; and Erumi-Esin and Heeks,
2015). E-Commerce does play a main role in today’s marketing and business globally. As can
be seen from Figure 2.4, in 2019, electronic retail sales accounted for 14.1 percentage of all
retail sales globally. This figure is estimated to reach 22 percentage in 2023 (Statista, 2020).
The fourth generation of e-commerce continues its efficacious journey through opportunities
generated by improvements in global telecommunication and mobile technology. In the last

decade, the 'digital economy' developed. This is based on an electronic products and services
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constructed by electronic business throughout electronic commerce, this was where the e-

business technology began its journey.

-
u
X

Share of e-retail sales

Figure 2:4: E-Commerce Share of total Global Retail Sales from 2015 to 2023. Source: Statista (2020)

2.4.2.2 Electronic Business (E-Business)

The concept of Electronic Business (E-Business) has acquired a lot of attention from scholars
and practitioners over the last two decades. Although one of the leading users of E-Business
was IBM in 1997s (Aithal, 2015; and Chaffey ef al., 2016), currently many businesses all over
the globe are trying to adopt E-Business in conducting their business activities. The term E-
Business and its definition, as much as the term E-Commerce has generated discussions among
scholars. However, there is a no single and sole definition of the term E-Business (Chong, Ooi,
Bao, and Lin, 2014; Algarni ef al, 2015; and Luz Martin-Pena, 2018). Within this field, Otto,
Barenfanger, and Steinbub (2015) define E-Business as: A wider definition of E-Commerce
that includes not only buying and selling of customers, but also serving and cooperating with
suppliers and business partners through electronic transactions. However, Chaffey et al. (2016)
define electronic business as:” all electronically mediated information exchanges, both within
an organisation and with external stakeholders, supporting the range of business processes”

(Chaftey et al., 2016, P.676).

The IONOS (2019) defined E-Business as: “The method of using digital data and
communication technologies to support or update business processes from the planning to

implementation”. Furthermore, (Chaffey, Hemphill, and Edmundson-Bird, 2019) define E-
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Business as: “The business procedures of online stores or any other internet-based
organisations” (Chaffey, Hemphill, and Edmundson-Bird, 2019, P.45). Luz Martin-Pefia,
Diaz-Garrido, and Sanchez-Lopez (2018) defined E-Business as: “The utilisation of electronic
mediums to conduct a firm’s business both and externally”. And finally, Sudrajat (2016)

defines it as: “The handling of business through Internet”.

Sudrajat (2016) also discusses that the “e” term will soon be eliminated, and the term e-business
will be business as it comes to be normally understood. As a result of this computerisation,
numerous individual’s responsibility is eliminated from processes such as unnecessary
involvement and internal reusing of e-business information. This is in accordance with the

origins of the term of E-Business.

By outlining the first renowned description of Electronic Business suggested by IBM in 1997,
it was found that the term E-Business described as: “The conversion of core organization’s
business procedures via the adoption of Internet tools" (IBM, 2009, cited in El-Gohary,2009).
Chaffey et al., (2016) assert that the fundamental business routes signified to the Electronic
Business definition by IBM as: The key firms’ business process in any company and
organisation (e.g., R & D, Management and business, marketing, manufacture production and
logistics). Thus, E-business comprises of three technological enablers: Internet, Intranet and
Extranet. These enablers together with PC or Laptop allow companies to be connected
nationally and internationally with organisation and employees in branches all over the globe,

supplier/ customers, and business partners.

Conclusion

The review of the extant literature reveals that one of the main hindrances in the literature is
the indistinct approaches, when dealing with the term and description of E-Marketing as well
as E-Commerce and E-Business. In this context, most of the scholars within the context misuse
the word E-Business, the majority of academics are deploying the terms: E-Commerce and E-
Business equally or dissimilar wording for the similar meaning, which is not correct since these
concepts are different. For majority of scholars, the word E-Business is normally considered
as the application of IT into the business developments. Through review of the relevant
literature, the researcher perceived that, definitions of E-Marketing differ according to each

author's point of view, background, and specialisation.
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This study discusses (based on the several meanings for E-Commerce and E-Business
demonstrated and argued in this chapter) that the term of E-Business drives beyond the limited
understanding related with the concept E-Commerce. In this perspective, E-Commerce usually
counts as the method of buying and selling goods, services, and data through the deployment
of the Internet and PC networks (Chaffey et al., 2016; Kabanda and Brown, 2015; Kabanda,
2017; Rahayu and Day, 2015; and Turban et al., 2010). Furthermore, based on the discussions
of Hisrich and Ramadani (2017), E-Commerce mainly emphases on the firm customers
whereas E-Business develops the connectivity of the business not only to includes its customers

but also the firm, suppliers, employees, and business partners.

Consequently, the terms, E-Commerce and E-Business are not only two dissimilar concepts
but also the term E-Commerce is a subsection of E-Business, which is in line with the findings
of Nof, et al. (2015); Popescu (2015); Algarni et al. (2015); Chaffey et al., (2016), Hisrich and
Ramadani (2017), Kabanda (2017) and Turban et al. (2010). Table 2.2 demonstrates various
similarities and differences between these two concepts according to both the several

descriptions as well as the former argument in this chapter.

Table 2.2: Differences and Similarities between Electronic Commerce and Electronic Business

Similarities - Both terms are dependent on web technology.
-  Both terms combined Information Technology into firms’ business process.
-  Both terms purpose to enhance Efficiency and develop productivity of the firms.

Differences Electronic Commerce Electronic Business

- Mainly emphases on the firms’ |-

customers.

Develops the connectivity of the
company to involve not only the
customers but also the firm’s suppliers,
employees, and business partners.

- Normally relates to the procedure of | -

buying and selling goods/ setvices and
information through the deployment
of the Internet and PC/mobile
networks

Usually relates to all the main business
procedures within the corporation (e.g.,
R & D, Business and Management,
marketing, manufacture, logistics, and
distribution).

Depends generally on web technology

Technology used is wusually more
developed than that one deployed in
Electronic Commerce. The technology

depends on  network,  Material
Requirements Planning (MRP),
Customer Relationship Management

(CRM), Enterprise Resource Planning
systems (ERP).
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By relying on the prior argument, it is obvious that E-Business, E-Commerce, and E-Marketing
are not similar or a dissimilar wording for the similar meaning as perceived in the literature,
where there is a distorting of the difference between the terms. Within this context, E-
Marketing indicates not only to digital channels (e.g., web page, e-mail, and wireless channels),
but also contains managing the customers’ digital information, Mobile Marketing, Intranet
Marketing, social media pages, optimisation of the web pages and social media pages for search
engines, and electronic customer relationship management systems. In contrast, Electronic
Commerce and Electronic Business have a broader scope than E-Marketing. These

dissimilarities can be demonstrated in Figure 2.5.

Electronic -
Commerce

E-Marketing

Figure 2.5: Dissimilarities of E-Marketing, E-Commerce and E-Business. Source: Adopted from El-Gohary (2009)

2.5 E-Marketing in Developed and Developing Countries

This section presents the online performance of businesses worldwide. It starts with reviewing
the digital divide and technology. Subsequently, it reviews previous academic research
conducted to understand Internet and new technology adoption by firms in developed,

emerging countries, Middle-Eatern Developing countries, and finally in Iran.

2.5.1 The Digital Divide and Technology Diffusion

“A developed country is one that allows all its citizens to enjoy a free and healthy
Life in a safe environment. And a genuinely developing country is one in which civil
Society is able to insist, not only on material wellbeing, but on improving standards of
Human rights and environmental protection as well”.

(Annan, 2000)
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New technology innovations as a result of Information Technology are continuing to develop.
Conversely, IT technology has disseminated rapidly in developed countries but gradually in
developing and emerging countries. This has led to a digital divide (Hinson and Sorensen,
2006). The concept ‘digital divide’ is linked with noticeable gaps or inequities in access to
physical infrastructure (Campbell, 2001). Digital divides can be between developed and
developing countries, or within the countries internally. Emerging countries have not yet
grasped the phase of development of industrialisation. They are generally classified by a wide
range of characteristics such as low living values, high rates of birth and illiteracy, low
principles of democratic authorities and inadequate access to products/ services. Countries are
classified into three categories according to Gross National Product (GNP): low, middle, and
high income (World Bank, 2019). Furthermore, the World Bank categories the Middle Eastern
countries as economies that are high in income. However, as noted by (Rabie,2013), although
these countries are classified as high-income countries, they are far less advanced than
developed countries such as UK, USA, Canada, And Australia which belong to the same group
classification. Thus, the grouping of countries in terms of income does not precisely expose
the level of ICT adoption with a country (El-Gohary, 2016). According to World Bank (2021)
and InternetWorldStats (2021), there is a grave inconsistency in the technology infrastructures
amongst developing and developed countries, demonstrated by statistics of Internet users and
web servers, and telecommunication rates (World Bank, 2021). These gaps are obvious and
can be seen in Table 2.3 the percentage of internet users in developed countries is mostly

remains significantly higher than the percentage in emerging nations.

As illustrated in Table 2.3, people in developed nations have greater access to the internet
technology. The United Arab Emirates, UK, and Canada, for instance, have internet penetration
of around 100, and 93 percent respectively, whilst Iran has the internet penetration of 79
percentage (InternetWorldStats, 2021). It is specifically remarkable that internet penetration in
developed countries reached above 70 percent in 2021 (WorldBank, 2021). Furthermore, the
low frequency of Internet deployment can be attributable partly to the moderately high costs
of fixed broadband tariffs. Many academics have explained that the slow deployment and
diffusion of the Internet tools and its technologies in emerging nations is because of the high
cost of accessibility and net connectivity (Rabie, 2013; Rahayu, 2015; Shemi,2012; and Molla
and Licker, 2005a). Mobile devices in developing countries have faced Considerable growth

rates and moderately high diffusion, like industrial countries. Dissimilarities of the number of
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secure Internet are unambiguous in which emerging countries have less secured servers than
developed countries. This made USA a lead in the world, in terms of the number of secure

Internet servers (World Bank, 2021).

Table 2.3: Digital Divide Between Developed and Developing Countries

Developing Countries Developed countries

Iran United Saudi Turkey UK Canada Australia USA
Arab Arabia
Emirates
Income Lower High High Upper
Group Middle Income Income Middle
Category 2 Income Income
Population
by Ends 2021 | 85,888,910 | 9,856,612 34,783,757 | 85,042,738
(Millions)®
Internet 78.7 100.0 91.6 81.3
Users (%
Population) b
Secure 495 1,484 162 4,335
Internet
Servers ©
Personal 10.59 33.08 69.79 6.1
Computers
per 100
Population ¢©
Fixed 13.48 83.40 56.74 19.10
Broadband
‘Tariffs
(Monthly
Fee §) ©
Main 37 24 16 14
Telephone
Lines per 100
Population d
Mobile 130 203.7 169.5 92.5
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Overall, a considerable amount of difference exists in rates of internet adoption and usage
between developed and developing countries. This inequality between industrialised and
emerging countries in the accessibility to ICT tools and to the internet is already extensive and
is growing wider (Campbell, 2001). Developing nations are differs in aspects such as level of
IT skills, Management’s IT knowledge, etc. from developed countries. In developed countries,
the innovation development is free from external force. However, in developing countries

technology transfer is determined by internal factors as well as external factors.

As majority of technology innovations are designed and made in developed countries, they are
biased in favor of developed nations’ social and cultural structures. This prejudice makes
cultural and social hindrances for emerging nations in transferring the technology into practice
(Hill et al., 1998). In fact, such factors are an influential clarification for why developed

countries, that attempt to execute technology transfer, are frequently challenged on their ideas,
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philosophies, and standards about how technology "must" be applied in developing countries

as the initiative’s outcome in failure (Hill ez al., 1998).

Table 2.4: Extant Literature on E-Marketing Adoption by Country (or Countries) of Investigation

Country (or Countries) of Investigation Number of
Articles
Developed Countries Australia
Austria
Belgium
Canada
Germany
Greece

CE RN ES

Hong Kong

Ireland

Italy

Netherland

Norway

Portugal

Saudi Arabia

Singapore

Sri-Lanka

Sweden

United Kingdom

United States

Multi-countries investigation in developed countries
Total literature in developed countries

S

| =] = v =] rof =] =] =] =] v =

[«
~| W

Emerging Countries Bangladesh
Bosnia
China
Egypt
Ethiopia
Ghana
India
Indonesia
Iran

W] K31 W71 BN ST IE | 1 I O

"N

Iraq
Jordan
Kenya
Libya
Malaysia
Morocco
Nigeria
Pakistan
Palestine
South Africa
Taiwan
Tanzania
Thailand
Turkey
Vietnam
Zambia

Zimbawe
Multi-countries investigation in developing countries
Total literature in emerging countries

&'\N—‘-‘N&NNG\UIN\IC'—‘C'—‘OO\IN

=
<o

Both Developed and | Multi-countries investigation in both developed and
Emerging Countries emerging countries

Not Stated in the Article 70
Total extant literature 273

The review of extant literature on E-Marketing adoption accounted for 67 articles (25 percent)
out of 273 articles studied in developed countries, followed by 126 articles (46 percent) articles

studied in developing and emerging countries, and ten articles (3 percent) studied concurrently
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on both developed and developing countries in a single study (Refer to Table 2.4). As can be
seen from the table, there is a large focus on the E-Marketing adoption of developing countries

context.

2.5.2 E-Marketing in Developed Countries

The Internet was developed primarily in the USA; and extended on its creativity; and most of
the Internet contents initiated extensively from America (Greenstein, 2004). The early adoption
and great Internet connection made positive response and strengthening the American
advantage (Estrada, Wong, and Lanson, and Truong, 2017). According to Internet World Stats
(2021), Internet penetration in Europe is more than half of the European population 87.7
percent. On the other hand, Asia (China and Japan) had the majority contribution on Internet
penetration on the whole continent (59.3% and 93.8%) respectively. Poon and Swatman (1999)
studies are debatably, one of the initial studies on technology adoption of developed countries
and their research contributed to the understanding of utilisation of internet in business context
focused on Australian firms. Ramsey and McCole (2005) researched the determinant factors
of electronic business adoption of SME firms in New Zealand that impacts the current and
future level of electronic business adoption. Mzee, Ogweno, and Irene (2015) studied the
influencing factors of E-Marketing adoption in Greece. They (ibid) found that successful Greek
firms were reliant upon firm’s and environmental characteristics. E-Marketing and
telecommunication infrastructure in developed countries, is advanced and more sophisticated
than developing countries and the telephone line subscriptions are taking the lead. Developed
countries offering E-Marketing, showed significant development in their own economies
(Chatzoglou and Chatzoudes, 2016; and Raei and Raei, 2017). Despite a great proportion of
online business contributed by industrialised countries such as the UK, USA, Japan, Canada,
France, Italy, and Germany, and some advanced developing countries such as China, Malaysia,
Taiwan, Thailand, and Japan, other emerging countries were shifting progressively into online-
based markets with a significant impact (UNCTAD, 2021; and Shareef et al 2018). According
to Karagozoglu and Lindell (2019), 50 percent of small enterprises, 88 percent of medium
firms, and 98 percent of large organisations would take part in E-Marketing implementation in

USA in 2020.
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2.5.3 E-Marketing in Developing Countries

Prior studies of E-Marketing undertaken in developing and emerging countries context is
increased as can be seen in Table 2.6. Furthermore, majority of businesses from developing
nations are showed to market failures and 55rganizational issues when adopted the new
technology innovations (Ciravegna et al., 2014; and Barbour, 2018). New technology adoption
in emerging countries is more challenging because of the high level of turbulence in firms and
the internal and external environment (Themistocleous, Soja, and Cunha,2011; and Barbour,
2018). Some scholars to address these issues developed various models. For example, Radovic,
Ghonima, and Schumacher (2017) developed conceptual model in Argentine, that firms initiate
integrating and using a new technology innovation for a specific department and then
distributing the adoption to other departments and branches. In overall, although there is a
lavishness of developed model in Information Technology, there are fairly limited models
developed for emerging countries, and those models developed for industrialised countries are
not able to be efficiently deployed in emerging countries. This shows another knowledge gap
and opportunity for studies that dealing with Information Technology adoption particularly in

emerging countries (Barbour, 2018 and Radovic, Ghonima, and Schumacher, 2017).

Examples of study conducted in developing countries include study by Sheikh, Shahzad, and
Ishaq (2017) who studied the development of e-marketing in B2B industry and its impact on
the performance of firms in Pakistan. They (ibid) found that technology orientation, top
management support significantly and positively impacts the firms’ performance. Michael
(2014) researched acceptance of electronic marketing strategies in emerging countries in
Tanzanian SMEs. The (ibid) found that although electronic marketing is used by many
organisations, only 27 percent of firms use the phenomenon for marketing purposes. Gopaul
(2015) conducted a research in South Africa to understand the adoption of E-Marketing tools
by SMEs and found electronic marketing as a key success element for firms, allowing them to
compete on advanced level, despite of insufficient infrastructure and recourses. Barbour (2018)
examined the impact of firm’s size in the electronic service industry in developing countries.
The results indicated that large organisations are influenced by external and organisational

variables while SMEs are by only organization factors.

E-Marketing attained much interest around the globe due to its capabilities to enhance
competency and productivity. However, there are many ambiguities about its value in emerging

countries. The adoption of E-Marketing in Western where the technology has largely been
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grown is very different from the adoption in developing countries. The level of success in
adoption of new technology innovations depends on the level of usage by individuals and on
the suitability between users and technology (Sannim, 2015) and this is one of the reasons that
decelerated the process of adoption in developing countries. Nowadays, Majority of countries
in developing nations are making considerable investment in developing, upgrading, and

enhancing Information Technology infrastructure, making a strong tele-communication

substructure, and encouraging businesses, governments and many communities for Internet and
E-Marketing adoption. This extensive deployment of ICT has enhanced the growth of E-
Marketing in different parts of the globe, altering businesses, developing economic prosperity,
and simplifying communication within the country and between countries (Shalhoub and Al
Qasimi, 2006). E-Marketing perhaps has the potential to add a greater value to organisations
and customers in developing countries than in developed countries. However, Majority of
developing country-based businesses were unsuccessful and failed to gain the benefits
proposed by contemporary information and communication technologies (Kshetri, 2007). Raei
and Raei (2017) divided E-Marketing adoption barriers in developing countries into three
categories: 1) economical, 2) cultural, and 3) legal. Whilst economic, cultural, and legal
categories emphasis mostly on the environmental features, the cognitive element focuses on

organisational and individual performances.

2.5.4 E-Marketing in Middle-Eastern Countries

The Middle Eastern region covers an immense geographic territory, spanning two continents
of Asia and Africa. The Middle East usually comprises of the Arab countries including Iran
and at some points, Turkey is considered as a part of the Middle East. Normally, Middle
Eastern countries have an anciently cultural custom and are alike in various ways (e.g., religion,
values, history, and language in some parts) (Hu et al., 2010; Barbour, 2018; and Ghonima,
and Schumacher, 2017). However, the Middle Eastern part of the world differs from other
Asian parts, mainly in terms of wealth. In terms of wealth, majority of Middle Eastern countries
with the exclusion of The Gulf Cooperation Council countries (GCC), do not have access to
sufficient prosperity and resources. Moreover, the average GDP per capita of Middle Eastern
countries exceeds the average of some advanced countries (Aladwani, 2003). Wealth
restrictions enforce some grave growth challenges upon some Middle Eastern countries. For

Instance, the economies Yemen (That has less capital and a bigger area for development) have
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a propensity to spend less in national missions that needs excessive government spending, such

as an advanced IT infrastructure (Aladwani, 2003 and Tan and Ludwig, 2016).

The Middle Eastern territory is playing an emergent role in the international economy and has
increasingly grasped technology-enabled transformation and upgrading. Furthermore,
Information Technology has become an essential feature in the Middle Eastern business land
and its development efforts (Hu ef al., 2010 and Barbour, 2018). However, it is assumed that
this province has received remarkably insufficient attention and as stated by Aladwani (2003),
there is very diminutive observed data on E-Marketing and characteristics of the Internet in the
developing Middle Eastern nations. This fact implies negative impact for those
managers/Owners who are keen to use the internet to enter the Middle Eastern market

(Aladwani, 2003 and Yang et al, 2015).

Iran, and Saudi Arabia are the most progressive countries in the region measured by country
E-Marketing parameters. The regional E-Marketing readiness statistics among Middle Eastern
countries are indicated in Table 2.5 as well as their characteristics in terms of income category

and population.

Middle East

World Avg.

Rest of World

T

0 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60% 65% 70% 75%
Penetration Rate (% Population)

Figure 2.6: Internet Penetration in the Middle East in 2021. Source: InternetWorldStats (2021)
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Table 2.5: Benchmarking of Middle-East Countries E-Marketing Indicators

Country Income Population Internet Internet Secure Personal Internet Price basket
Category (2021 Est.) o Penetration % Users Internet computers Hosts per for Internet
% Population servers (PC) per 100 1000 US$/ 2021) .
b (2021) population Population
(2021) . (2021) 4
Iran Upper- 85,028,759 79.5% 35.9% 495 10.59 197,804 n/a
Middle
income
Bahrain High 1.748,296 97.7% 0.9% 371 74.58 47,727 112.09
income
Iraq Lower- 41,179,350 59.6% 13.0% 11 0.76 26 n/a
Middle
income
Jordan Lower- 10,296,021 84.7% 4.6% 103 7.48 69,473 127.82
Middle
income
Kuwait High 4,328,550 98.3% 23 % 412 23.66 2,771 124.99
income
Oman High 5,223,375 76.8% 21 % 157 16.88 14,531 127.40
income
Lebanon Upper- 6,769,146 81.9% 2.9% 174 10.18 64,926 103.41
Middle
income
Qatar High 2,930,528 104.3% 1.6% 397 15.69 897 139.25
income
Saudi High 35,340,683 90.1% 16.9% 162 69.79 145,941 122.90
Arabia income
United High 9,991,089 100.9% 5.4% 1484 33.08 337,804 n/a
Arab income
Emirates
Yemen Lower- 30,490,640 25.9% 4.2% 4 2.77 33,206 147.53
Middle
income

Source: ; World Bank (2021); , InternetWorldStats (2021); . World Economic Forum (2021); 4 World Fact book
(2021).

Table 2.5 demonstrates that the three Middle Eastern countries rule the top connectivity
statuses in the territory as revealed by the number of Internet users. On average, approximately
60 percent of the population of these three countries have Internet access compared to an
average of other remaining countries. Bahrain and Iraq, however, control the lowest of the list
of statuses of the population of this sub-region. Iran has the highest Internet users’ rate in the
Middle Eastern region with 36 percent of the population having access to the net. Saudi Arabia
has the second highest penetration rate in the region with 17 percent. As can be seen in Figure
2.6 Middle Eastern countries has internet penetration of 67 percent has higher rate than rest of
the world and world average (Internet World Stats, 2021). In terms of number of hosts per
1,000 people, Table 2.5 displays that the three countries (Saudi Arabia, United Arab Emirates,
and Iran) lead the top rankings. On the other hand, Iraq and Qatar have the least number of
hosts among all sub-regions of the Middle eastern countries. Finally, as shown Table 2.5 three
Middle Eastern countries (the United Arab Emirates, Kuwait, and Iran) dominate the top of the

rankings for secure servers per 1 million people in the whole region. On the other hand, Iraq
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and Yemen dominate the bottom of the same list of rankings with less than 15 secure servers

per 1 million people.

E-Marketing growth in Middle Eastern countries is remarkable. Many of the large and leading
companies in the region have already initiated advanced ICT systems. In fact, most main
players in the territory currently consider the E-Marketing and Intranet network as vital
business process, and information-sharing tools for increasing efficiency and effectiveness, and
the economic influence on trades, procurement and contracting are already enormous (El Rassi
and Harfouch, 2016). On the other hand, People in Middle Eastern countries have not
completely understood and accepted the deployment of new Internet technology innovations,
this is because, the majority, see the internet and new technology innovation as a threat for their
privacy and financial safety (Alrawabdeh ef al. 2012; and El Rassi and Harfouch, 2016). Al
Hosni et al. (2010) argue that a consideration of society and cultural background, religious
views and the language would be more adequate to the users in the Middle East. Moreover, the
preference of Middle eastern countries users is to adopt more face-to-face communications
with customers and partners, due to their cultural background, and to establish more friendly
relationship to make trust and consent (El Rassi and Harfouch, 2016). Therefore, developing a
technology infrastructure that is far unconcerned from such forms of behavior and view could
face some challenge and resistance. Despite of the high internet penetration in Middle Eastern
countries, majority of organisations and business are still lagging many of developed countries
in terms of adoption and implementation. This digital divide is because inadequate
technological infrastructure and availability of high speed of internet, lack of financial
resources for upgrading the infrastructure, low computer knowledge and skills, high costs for
upgrading the equipment, and absence of IT rules and regulations (OECD, 2020; and
UN,2021).

2.5.5 Internet in Iran

Due to the presence of a great and advanced Information Technology infrastructure and
increasing number of online users, the cost of getting ICT and telecommunications systems has
been diminishing, leading to a faster deployment of these products. Such tendencies have
resulted in an improved trust on IT within the Iranian economy by most Iranian organisations
of all sizes. Iran’s Internet industry is almost completely government-owned, ruled by

the Telecommunication Company of Iran (TCI). In the first years of the 21 century, there was

59



a great surge of Internetusage in Iran. Moreover, fixed-line diffusion in 2004 was
comparatively well-developed by local standards, standing at 24 lines per 100 people, which
was more than Egypt and Saudi Arabia with 14 and 15 respectively (ICTNA,2021; and
InternetWorldStats, 2021). As of 2002 there was an increasing trend on usage of internet raised
from 3.8 percent internet penetration in 2012 to 69 per cent internet penetration in 2018 with

over 56 million online users (Internet World Stats, 2021).

Despite of this increasing trend, as of 2006 in Iran, an average of 29% of web sites and social
media platforms were blocked and as of 2013 nearly 50% of the top 50 visited web pages
globally were blocked (ICTNA, 2021). When the Internet services provided by the Iranian
government first introduced; it was moderately open. However, from 2006 onwards, Internet
censorship increased gradually (Iran AdTech Oveerview, 2018). Every Internet Service
provider required to be approved by both the TCI and the Ministry of Culture and Islamic
Guidance and needed to execute via the “content-control software” for both websites and e-
mails. Any resistance on implementing the policy would result to heavy fines and closing the
website (ICTNA, 2021). Moreover, all Internet Service providers required to limit the
download speeds to 128 kbit/s for all users in 2006. Despite the low internet speed, restrictions
on ISPs and censorships, the number of internet users within country has increasing trend since
2002 with 3.8 percent has reached to 69.1 percent in 2018 (InternetWorld Stats, 20201). The
number of internet users in Iran as of April 2021 has reached to near 68 million with 79%
internet penetration in the first quarter of 2021 (Internet World Stats; 2021), making the country
first in the Middle East in terms of number and internet penetration (IWS,2021, Statista, 2021,
and Statistical Centre of Iran, 2021). However, despite of the high internet penetration and
users in Iran in the region, still companies lag in embracing their businesses with such
opportunities. The major causes of this low diffusion are the high costs, the high population’s
lack of IT knowledge, cultural characteristics, governmental restrictions and censorships, and

the popularity of foreign languages as the base of online communication.

2.5.6 Internet commercialisation in Iran

Starting from 2000, the Iranian government gave permission to private organisations that were
operating in the telecommunications sectors to work as private ISPs. Within this circumstance,
the Internet community in Iran increased from around 23,000,000 users in 2008 (Statistical

Centre of Iran 2021) to more than 68 million users. The government and the Iranian National
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Telecommunication Company (Iran Telecom) began to improve an Internet support and
gateway facility with reasonable prices to be deployed by the private sector ISP’s. Iran's
generated income from e-tools was around $1 billion in March 2009 and was growing up to 60
percent annually (IRNA, 2008; and Press TV,2016). In 2014, the income has reached $300,000
per day. This was while in 2015, the dollar value from online marketing has reached $17.4
billion and with the new “national information network™, internet speed has improved
significantly (Economist Intelligence Unit, 2015). As of 2016, around 600 cities got access to
3G networks and 200 cities to 4G network, this was while the rate of mobile phone penetration
was 110.53% (Techrasa, 2018). Studies on e-marketing adoption was also conducted in Iran
context. For example, Alavion and Allahyari (2012) conducted a study on electronic readiness
of countryside ICT firms for agri-cultural electronic marketing in Iran using theory of planned
behaviour. They (ibid) found that subjective norms and perceived behavioral control have

significant impact on adoption and the impact of attitude is very small in private sector.

Rahimnia and Hassanzadeh (2013) investigated the impact of web page content and electronic
trust on e-marketing success in Saffron trade in Iran. Based on the analysis of survey
questionnaire of 100 samples, they (ibid) found that website content and e-trust have an impact
on adoption as well as e-trust play a significant mediating role in the relationship between e-
trust and electronic marketing efficiency in Iran context. Salavati and Hashim (2015) studied
the website adoption and its impact on performance of hotels in Iran. Based on the survey
questionnaire conducted with 75 Iranian hotels. They (ibid) found that Iranian hotels are at very
initial stages of internet marketing adoption and the utilisation of electronic commerce is

improbable in near future, as none of the research samples offers online reservations.

2.6 Distribution Industry

The role of Distribution channels as an engine of economic development and as a link between
producers/manufacturers and ultimate retailers/wholesalers/consumers has attracted significant
attention for many years (e.g., AlGhamdi, 2014; and Bordonaba-Juste, Lucia-Palacios, and
Polo-Redondo, 2012). Much of this attention originates from the belief that innovation,
especially in the high-tech and IT contexts is critically dependent on a successful value chain
and supply chain. Distribution channels are a vital part of the economic and social life of any

country; they play a vital role in today's business world (Fayyaz and Azizinia, 2016). a healthy
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distribution sector supports and brings a major contribution to the economic development of

any country (AlGhamdi, 2014).

2.6.1 Importance of Distribution Sector

Distribution industries, their methods, and strategies all around the globe have improved

substantially within the last two decades (Mulky, 2013). Distribution firms are economically

vital as they have always considerably contributed to providing potentials for economic
development, employment, and as main vessel between the manufacture and retailors (Iran

Business time, 2019). Nowadays with development of online marketing tools majority of the

customers are deploying internet to gather information, buy products online and to contact the

producer directly (Corrigan, 2019). Hence, distribution firms more than before require applying
optimised logistics management, decrease delivery time, meet the changing requirements of
customers/suppliers, and offer value-added services to attract and maintain their
customers/suppliers (Fayyaz and Azizinia, 2016). With the development of new technology
tools nowadays manufactures prefer to deal with customers directly rather than use
intermediators as explained earlier. However, the importance of distribution channels is now
acknowledged because of their important role in economic development and growth, and also
their vital role as a linkage between the manufacture and customers despite the emergence of

new technology tools (Zahiri et al., 2018).

- From producers’ perspectives, factories are developed to make products and distribute them
in large quantities. Thus, they do not have interest in maintaining finished products of their
whole collection of goods, with little keen in selling their goods to small number of
customers who buy less than the normal amount that distributors buy (Fayyaz and Azizinia,
2016). In fact, manufactures do not want to experience the additional costs related to taking
the orders, distributing small quantities, invoicing consumers, collecting payments,
managing returns, and providing after sale services. As a result, manufactures attempt to

prevent these problems by industrial distributors, for their supply chain (Mayer, 2014).

- From customers’ (Retailors/Wholesalers) standpoints, while their product prerequisites are
apparently routine, there is a question of, whether they are positioned adequately to place
orders straight with all producers (Mulky, 2013). Moreover, while most producers have
among five and ten manufacture facilities and depots, a distribution channel can contain

about 3,000 sites that not only transmit inventory but are also operated with service staffs
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and experts (Mayer, 2014). This great network allows locations to be closer to consumers,
offering them with not only their necessities, but also the help they deserve.

- A distributor and intermediator able to observe usage outlines and advise with alternative
products that may endure longer, while producers that are distributing directly would not
take on such advisory role. Moreover, if an issue with a part were faced, the manufacturer
be able to send a representative for a fee (Mayer, 2014). Furthermore, Distribution
channels, diminish the freight, excess inventory, and solve the issues related to maintenance
and production, therefore both suppliers and customers be able to get more for their money

(Corrigan, 2019).

From the economic operators’ perspectives, decisions on distribution channels are the most
important since the selected channels directly impact all other marketing decisions. Likewise,
decisions about distribution channels involve moderately long-term concerns to other
organiations (Kotler, 2016, p. 530).

When it comes to the importance of distribution channels, for manufacturers/suppliers lies in
the fact that buyers require to include their goods into their stores’ variety. On the other hand,
for merchants, particularly retailers, the total efficacy of the trading system is vital. Afterwards
they can control the distribution channel. The importance of distribution channels for economy
can particularly be seen in the system improvement and channel integration. Thus, this system
in the USA, for example, cover 70 to 80 percent of consumers’ market needs (Kotler, 2016,
P:487). Economic strategy in a country can be adopted to impact the level of production and
usage, in this sense, the proprietorship of distribution channels can be of vital significance for
the growth of manufacture in the country (Segetlija, Mesari¢, and Dujak, 2011). On the other
hand, innovative types of distribution channels, particularly, the innovativeness through IT
technologies provide means for preventing traditional structures and propose new opportunities

for the growth of certain firms (Fayyaz and Azizinia, 2016).

Nowadays, new forms of distribution channels appear due to new methods of physical
distribution through using Information Technology related tools, since they can have the
opportunity to introduce and add new IT technological innovations to the supply chain and
value chain (Pars Oghab, 2017). As a result, the development of distribution firms has been
regarded as an important factor for the achievement of expansion objectives such as: economic
development and the advancement of more independent associations within the supply chain
(Abdolvand and Baghbanian. 2011). On the other hand, IT innovations could have impact on

managerial attributes of distribution companies, involving them with factors such as:
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motivations, aims, objectives, and activities of the owner/manager (Okwara and Emmanuel

Nlemchukwu, 2019).

2.6.2 Distribution Firms Definition

Operational definition for distribution channel is highly needed for academics, practitioners,
and all distribution firms’ stakeholders to improve a basis and common understanding for
distribution firms particularly with the development of electronic distribution. The definition
of distribution channel has changed in the past few years due to the dynamics of internet
technology. In other words, since new internet technologies have revolutionised their approach
wherein today businesses operate, far less employees are employed to implement
organisational, marketing and communications responsibilities. Although distribution, as a
concept, is quite simple, in practice it involves a different series of processes and disciplines
including specified logistics, transportation, storage and warehousing, inventory controlling as
well as right selection of channel members and partners. Regardless of the leading position
held by distribution channels in today’s economy, describing it has been a complex task. There
is a little agreement on what describes a distribution channel since the term covers an extensive

range of elements.

Distribution which is also called place as one of the elements of marketing mix indicates the
channel of distribution, where goods move from the manufacture to the consumers. Thus,
distribution refers to the chain of operations that transfer the products to finalise companies
through specific paths to deliver to end users and distribution channel is a place where supports
investors to search for appropriate organizations for investment (Okwara and Emmanuel
Nlemchukwu,2019). Entrepreneurial enterprises normally deploy their own business linkages
to introduce themselves as routs for companies (Kotler, Kartajaya, and Young, 2004). Channel
members are consisting of intermediaries (that operate between manufactures and end users),
wholesalers (that are link between the manufacture and retailors) and retailors (that are selling
the products to consumers) (Farzin, 2009). The distribution, depending on the activity type of
each business organisations, could be done directly from manufacture to consumers or

indirectly through distribution channels (intermediaries, wholesalers, and/or retailers).

However, distribution firms are varied, depending on their customers, industrial market, and
the number of involving aspects in the channel. The selection of distribution networks and

channel members have a huge influence on the firm’s policy (Vkbandar, 2016). Hence,
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distribution channels require to be attentive in their decision-making process when choosing
from three common distribution strategies namely: Intensive distribution strategy (which is
related to low priced goods with high consumption), exclusive distribution strategy (which is
related to luxury and high-priced goods), and selective distribution strategy (which is related
to industrial goods) (Golchinfar and Bakhtaei, 2011). Moreover, based on the type of strategy
the channel chooses, there are four types of decision that need to be taken in to account: 1) The
degree of distribution by determining the number of retailors that delivers the goods; 2)
Determining the types of support that need to acquire from distribution channels; 3) Selecting
the appropriate business partners for the channel; and 4) Evaluating the relationships with
distributor’s business partner over time (Belz and Peattie, 2012). When marketers design a
distribution network, need to consider customer needs analysis, determine the targeted

network, and asses essential network options.

The main challenge in managing a distribution channel is to maintain channel members
motivated, so they would be able to stay supportive, especially when market is too competitive
and tough (Okwara and Emmanuel,2019). Enhancing the profitability and return on investment
(ROI) of channel members and partners are the main drivers, that impact on the channel
members’ motivation and satisfaction as well as skilled channel managers that can achieve the

firm to those purposes by making the right decisions (Fayyaz and Azizinia, 2016).

Academics have suggested that distribution firms in developed countries are likely to have
more wholesalers and/or retailers, and less stages within the channel in comparison with
distribution firms in developing countries (Olson and Granzin, 1992). Distribution
organisations in industrialised markets are characterised by structured retail/wholesale chains,
significant deployment of technology and information by channel members, knowledgeable
customers, high internet penetration, complex logistics, and strong employment of rules and
regulations (Hosseini, Nekoeizade, and Makhzanghadimi, 2012). However, in developing
markets distribution firms are characterised by un-structured and independent retailing and
wholesaling, smaller chains, more stages in the distribution chain, less deployment of
technology and information by channel members; low internet penetration, growing logistics
infrastructure, and poor execution of rules and policies. Moreover, developing markets have
enormous rural markets and “base-of-pyramid (BOP)” that lead to more challenges for

distribution firms (Bashokouh, Khademhosseini, Kord Naeij, and Azar, 2013).
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With the development of Information Technologys, it is nearly two decades since the emergence
of new intermediary within the distribution channel known as electronic distribution which is
distribution and communication with the chain through the internet. In e-distribution channels
the movement of streams is in two scopes of electronic and physical. A separation between
these two streams between depends on the nature of products, channel members and their
technological capabilities and resources (Czubata, 2001, P.218). The main benefits of
integrating internet within the channel chain is the direct and non-physical communication
within the channel partners as well as the extensive market reach capabilities, less requirement
for manpower, immediate order placement, reduction of overheads, more controlled chain, and
accurate delivery time (Corrigan,2019). There are few previous studies that has focused on the
new technology innovation in distribution context such as AlGhamdi, 2014; Bordonaba-Juste,
Lucia-Palacios, and Polo-Redondo, 2012; Munyasi, 2015; Okwara and Emmanuel
Nlemchukwu, 2019; Wang et al., 2008 etc. (refer to Table 2.9). For example, AlIGhamdi (2014)
researched on the dissemination of the technology innovation adoption in Saudi Arabia and
conducted a survey questionnaire on 150 retailers and found outstanding differences between
the retailers as a mean of stage of development of their firms in term of factors related to the
customers’ perception and to organizational factors as well as the agreement among firms in
different stages of adoption related to environmental attributes. Moreover, Lin and He (2014)
investigated determinants factor models of IT adoption of the pharmaceutical distribution
enterprise using TOE framework and TAM. They (ibid) found the relative advantage,
compatibility, complexity, organisational characteristic, and external and internal support have
a great impact on the firm’s adoption. Based on the results of the extant literature review, there
are only fourteen study found that conducted in E-Marketing adoption filed in distribution
sector. however, this research found that there is no study conducted on the adoption of
information technology innovation in distribution industry in Iran (Table 2.6). Table 2.6 shows
a summary of the extant literature on Summary of the Previous Literature Review on Electronic

Marketing From1993 to 2021.
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‘Table 2.6: Previous studies on E-Marketing Adoption of Distribution Firms

Author/ Year Focus of study Country
scope
1. Wang et al, (2008) The distinction between the success and failure factors | Taiwan
driving the implementation of e-channels of distribution: the
case of Taiwan
2. Lu and Julian (2007) The internet and export marketing performance Australian
3. Elliott and Sewry (2006) | The influence of organisational factors in small tourism | South Africa
businesses on the success of Internet marketing: reviewed
article
4.  Sparks (2005) Cultural influences on the development of marketing | Multi-
strategy for multinational retailers Countries
(Developed
and
developing)
5. Wang (2008) The E-tailer’s performance, pricing ability and the e-market | China
attributes
6. Salem, El-Said, and | Determinants and Effects of Applying Electronic Marketing | Multi-
Nabil (2013) in Alexandria Hotels: Current Status and Future Trends Countries
7. Okwara and Emmanuel | Challenges of Distribution Services through Electronic | Nigeria
Nlemchukwu (2019) Channels
8. Mulky (2013) Distribution challenges and workable solutions India
9. Munyasi (2015) The impact of technology adoption on the pharmaceutical | Kenya
industry’s distribution channels in Nairobi County, Kenya
10. Zahiri, El-Gohary, and | Internet marketing adoption by Iranian distribution industry: | Iran
Hussain (2018) An attempt to understand the reality
11. Bordonaba-Juste, Lucia- | Antecedents and consequences of e-business adoption for | European
Palacios, and Polo- | European retailers Countries
Redondo (2012)
12. Lin and He (2014) Study on the pharmaceutical distribution enterprise IT | Not Stated in
adoption influencing factors model the Article
13. Kovar, Burke, and | Selling Webtrust: An exploratory examination of factors [ Not Stated in
Kovar (2000) influencing consumers' decisions to use online distribution | the Article
channels
14. AlGhamdi (2014) Diffusion of the adoption of online retailing in Saudi Arabia | Saudi Arabia
15. Jibril, A. B., Kwarteng, | Towards understanding the initial adoption of online retail [ Ghana
M. A, Pilik, M., Botha, | stores in a low internet penetration context: An exploratory
E., and Osakwe, C. N. | work in Ghana.
(2020)
16. Antwi, A. O. and | The Impact of IEcommcrcc Adoption On Logistics | Ghana
Owusu-Agyeman,  A. [ Companies.
(2020)
17. Lorente-Martinez,  J., | Analysis of the adoption of customer facing InStore | N/A
Navio-Marco, J., and | technologies in retail SMEs.
Rodrigo-Moya, B.
(2020)

Source: Developed by the Researcher

In conclusion, when designing a distribution network, the planner has to consider and

determine the potential achievement of chain members in board terms. To sum up, all the prior

discussed descriptions and classifications, are by no mean definite and there are many other

similarly valuable descriptions that over time have not been measured directly within this

chapter. But it is important to identify that the operating distribution channels’ scope, country

in which operates in, economic condition, and the legal consideration of the country. All
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descriptions have had to be changed and improved over time due to the impact of new
technologies on business practice. Accordingly, and due to the lack of a unique definition for
distribution firms, this research will depend on the combination of physical and electronic
distribution as the focus of the study in on the emerging countries where the distribution

strategies are heavily depending on traditional and physical methods.

2.7 E-Marketing Adoption and Distribution Firms’ Marketing Performance

Early studies on IT adoption-performance relationship that conducted in the 1990s displayed
indecisive results regarding this relationship, some scholars found a slightly negative or no
correlation between IT adoption and business performance (e.g., Coviello et al., 2006; El-
Gohary,2012), whereas some scholars found a positive correlation between Internet
Technology investment and business performance (e.g., Tsiotsou and Vlachopoulou, 2011; Wu

et al., 2003; and Brodie et al., 2007).

In the 2000s, many scholars found a positive correlation between IT investments and
performance. For Instance, Stratopoulos and Dehning (2000) tried to find relationship between
IT investment and performance by comparing the financial measures of firms that were
considered as successful measures for companies. They (ibid) found that the financial
performance (Profitability and efficiency measures) of adopted firms was more than the less
adopted within the same industry. Moreover, Bharadwaj (2000) examined whether
organisations with greater IT capablities also had greater performance or not. In this research,
firm performance was measured by: Return on Asset (ROA), Relative Market to Book Value,
ROS, growth, and risk. The research found that organisations with greater IT capabilities
established greater performance and lower cost than organisations within a controlled group.
The outcome was also confirmed by Santhanam and Hartono (2003) where found that

organisations in the IT leader displayed greater performance than other firms.

Similarly, Liang, You, and Liu (2010) found that the relationship between new technology
adoption and firm performance can be described by an indirect model, in which the Information
Technology resources can improve firm’s capabilities, and then the capabilities can boost
firm’s performance. Furthermore, a study conducted by Ong and Chen (2013) and Ong and
Chen (2014) found that organisations with greater IT abilities also have greater performance

and value than their counterparts.
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There are numerous prior studies have attempted connecting a particular IT investment, such
as e-business and e-commerce, with performance. Dehning, Richardson, and Zmud (2007)
studied the relationship between IT adoption of Supply Chain with financial performance
measured by Return on Asset (ROA), Return on Sales (ROS) and total inventory turnover.
They (ibid) found that IT implementation by business reduced the level of inventory, and there
is a positive relationship between the adoption and business performance. The findings are in
line with Byrd and Davidson (2003) and Vickery, Jayaram, Droge, and Calantone (2003)

studies.

There were many studies found that adopted performance measures and studied on adoption-
performance relationship (See Table 7.3 of Chapter Seven). Concerning the impact of E-
Marketing adoption on the marketing performance of Distribution Firms, the review of the
literature failed to find any study that has been conducted to examine the relationship between
E-Marketing adoption and the marketing performance of distribution firms. Subsequently, this
study expands the review of literature to the wider concepts of E-Commerce, E-Business of

other industries in developing countries. 32 studies identified through this extension.

Five studies found positive relationship between E-Commerce and performance (Magno,
Cassia, and Bruni, 2017; Rahayu, 2015; Adam, Mahadi, and Rahman, 2018; Chong, Man, and
Kim, 2018; and Sheikh, Shahzad, and Ishak, 2017), two studies found a positive relationship
between E-Business penetration and firm performance (Adam, Mahadi, and Rahman, 2018 ;
Popa, Soto-Acosta, and Perez-Gonzalez, 2018), twenty studies (Qashou, 2017; Ali and
Kaldeen, 2017; Chanthinok, Ussahawanitchakit, and Jhundra-indra, 2015; Chong, Man, and
Kim, 2018; Al-Azzam, 2017; Shahzad, and Ishaq, 2017; El-Gohary, 2009; Iddris and Ibrahim,
2015; Tsiotsou and Vlachopoulou, 2011; Wu et al. , 2003; Brodie et al., 2007; Lee and Tsai,
2005 ; Mathews et al., 2019 ; Setiowat, 2015 ; Hussein, 2010; Bharadwaj et al., 2013 ; Zhu
and Kraemer, 2005 ; Tippins and Sohi, 2003, Wu et al., 2006 ; and Brodie and Azam, 2014)
found a positive relationship between E-Marketing penetration and firm performance, and five
studies (Venkatraman and Zaheer, 1990 ; Uzoka, Shemi, and Seleka, 2007; Karakaya and
Stahl, 2009; Warner, 1987; Coviello et al., 2006) found a negative or no significant relationship

between the IT adoption and marketing performance of the organisation.

For Instance, Adam, Mahadi, and Rahman, (2018), examines the impact of entrepreneurial

orientation and organisational performance of e-business. Based on their findings there is a
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positive relationship between entrepreneurial orientation and organisational performance as
can be measured by organisational performance, business productivity, relationship
development with employees and employee satisfaction. On the other hand, Magno, Cassia,
and Bruni (2017) find that E-Commerce penetration increased among hotel, travel agencies,
and tour operators in the period from 2014 to 2017. They also find a positive relationship
between E-Commerce adoption and performance. Finally, Chong, Man, and Kim (2018) found
a positive relationship between electronic marketing adoption and business performance of

B2B Asian organisations.

The relationship of E-Marketing adoption-marketing performance remains vague. This is due
to numerous empirical analysis outcomes and no consensus in previous findings. While some
researchers found a positive relationship, some found a negative relationship. This could be
related to dissimilarity in study backgrounds such as country scope, research group and
industries. For example, Kuivalainen and Sundqvist (2007) study emphasised differences when
reviewing different country contexts separately. They study supported that firms in developed

countries, produce superior sales and profit performance and creating increased efficiency.

On one hand, this reflects another gap in the field of E-Marketing in general and E-Marketing
in distribution firms in particular. To cover such gap, it is essential to conduct research studies
to examine the impact of E-Marketing adoption and usage on distribution firms marketing
performance. On the other hand, this study differs from the other fourteen studies conducted.
With regards to these studies, they mainly investigate the adoption of E-Commerce, E-
Business, and E-Marketing in firms and their impact on performance in various business
sectors which is different from the main focus of this study. Also, they focus on achievement
performance and retention performance when examining this relationship which is completely
different from the main aim of this study which investigate at distribution firms and purposes
to examine the impact of E-Marketing adoption on marketing performance within these

organisations.
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2.8 Chapter Summary

According to the introduction provided in chapter one, this chapter presents the theoretical
background related to the study, E-Marketing as a new marketing phenomenon and philosophy,
distribution channels and Electronic Distribution as well as providing a comprehensive review
of the relevant literature to E-Marketing and distribution industry. The discussion within the
chapter initiated with the dilemma related to E-Marketing definition. The discussion
demonstrated that there is no specific description for E-Marketing and that the description that
will be deployed in this research is the one suggested by Strauss, Ansary, and Frost (2014) and
Chaffey and Ellis-Chadwick (2016). Furthermore, the discussion demonstrated that this study
would investigate the factors influencing the adoption of five main E-Marketing tools (namely
Social Media Marketing, E-Mail Marketing, Search Engine Marketing, Mobile Marketing, and
Intranet Marketing) by distribution firms and the impact of this adoption on distribution

companies marketing performance.

Later, a preliminary argument about the Internet (as the main element of E-Marketing) was
provided. Building on this introductory argument, the Internet, and its origins, deploying it in
conducting marketing activities, its commercialisation, the emergence of Internet as marketing
tool, E-Marketing tools and the current circumstances related to the Internet and E-Marketing
in Developed, Developing, and Iran were addressed and discussed in detail to provide a sound

base for the theoretical background associated with this study.

Based on the theoretical background of the study, and as a result of the scarcity of clarity related
to the concept of E-Marketing in the literature, this chapter demonstrated the differences
between the concepts of E-Marketing, E-Commerce and E-Business to make a field base to
understand the difference of these concepts. In this context and according to the discussions in
the chapter, it was established that E-Marketing, E-Business, and E-Commerce do not have the
same meaning and are not equal in terms of definition, as incorrectly perceived within the
literature. The discussion showed that E-Marketing is wider in scope since it signifies not only
to digital mediums such as webpage, wireless means and e-mail, but also involves managing
the digital customer information, Mobile Marketing, Intranet Marketing, Social Media
Platforms, Search engine Marketing, Viral Marketing, Affiliate Marketing, and E-CRM. In

contrast, Electronic Commerce and Electronic Business have a broader scope than Marketing.
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Afterwards, the chapter illustrated the various E-Marketing tools and identified scarcities and
gaps in the literature related to E-Marketing tools and distribution firms. In this context, study
gaps were found in areas linked to factors influencing the adoption of E-Marketing (all the
elements related to E-Marketing) by distribution firms in developed countries, emerging
countries and in Iran as well as the impact of this adoption and implementation on distribution

firms marketing performance.

Next the chapter explained the theoretical background related to distribution channels and its
integration with internet, showing their importance and their characteristics, the importance of
having a definition for distribution channels after the evolution of new technology and the
dilemma related to having such a definition. The discussions demonstrated that there is no
specific definition for distribution channels and that there are several factors that have been
deployed to define what a distribution channel is after integrating with Information

Technology.

Therefore, there is a great necessity to conduct research studies to examine the different aspects
linked to these areas which in turn will cover these gaps. This study is concerned with covering
these research gaps by determining the factors influencing the adoption of E-Marketing by
distribution organisations as a first step towards examining the impact of such adoption on
distribution firms marketing performance. In the following chapter the literature will be
extended to comprise the different theories of Information Technology and new technology
adoption to acquire a better understanding of their impact and potential for E-Marketing

adoption in distribution firms.
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Chapter 3 E-Marketing Adoption: A Review on Information
Technology Adoption Literature

“Knowing is not understanding. There is a great difference between knowing and understanding: you
can know a lot about something and not really understand it.”

(Charles Kettering)
3.1 Introduction

Chapter two presented an in-depth investigation of E-Marketing and distribution firms as well
as the extant review of literature and described the differentiations between the terms, E-
Commerce, E-Business with E-Marketing. Based on this investigation the key purpose of
chapter three is to identify the possible key variables that might have an influence on the
adoption of E-Marketing by Distribution firms. The chapter begins by revising the different
theories of new technology adoption within literature such as the Technological,
Environmental, and Organisational Framework (TOE), Motivational Model, Technology
Acceptance Model (TAM), Social Cognitive Theory (SCT), Institutional Theory (IT),
Resource-Based View (RBV), Model of PC Utilisation, the Diffusion of Innovation (DOI),
Theory of Planned Behaviour (TPB), Theory of Reasoned Action (TRA), Structuration theory
(ST), The Percived E-Readiness Model (P-ERM), Hofstede's cultural dimensions theory , and
the Decomposed Theory of Planned Behaviour model (DTPB) to develop a greater
understanding of their impact and potential for marketing activities (namely, E-Marketing
adoption) in distribution firms. The overall purpose is to identify the factors that might impact
the adoption of E-Marketing by distribution firms and to demonstrate how this study relates to

prior studies and theories within the context.

3.2 Theoretical Foundation and Models of Technology Adoption

In the past 30 years, Information Technology has standard a great research attention, both
theoretically and empirically (Premkumar et al., 1999). Although the grounds of adoption and
diffusion of IT research were laid over a hundred years ago (Hultman, 2007), it was not until
the second half of the twentieth century (the 1960s) that the actual experiential studies on
adoption initiated (Rogers, 1995). The identification of factors that might facilitate the
integration of internet into businesses has been a subject of rigorous discussion (Rahayu and
Day, 2015; Sheikh, Shahzad, and Ishak, 2017; Aljowaidi, 2015; and Awa, Ojiabo, and
Emecheta, 2015). While the adoption of different internet applications boosts the diffusion in

different sectors, it is also a subject of interest for scholars. From the early 1990's, most of the
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studies covered the marketing aim of the networks. Many scholars discussed the technical
complexities of using the Internet (Bhimani, 2011; Cassettari, 2010; and Clemons et al, 2009)

rather than the adoption of the Internet into business operations.

Unlike the new technological tools, that often seems to appear as a single occasion, the adoption
or diffusion of new technology tools in a practical way, seems as a constant and rather slow
process (Sheikh, Shahzad, and Ishak, 2017; Rahayu,2015; and Shemi,2012). Since it combines
new technologies and marketing needs for each business, the understanding of this procedure
can take long, and may be seen from a number of divergent viewpoints. However, there are
various acknowledged theoretical frameworks that have been adopted by scholars and
academics to examine the adoption and diffusion of IT and new technologies by firms and
businesses (e.g., Sheikh, Shahzad, and Ishak, 2017; Aljowaidi, 2015; and Awa, Ojiabo, and
Emecheta, 2015; Alsomali, 2011; and Rabie, 2013). These frameworks offer reliable
discussions that allow managers and experts, as well as the academic community, to achieve a
better understanding of the functions and potential of new technologies so they can be deployed
in a more effectual way (Nikou and Economides, 2017; Quaddus and Hofmeyer, 2007,
Tripopsakul, 2018; and Sameni and Khoshalhan, 2009). Furthermore, recent study into
Information Technology adoption and utilisation has been inspired by the need to predict
variables, that can direct to successful use in a marketing field (Idris, 2017, Hoque and Boateng,
2017; and Yeng et al., 2015). However, E-Marketing is still a comparatively new term,
specifically for distribution organisations that have restricted resources and can hardly afford
to make risky investments. Thus, there is a necessity to have a much clearer understanding of
E-Marketing issues as well as opportunities for distribution firms, and how such technologies
can be deployed to carry out the marketing activities in a more effectual way than be

dependence on traditional custom.

It is undisputable that E-Marketing has become a popular subject for academics since the
internet was commercialised in the early 1990s. This new technology is a remarkable
phenomenon to be studied because of the eight unique characteristics of: ubiquity, worldwide
reach,  widespread  stander,  productivity, interactivity,  information-oriented,
modified/customization, and social tool that make this tool unique and more powerful than
other technologies (Laudon and Traver, 2014). Large number of studies have been conducted

regarding this technology, and various theoretical models and frameworks have been applied
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or developed to study this by the research community that are popular in investigating the
influencing factors that facilitate or hinder the adoption and diffusion of IT innovations in
firms. The adoption and diffusion of IT innovations has been studied since the early 1940s (e.g.
Ryan and Gross, 1943) and has attained significant interest from, practitioners, industries,
policy makers and academics in the social sciences. Furthermore, the body of knowledge that
exists on Information technology innovation adoption and diffusion has been established on a
set of theoretical frameworks from a range of disciplines such as social sciences, business,

economics, and marketing (Gatignon and Robertson, 1989).

Prior studies on Information Technology adoption and diffusion have cited a great body of
theories such as: Diffusion of Innovation Theory (DOI) (Rogers, 1995,2003), Theory of
Reasoned Action (TRA) (Fishbein and Ajzen, 1975), Technology Acceptance Model (TAM)
(Davis, 1989), Technology- Organisation-Environment Framework (TOE) (Tornatzky and
Fleischer, 1990), Theory of Planned Behaviour (TPB) (Ajzen, 1991), Decomposed Theory of
Planned Behaviour model (DTPB) (Taylor and Todd, 1995), Social Cognitive Theory
(Bandura,1977), Model of PC Utilisation (MPCU) (Thompson ef al. 1991), etc. of all of these
theories, the most commonly discussed and used is the DOI developed by Rogers (Hultman,
2007) that has been deployed as a general theory for the adoption and diffusion of new
technologies. DOI is a multidisciplinary theory based on its use to numerous contexts such as
marketing, business, human resources and in the study of IT adoption research (Mallat, 2007).
TOE by Tornatzky and Fleischer (1990) is another frequently discussed generic framework
used in examining the adoption of different new technology in organisations (e.g. Rahayu, 2015

and Rabie, 2013).

The descriptive influence of the new technology theories was verified empirically by many
qualitative and quantitative researches to find variables that facilitate or hinder the adoption
and diffusion (Shalhoub and Al Qasimi, 2006; Zhu et al., 2006; Idris, 2017; and Thong, 1999).
Moreover, it is considered to use different theories to explain different aspects of IT application
rather than only a sole, unitary theory (Downs and Mohr, 1976; Shemi et al., 2013; Khater,
2016; and Boateng, Adam, Okoe, and Anning-Dorson, 2016). This chapter will review various
theories of new technology and then assess their potential for an analysis of E-Marketing
practice. Since each theory has a different outlook of new technology, an amalgamation of
essentials from each may offer a stronger model that might be of deployed for the analysis of

E-Marketing in a distribution sector context.
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3.2.1 Theory of Reasoned Action (TRA) (Fishbein and Ajzen, 1975) / Theory of
Planned Behaviour (TPB) (Ajzen, 1985)

The theory of reasoned action (TRA) developed by Fishbein and Ajzen (1975) and Ajzen and
Fishbein, (1980) is one of the popular theories for measuring behavioural intention which
explains the reasons for a behavioural intent and demonstrates the structures of the
relationships. According to this theory, a person’s behavior is greatly determined individual’s
behaviour is highly determined by their intention to make a behaviour, which is jointly affected
by two factors namely: the attitude towards the behaviour (ATT) which is defined as “an
individual’s positive or negative feelings (assessment affect) about execution of the target
behaviour” (Fishbein and Ajzen, 1975, P: 216), and subjective norm which is “the person’s
insight that most individuals who are important for him believe he must or must not do the
behaviour as an enquiry” (Fishbein and Ajzen, 1975, P. 302). These factors lead to behavioural
intention (BI) that describes the actual behaviour. The individual’s attitude toward the
behaviour is determined by their striking beliefs that resulted from their assessment about the
outcomes of such behavior. On the other hand, the subjective norm is driven by “multiplicative
function of his/her normative belief (Davis et al., 1989, P.984). Fishbein and Ajzen (1975)

explained the relationship between all determinant variables in Figure 3.1 below:
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Figure 3.1: Theory of Reasoned Action (TRA) Source: Fishbein and Ajzen (1975, P. 16)

The theory is guided by the underlying basic belief that, individuals are quite rational and make
use of all accessible information, either personal or social, before they act (Crawley and Coe,
1990). This theory has been widely used in earlier to test customers’ behavioural intention as
well as to state the reasons of the actual consumers’ behaviour in numerous consumption-
related subjects (Crawley and Coe, 1990; Bang et al., 2000). The Theory of Reasoned Action

has also been deployed in the information technology (IT) field as the basis for examining
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numerous technologies and has crossed a variety of fields, such as, E-Marketing E-Business,
word processing and MS Windows (Davis ef al., 1989; Karahanna et al., 1999); e-commerce
(Vijayasarathy, 2004); and e-banking (Shih and Fang, 2006). From an Information System
viewpoint, a helpful aspect of the theory is that attitude and subjective norms are posited as a

mediator between the external variables and the intention to use new IT (Davis et al., 1989).

Many findings have shown the applicability of the theory for examining peoples’ behavioural
intention and actual usage behaviour with regard to an IT innovation by exposing the
significant outcomes of attitude towards intention (Davis ef al., 1989; Taylor and Todd, 1995;
Crawley and Coe, 1990; Rhodes and Courneya, 2003; Rahayu and Day, 2015; and Azam, 2007)
and subjective norms (Taylor and Todd, 1995, Venkatesh and Davis, 2008; Crawley and Coe,
1990; Awa, Ojiabo, and Emecheta, 2015; Rahayu and Day, 2015; Ramayah et al., 2007) on
behavioural intention. However, TRA theory is very general, and it is not designed at a
particular behaviour (Davis et al., 1989), thus this theory has been used extensively to a variety

of study fields. Therefore, it has been criticised for several reasons.

For Instance, Ajzen (1991) stated that this model is incapable to cooperate with a condition in
which users not under volitional control, such as habitual or impulsive behaviour. Since, such
behaviour might not need logical reasoning to be tracked (Hale, Householder, and Greene,
2002). Also, they (ibid) found that, attitude toward behaviour and subjective norm in this theory
are believed to impact the behaviour intention individually, the findings displayed that these
two factors are highly correlated, thus that the model above was questioned (Awa, Ojiabo, and
Emecheta, 2015; Yousafzai, Foxall, and Pallister, 2010; Davies, Foxall, and Pallister, 2002).
Due to the criticisms of this model on indistinguishable relationships the two factors as well as
the model’s assumption that behavioural intention caused in actual behaviour without
limitations (Truong, 2009) the TRA was reviewed and modified, to expansively justify usage
of behaviour by adding more factors as predecessors of behavioural intention. The theory of
planned behaviour (TPB) (Ajzen, 1991; 1988; 1985; Ajzen and Fishbein, 1980) is an extension
of the TRA which comprises of a new factor namely: perceived behavioural control, within the

TRA framework intended to address the TRA limitations.

The Theory of Planned Behavior (TPB) (Ajzen, 1985;1991) is an extension of the Theory of
Reasoned Action (TRA) to address the limitations of the model and was designed to predict
pre-meditated deliberate behaviour by introducing a fourth construct into the existing model

(Truong, 2009; Armitage and Christian, 2003) (Figure 3.2). In addition to subjective norm,
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attitude, and behaviour intention, perceived behavioural control was added into the model and
this fourth construct was defined as the individual’s evaluation of existing or non-existing
factors, which will facilitate or hinder their execution of behaviour (Ajze, 1991; and Rahayu
and Day, 2015). The theory behind this model was that an individual’s actual behaviour is a

product of these four factors.
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Figure 3.1: Theory of Planned Behaviour (TPB) Source: Ajzen (199, P. 82)

Perceived behavioural control refers to the person's perception from the degree of difficulty to
implement the behaviour (Ajzen, 1991). Various external factors (e.g., environmental, or
organisational factors) can make an assumed behaviour, easier or harder to achieve. Thus, the
new added factor, overcomes the difficult prognostic validity of the TRA to justify the
behaviour under the research that is not under full volitional power. The TPB and TRA have
been applied, individually and integrated in many studies (Gullatte, 2006; Montano and
Kasprzyk, 2015; Downs and Hausenblas, 2005; Alam and Sayuti 2011; Chen, 2013; Lee, 2009;
Wadie 2012; Awa, Ojiabo, and Emecheta, 2015; Wunnava, 2015; and Rahayu and Day, 2015)
concerning beliefs, manners, behaviours, and intents in different fields (Miller, 2005 and Awa,

Ojiabo, and Emecheta, 2015).

Many studies have presented the efficiency and applicability of the TPB for testing
individuals’ behaviour towards an innovation by showing the significant impacts of attitude
towards intention (Awa, Ojiabo, and Emecheta, 2015; Davis et al., 1989; Mathieson, 1991;
Taylor and Todd, 1995; Lu et al.,, 2003; and Ramayah et al., 2007); subjective norms (Lee,
2009; and Ramayah et al., 2004); and perceived behavioural control (Taylor and Todd, 1995;
and Cheung, Chang and Lai, 2000) on behavioural intention. The TPB theory has seen
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successful implementation in study field of technology and social behaviour (Awa, Ojiabo, and
Emecheta, 2015; Lee, 2009; Venkatesh and Brown, 2001; Pedersen, 2005). Similar to the TRA,
the TPB has been criticised on numerous issues. For example, Trafimow et al., (2002) have
identified that all three determinant constructs can justify 39 to 42 percent of inconsistency in
the intention to show behaviour and perceived behavioural control, in combining with
behavioural intention, can justify 24 to 39 percent of inconsistency in actual behaviour. In other
words, they (ibid) were concerned about the “self-reporting” of factors measurement that can
lead through self-presentational prejudices. These findings have led these scholars, including
Sheeran et al. (2001); and Yousafzai et al. (2010) to deem this theory to a complete model
which can be employed to examine and understanding individual behaviour. Furthermore, this
model is also criticised, since it disregards or does not comprise numerous variables that could

be considered to enhance the prognostic power of this model (Yousafzai et al., 2010).

Considering these limitations, the TPB could not be used to study of the E-Marketing adoption
in Iran because it does not consider the influence of other external variables, such as technology
trust or demographic variables in its framework (Knabe, 2012; and Ramdani, 2008). Reviewed
studies have already reported the influence of these variables on technology adoption behaviour
and this model’s failure to consider these factors makes it inappropriate for this study. Taylor
and Todd (2001) emphasises that, the individual nature of concepts makes it problematic to
examine the concept empirically, as it is a concept, which is precisely studied qualitatively.
Moreover, Ramdani (2008) discussed that TPB requires distinctive operationalisation in every
different condition in which it be applied (Awa, Ojiabo, and Emecheta, 2015; and Mathieson
et al., 2001). Thus, Taylor and Todd (1995) suggested another model to overcome these

limitations called The Decomposed Theory of Planned Behaviour.

3.2.2 The Decomposed Theory of Planned Behaviour (DTPB) (Taylor and Todd,
1995)

The decomposed theory of planned behavior (DTPB) was developed by Taylor and Todd in
1995 in their research titled “Understanding IT Usage: a test of competing models”. In their
model, they developed the TPB theory through breaking down the subjective norm and
perceived behavioral control (Luarn and Lin, 2005) which investigates the extents of attitude
belief, subjective norm (i.e., social influence) and perceived behavioral control more

comprehensively by decomposing them into certain belief scopes (Taylor and Todd, 1995 and
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Kripanont, 2007). The DTPB theory suggests that behavioral intention is the initial direct factor
of behavior though, the original three fundamental concepts still exist.

This resulted in improved power to describe behavioral intentions and precise understanding
of behavioral measures (Pedersen, 2005). According to the DTPB, the behavior is defined by
"intention to use”, which is influenced by three variables of attitude toward behavior, subjective
norm, and perceived behavioral control. Perceived usefulness (PU) is a degree to which an
individual believes adopting a specific technology will develop the job performance (Gangwal
and Bansal, 2016 and Laukkanen and Cruz, 2009) whereas perceived ease of use (PEU) refers
to the extent to which an individual believes adopting a specific system is free from effort
(Taylor and Todd, 1995). Moreover, Perceived Compatibility is a degree that an innovation is
dependable on the current values and needs, past experiences of potential adopters (Puschel
and Mazzon, 2010). While the TPB only describes the link between belief and the prerequisite
of intention, DTPB, suggests a broad approach to understanding the factors influencing
individual’s decision to adopt Information Technology (Suoranta and Mattila, 2004). This

model is shown as in Figure 3.3.
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Figure3.2: Decomposed Theory of Planned Behavior (DTPB). Source: Taylor and Todd (1995)

These three variables have been found to be dependably related particularly to IT usage and
adoption (Kripanont, 2007 and Gangwal and Bansal, 2016). Subjective norm in this theory was
decomposed into peer impact and superiors’ influence since each individual may have special

perspective on IT usage. For example, peers may be opposed to the adopt of a specific system,
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as they think it needs too. But superiors’ may be promising the deployment of the system since
they expect certain output payoffs. Thus, it has been proposed to decompose normative belief
into two groups since the peers’ expectations, and superiors are predicted to vary (Taylor and

Todd 1995).

On the other hand, perceived behavioral control was decomposed into three constructs of: Self-
efficacy (Bandora 1977) which is related to the ability, and it is expected that higher levels will
lead to better behavioral intention and IT usage (Compeau and Higgins, 1991), Facilitating
conditions with two scopes for control beliefs (e.g., time and money) and technology
compatibility issues. Hence, this model appeared to have more capability in describing IT
usage behavior although is a less frugal model compared to TPB (Kripanont, 2007 and
Gangwal and Bansal, 2016). Since this research is mainly about E-Marketing, which is a
technological innovation, the DTPB model could give an acceptable explanation of E-

Marketing adoption intention by distribution firms.

To establish the probability of adopting the DTPB in describing and understanding the adoption
of E-Marketing by distribution firms, the literature related to the model was inspected. By
reviewing the extant literature, it was found that while some researchers support the model (e.g.
Sainter, and Saunders, 2013; Al-Majali, 2011; Sadaf, Newby, Ertmer, 2012; Gangwal, and
Bansal, 2016; Shih and Fang, 2004; and Riemenschneider, Harrison, and Mykytyn Jr, 2003),
others failed to do so (e.g. Oliver and Bearden, 1985; Hsu and Chiu, 2004; and Khalifa, , and
Kathy Ning Shen,2008). On the other hand, some of the main hypotheses utilised in this model
are adopted from other theories. Therefore, depending on the theory, could give a more
satisfactory explanation of E-Marketing adoption intention by distribution firms. Within this
respect the theory has some main limitations which is ignoring factors both inside and outside
the firm that might have an influence on new technology adoption and diffusion (e.g., economic
factors: cost, pressure from business partners, suppliers, customers, or competitors) and

organisation’s characteristics: (size, age, sector and status).
3.2.3 The Technology Acceptance Model (TAM) (Davis, 1989)

The Technology Acceptance Model (TAM) was developed by Davis (1989). This model was
developed to provide explanation for individual’s behaviour regarding PC use (Figure 3.4).
This model was adapted from the TRA model to predict the acceptance of the individuals of
the utilisation of technology. TAM theory addresses the determinants for adoption and

81



acceptance of technology to better justify user’s behavior (Davies et al., 1989). According to

Davis (1989), users usually tend to accept a technology that would help them in performing

the jobs. Though, if they believe the technology is too hard to be used, they tend to refuse the
use of technology. The former is known as perceived usefulness, while the latter relates to
perceived ease of use. Therefore, according to this theory, both variables, are considered as

important determinant factors in ICT adoption.
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Figure 3.3: The Technology Acceptance Model (TAM) Source: Davis et al. (1989)

In the organisational context, the PU is related to improvement in individual’s performance
which lead greater profits. One important difference between these two factors is that PU refers
to the consequence of using the IT system while PEU refers to the process leading to the final
outcome (Childers et al., 2001). Davies et al. (1989) proposed that when individuals are
presented with a new technology, both measures would impact the usage of the system.
Moreover, PU is also influenced by the PEU. The theory implies that the individual’s actual IT
use is determined by the behavioral purpose to deploy it. Therefore, this theory has not
frequently adopted to study the usage at an organisational level. Also, Campbell, Wells, and
Valacich (2013) discussed that the various number of studies that have used the theory has led
to a saturation level and restricted its practical effectiveness (e.g., William, R, K and Jun, 2006;

and Shih-Chi et al, 2011).

TAM has been established to be easy to use and has been broadly applied in IT adoption studies
(Abdullah, Wahab and Shamsuddin, 2013; Chuttur, 2009; Subramanian, 1994; Davis, 1989;
Davis et al., 1989; Lu et al. 2003; Taylor and Todd, 1995; Venkatesh and Davis, 2000; Yoon
2009; Safeena, Date, Hundewale and Kammani, 2013; Rahman and Sloan, 2017; Alalwan et
al.,2018; Jokonya, 2015; AlKailani, 2016; and Awa, et al., 2015). The wide usage of TAM has
led to the theory being improved by adding more constructs/antecedents. For instance,

Venkatesh et al. (2003) recommended that constructs such as: effort and performance
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expectancy, social influence, self-efficacy, trust, culture, voluntariness, variety of technology,
and facilitating conditions) directly impact individuals’ intentions to admit the new technology.
This resulted in some derivatives of Technology Acceptance Model, such as TAM II and
UTAUT (Venkatesh et al., 2003; Davis et al., 1989; Hong et al., 1999; Shih, 2004; Venkatesh
and Davis, 2000; and Attuquayefio and Addo, 2014).

Despite of advantages, TAM has also been criticised on various issues. For example, Mathieson
(1991) argued that the TAM only offers overall information of individual’s opinions about the
new system and it does not provide data on how such insight are shaped or how they can be
employed to foster Individual’s technology acceptance and boosted the use” (Yousafzai et al.,
2010, P.1178). Szajna (1996) reviewed discriminant validity of TAM construct. Since all TAM
constructs are, evaluate by self-reported measurement. Straub, Limayem, and Karahanna-
Evaristo (1999, P.1336) stated that a study that be dependent on individual measures for both
Independent and dependent variables may not be finding reality and the significant effect, but
only plain artifacts. Another limitation of TAM is its focus on PU and variables that described
the usefulness of user’s behaviours in deploying computers (Bagozzi, 2007). Finally, TAM

ignores exterior and situational impacts culture (Lala, 2014).

3.2.4 Diffusion of Innovation Theory (DOI) (Rogers, 1995, 2003)

The diffusion of innovation (DOI) theory (Rogers, 1995, 2003) describes the diffusion process
of an innovation and focusses on several factors that impact different stages of I'T process. This
theory is one of most popular theories on innovation and new technology adoption. The
Rogers’ Model is used in describing the innovation adoption in rural sociology context. The
term innovation refers to new products/services, new process technologies, new organisational
structures/administrative systems, or new plans/programming about organisational members
(Moore and Benbasat, 1991) that focuses on changes in firm, either in response to changes in
the external environment or as a proactive action to impact the environment (Lertwongsatien
et al., 2004). While diffusion refers to “the process by which an innovation is communicated

through certain channels over time among members of social systems” (Rogers, 2003, P: 5).

This model has offered much of the essential theoretical platform upon which most IT adoption
studies are based just as it provides significant understanding of the complexities of ICT
innovation in three stages (Aleke ef al., 2011). DOI therefore deals with the development of
demand level for an innovation (Idris, Edwards, and McDonald, 2017). Rogers (2003)
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discussed that each adopter’s willingness and capability to adopt and share an innovation would
rely on their awareness, interest, assessment, trial, and adoption. This led to the proposal of a

five stages model for the diffusion of innovation (Figure 3.5).

//_ \
| Intermediate | \

Innovato
La r/s/ Earxly Early Late
Adopters Majority Majority Laggards

[t

2.5%% 13.5%% 34%0 34% 16%6 ,
X-2sd 3-sd X-+sd X+2sd

Figure 3.4: Innovation Diffusion Curve Mapped Over Time and Categorised Innovativeness Source: Rogers (2003)

The five adopter groups include: innovators, early adopters, early majority, late majority, and
laggards (Rogers, 1995, 2003; Idris, Edwards, and McDonald, 2017). Innovators are
individuals who belong to the very first 2.5th percentile of adopters are eager to experience
new ideas, adventurous, educated, and are unwilling to take risks. Early adopters make up the
following 13.5th percentile, have the high level of opinion leadership in firms, and count as
role models for orgaisations and society, the early and late majorities split the 34th percentile
at both sides of the median. Early majorities engage in more discussion before adopting a new
technology, but late majorities are vigilant and encouraged to use by their peers; finally, the
laggards belong to the last 16th percentile, are resource restricted, innovation guarded and take
a long period to make the adoption decision. The speed of innovation diffusion varies between
the sources and channels of communication (Rogers, 2003; and Idris, Edwards, and McDonald,
2017). Rogers (2003) argued that each adopter’s readiness and capability to adopt and share an
innovation would rely on their awareness, interest, assessment, trial, and adoption. To make
the adoption decision, the potential adopters go through a five steps process flowing from
knowledge about the new innovation through to confirmation as graphically presented in

Figure 3.6.
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Figure 3.5: Five Stages in the Innovation Adoption and Diffusion-Decision Making Process
Source: Rogers, (2003, P: 170)

Within the first stage the individual becomes conscious of an innovation and has some ideas of
the functioning, Within the second stage, the individual forms a favourable or unfavourable
attitude regarding the innovation, in the decision stage, the individual involves in activities that
gives a choice whether to adopt or to reject the Innovation; in the Implementation stage the
individual puts an innovation into adoption by spending money to obtain and stimulate the new
enterprise at the cost of the old custom (Abdulhakeem, Edwards, and McDonald, 2017), and
finally within the confirmation stage the individual assesses the outcomes of an innovation-
decision that have already made (Rogers,2003; Orr, 2003; and Abdulhakeem, Edwards, and
McDonald, 2017).

Moreover, Rogers (2003) discussed that the speed of innovation diffusion depends on five
innovation attributes namely: relative advantage, compatibility, complexity, trialability, and
observability. Rogers (2003) describes relative advantage as the level to which an innovation
is apparent as being better than the one it is replacing. The better the relative advantage, the
superior the perceived economic returns, developed social status, and related benefits expected
to increase from adopting such innovation. Therefore, relative advantage includes a cost-
benefit analysis (Fichman and Kemerer, 1997) which highlights the economic viewpoint and
output of adoption in relation to a trade-off between a new technology innovation and the old

one it is substituting (Orr, 2003).

Compeatibility is the level in which an innovation is seen consistent with the existing standard,
principles, and processes including the needs of the possible adopters within the social scheme
(Rogers, 1995; Kamaroddin et al., 2009; Poorangi et al., 2013). Complexity refers to the level
in which an innovation is observed as difficult to understand and deployment (He et al., 2006).
Rogers (2003) describes that “the complexity of innovation, as perceived by members of a

social organization, is negatively related to its rate of adoption” (P. 257). Trialability is the
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level in which an innovation is perceived as trial and experimental within a restricted period
that the idea or innovation may be tried or experimented on before it is adopted (Ramdani and
Kawalek, 2007 and Abdulhakeem, Edwards, and McDonald, 2017). The more the trialability
period, the faster the degree of adoption and diffusion. Observability is the level in which the

impacts of innovation are visible to individuals.

From the original definition of DOI, this research draws from the modification of Roger’s DOI
model proposed by Hultman (2007) that suggests a processual (Kurnia and Johnston, 2000)
view of E-Marketing adoption. Hultman’s model depicts a process that has four stages namely:
Presentation, Evaluation, Decision, and Implementation. The improved model also has a
criticism that allowed for re-evaluation of decisions to adopt or reject and contains four

subordinate choices that are presented after the preliminary decision.

Having provided a review of the key themes of research in innovation adoption literature, the
following section will deal with the factors that were found in literature to be relevant to
technological innovation and particularly E-Marketing adoption. It is valuable to note that
research on organisational innovation adoption has recognised a large number of variables as
predictors of innovation adoption. These factors can be grouped into four main categories of
innovation characteristics, organisational factors, individual factors, and external factors. This
grouping has been used by a number of researchers particularly those studying the adoption of
innovations (Premkumar and Roberts, 1999; Thong, 1999; Frambach and Schillewaert, 2002;
Al-Qirim, 2007; Oliveira and Martins, 2011; Ohunmah, 2015; Chiu, Chen, and Chen, 2017;
Rabie,2013, Al-Somali, 2011; and Rahayu and Day, 2015). DOI has been deployed extensively
to test the adoption of IT and IS innovations varying from web page (Beatty et a/, 2001 and
Kannikaparameshwari and Chandrashekar, 2018) to databases (Brancheau and Wetherbe,
1990), and from E-Marketing activities (Li et al, 2011; Wu and Wang, 2005; Teo and Pok,
2003; El-Gohary,2009; Qashou and Saleh, 2018; Sheikh, Shahzad, and Ishak, 2017 ; Rashid
and Al- Qirim, 2007) to e-commerce and e-business (Rahayu and Day,2017; Idris, Edwards,
McDonald, 2017; Nwankwo and Eze, 2013; Alrousan, 2014; Al-Somali et al., 2011; and
Ifinedo, 2014).

All the researches and many more examined either the success or failure of DOI adoption and

diffusion at both individual level (Agarwal and Prasad, 1997; Premkumar et al, 1994; Hussain,
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Rahman, Zaheer, and Saleem, 2016; Saini and Sharma, 2017; Claudy; Oliveira, Thomas,
Baptista, and Campos, 2016; Jansson, 2011; and Roach, 2009) and at organisational level
(Rabie, 2013; Ohunmah, 2015; Alrousan, 2014; Abou-Shouk, Megicks, and Lim, 2013; Al-
Alawi and Al-Ali, 2015; Garg and Choeu, 2015; Rahayu, and Day, 2015;and Huy et al., 2012).
Moreover, some of the characteristics have been found to influence adoption performs much
greater than the others, and in some cases the results were inconsistent (Jeyaraj et al., 2006;
Fichman, 1992; and Tornatzky and Klein, 1982). For instance, Tornatzky and Klein (1982), in
their studies found that three of the five characteristics (compatibility, relative advantage, and
complexity) were moderately more reliably related to DOI adoption than others.

liussin and Noor (2005) adopted DOI to examine the motivation of Malaysian firms in adopting
online marketing and found the relative advantage, observability, and complexity to be
significantly have positive relationship with adoption whereas the trialability and compatibility
were insignificant. Moreover, Mole et al (2010) in their findings found that the factors of the
IT adoption process are vary significantly from technology to technology and it appears that

organisations use the technology, based on their characteristics, abilities, and competitors.

There are some criticisms on this model like others. This model suffers from a pro-innovation
preconception (Botha and Atkins, 2005), a user blame partiality in DOI, the recollection
problem, and lastly the issue of dissimilarity (Rogers, 2003). The main criticism of DOI is that
the model presents innovation diffusion as a straight-forward and simple process. However,
innovation diffusion in different industries cannot be as basic as showed in DOI and the
complex nature of IT processes within different groups needs different patterns of
communications and relationships (Aleke et al., 2011; and Fichman and kremerer, 1999).
Based on the reviewed criticisms of the DOI theory a new method to test the organisational

level innovation adoption was driven the lead toward the development of TOE theory.

3.2.5 The Technological-Organisational-Environmental (TOE) Framework
(Tornatzky and Fleischer, 1990)

While DOI was effectively applied to individual technology innovation adoption and diffusion,
it was not with organisational technology innovation adoption and diffusion. Some criticisms
straggled its application to organisational technology innovations (Chau and Tam, 1997 and
Abdulhakeem, Edwards, and McDonald, 2017), since the model offered by Roger emphases

on the manufactured elements via a process of interaction among individuals within the
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population. Thus, scholars are questioning the validity of such a model to a compound
technological innovation at the organisation level (Attewell, 1992; Brancheau and Wetherbe,
1990) which resulted into some conflicts. The DOI elements are apparent to be dissimilar by
different organisations based on their backgrounds (Venkatesh et al., 2003; Agarwal and
Prasad, 1999; Premkumar et al., 1994). In response to criticism of academics on usage of DOI,
Tornatzky and Fleischer (1990), and Fichman and Kemerer (1993) began to include distinctive
characteristics of contexts in the improvement of what could be called “strong theory” (Thong,

1999) to study technology innovation adoption at organisational level.

Therefore, new perspectives such as individual (CEO/managers) characteristics (Premkumar
et al, 1994; Venkatesh et al, 2003; Fichman, 2004), characteristics of the organisational
management (Kimberly and Evanisko, 1981) and organisational and environmental
characteristics (Tornatzky and Fleischer, 1990; Thong, 1999) were combined with the original
Rogers’ innovation’s model to overcome some of the detected limitations. Tornatzky and
Fleischer (1990) developed the Technology-Organisation-Environment (TOE) framework to
study IT innovation adoption by organisations (Kok et al., 2011). TOE framework (Figure 3.7)
is premised on the discussion that, the readiness of an organisation to adopt a technological
innovation is determined by three contexts namely: technological, organisational, and

environmental context (Tornatzky and Fleischer, 1990).

The internal and external technologies in the technological context are described by both
equipment and procedures, relevant to the firm (Zhu et al., 2003). The organisational context
is described in terms of the characteristics and resources within the firm including size, the
level of centralisation, degree of formalisation, conformation of managerial hierarchy, structure
of the human resources, slack of resources, and internal links between employees (Tornatzky
and Fleischer, 1990; Tehrani and Shirazi, 2014). The environmental context is about the
conformation of the organisation’s functional setting which is fundamentally external and
includes: the size and structure of the industry, competitors, the macro-economic context, and
the regulatory environment that includes government legislations (Tornatzky and Fleischer,

1990).
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Figure 3.7: Technology-Organization-Environment (T-O-E) Framework.
Source: Adapted from Tornatzky and Fleischer (1990)

Many researchers have integrated TOE with other theoretical frameworks (Alkhalil, Sahandi,
and John, 2017; Gangwar, Date, and Ramaswamy, 2015; Chiu, Chen, and Chen, 2017 ; Awa,
Ojiabo, and Emecheta, 2015; Kok ef al., 2014; Ifinedo, 2011; Zhu et al., 2006; Ndekwa and

Katunzi, 2016; Rabie, 2013, Rahayu and Day, 2015; Oliveira and Martins, 2010 ; Pan and Jan,
2008; Kuan and Chau, 2001; and Chau and Tam, 1997. etc.). According to Tornatzky and
Fleischer (1990), these three elements present both limitations and outlooks for technological
innovation adoption by an organisation. Literature shows that TOE has been extensively used
and validated by many scholars for the adoption of IT in both developed and developing
countries. However, the TOE framework has been assessed for not having a combined concept
within the three contexts as the constructs are differ from one study to another. There is scarcely
a single factor that has been tested steadily by innovation academics. It seems that the
identification of variables in TOE framework mainly depends on the specificity of the
innovation studies (Kok et al., 2014). Other limitation of TOE is that it does not ascertain the
managerial elements in depth (Hashim, 2007). As a result, many scholars discussed in favour
of developing TOE by adding a fourth context namely the managerial factors (Thong, 1999;
Scupola, 2009; and Alamro and Trawaneh, 2011). Moreover, the TOE requires more variables
to have a superior description of technology adoption (Iacovou et al. ,1995). This has led
academics to either change or combine the TOE framework with other theoretical frameworks
(See appendix 2) with the purpose of developing integrated framework that have deeper

foretelling powers that will be more related contextually.

For example, Thong (1999) developed an integrated model and identified four contexts of —

technological, organisational, environmental, and managerial characteristics — as key concepts
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to assess ICT technology adoption. Thong (1999) asserts that, the manager’s characteristics are
vital in determining the innovative attitude of companies since the manager’s capabilities,
preferences, and the degree in which he is prepared to decentralise management goals.
Moreover, Wang et al. (2010) examined the Technological context (relative advantage;
complexity; compatibility), Organisational context (top management support; firm size;
technology competence); and Environmental context (competitive pressure; trading partner
pressure; information intensity). There is lack of improvement in TOE as it has a high degree
in terms of factor choice, and this may clarify why TOE is extensively adopted in the innovation
technique (Baker, 2012, P. 237). As can be seen in appendix 2, deploying TOE has led scholars
to either adjust or integrate the framework with other theoretical frameworks with the purpose
of developing an integrated framework that has deeper predictive influences and be more
applicable contextually. Literature demonstrates that the initial TOE framework was proposed
for firms in developed countries as most of the primary streams of studies using TOE were in
developed countries (e.g., Gibbs and Kraemer, 2004; Zhu et al, 2003). Moreover, the initial
TOE had been changed or integrated with other frameworks since, on its own, it may not give
an inclusive justification (Alzougool and Kurnia, 2008) as the usage of technology innovations
specifically in developing countries are vary from those in developed countries due to different
socio-cultural, environmental, political, and economic backgrounds. Moreover, majority of
studies combined TOE with one theory of new technology, and there are few studies combined
with two or three new technology theories (e.g., Rabie, 2013; Hassen, Rahim, and Shah, 2019).
This shows a gap in the literature. The integrated TOE model benefits from other grounded
theories and will provides more inclusive and insightful knowledge in describing and

determining the determinant factor of E-Marketing adoption (Awa, Ojiabo, and Orokor, 2017).

The TOE framework lays the basis, for many models that the extant literature presents. For
instance, Chau and Tam (1997) applied the TOE framework and recommended that one future
line of study is to extend the suggested TOE framework to other innovation contexts (Chau
and Tam, 1997, P:17). Moreover, Zhu et al. (2003) described upon the TOE framework to find
facilitators and hindrances for IT adoption decisions by European firms and used the solid
theoretical bases of the TOE framework to determine the facilitators and hindrances for IT
adoption. The usefulness of the TOE framework is extensively acknowledged (Scupola,
2009; and Amin and Hussin,2014) as it provides a much better explanation of the companies’

decision-making behaviour (Bouchard, 1993).
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3.2.6 Social Cognitive Theory (SCT) (Bandura, 1977)

Social cognitive theory (SCT) suggested by bandura (1977) provides a structure for
understanding, forecasting, and changing human behavior. The SCT focuses on behavior as an
interaction between behavior, personal, and the environmental factors (bandura, 1977).
According to this theory, individual’s intention to achieve a specific behavior is recognised by
their self-efficacy and outcome expectancy (Figure 3.8) (Bandura, 1977). Self-efficacy refers
to a confidence that individuals have in their capability to achieve a specific behavior which is
affected by variables such as verbal influence, achievements, indirect experiences, and
emotional signals (Bandura, 1997). This element affects a person’s choice of manners, their
perseverance in overcoming hindrances, and their capability to perform the behavior (Compeau
and Higgins, 1995). Outcome expectancy, however, refers to a judgment that a specific
behavior will lead to one or more consequences (Bandura, 1986, P:391; Lin and Huang, 2008;
Boateng, Adam, Okoe, and Anning-Dorson, 2016; and Khater, 2016). This consequence may

be physical, social, or self-evaluative (Bandura, 1986).

Individuals who are more successful tend to identify the outcomes in a more positive light.
Therefore, outcome expectancy is directly persuaded by self-efficacy (Band, 2006 and Tsai,
2014). SCT suggests that the individuals’ performance need to be observed as the product of a
vigorous understanding of the outcomes of their own behavior, changes in their environments
and the personal aspects that they acquire which, in turn, notify and change consequent

behavior (Khater, 2016).

This theory is the basis of formation of joint determinism by Bandura (1986) which analyses:
(1) personal aspects as a cognition, affect, and biological actions, (2) behavior, and (3)
environmental effects that make collaborations that lead in a triadic reciprocally (Figure 3.8).
Bandura changed the description of the theory from social learning to cognitive both to detach
it from dominant SL theories and to highlight that cognition plays an important role in human’s
ability to build truth, self-regulate, convert information, and implement behaviors (Kripanont,

2007 and Tsai, 2014).
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Figure 3.8: Social Cognitive Theory (SCT)
Source: Bandura (1995)

The result expectations were studied in many of the IT studies (e.g., Davis et al., 1989;
Venkatesh, et al., 2008; Rogers, 2003; Boateng et al., 2016; Zhao, Naidu, and Wallis, 2019.
Hajiyev and Chang, 2017; Lin and Huang, 2008; Tsai, 2014). It is challenging to describe the
reciprocal relationship of the SCT, but it is beneficial to examine how this theory has practical
perceptions into the cognitive, affective, and behavioural response of individuals to explain the
adoption of Information Technologies. Computer efficacy is related to the attitudes of an
individual's capability to deploy a computer. It would not be related to what individuals
accomplished in the past, but rather with the feelings that they hold for what they can achieve
in the future (Boateng et al., 2016). Thus, Internet efficacy would describe an individual's

perception of the capacity to use the Internet to complete tasks in the future (Al-Saif, 2013).

Compeau and Higgins (1991) and Hajiyev and Chang (2017) used self-efficacy to explain
different use of Information Systems for different services. They stated that organisations with
high self-efficacy in adopting the Internet will have more confidence about their abilities to
effectively perform different responsibilities. Li et al. (2011) used SCT to examine user
satisfaction of Kuan and Chau (2001) in organisations. In their model, they tested how the
system characteristics (e.g., information, system, and service quality) impact the constructs of
outcome expectancy and computer self-efficacy. They (ibid) examined the impact of computer
self-efficacy on the outcome expectancy construct and the influence of these two constructs on
user satisfaction. The results showed that the system characteristics have a positive impact on
outcome expectancy. Conclusively, the computer self-efficacy and the outcome expectancy

constructs have a positive impact on Information System satisfaction.
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3.2.7 Resource-Based View (Barney, 1991)

Resource-based view (RBV) received the scholars’ attention from 1980s onwards (Galbreath,
2005; Narayanan, 2001). This Theory was developed by Barney (1991) which is defined as a
complementary viewpoint to market-based models by scholars such as Porter (1990) and
Narayanan (2001). In RBV theory (Figure 3.9), the businesses can attain a sustainable
competitive advantage by deploying and developing the different resources either internal or
external source bundles (Parker and Castleman, 2009; Ray and Ray, 2006; Rahayu, 2015; and
Perrigot and Pénard, 2013).

Internal Analysis External Analysis
Strength Opportunities
< »
Weaknesses Threats
Resource-Based Environmental
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Figure 3.9: The Relationship between Traditional SWOT Analyses, the Resource Based Model, and Models of
Industry Attractiveness. Source: Wright, Mcmahan and Mcwilliams (1994)

The description of resources itself has not been similar in extant literature (Peppard and Ward,
2004) define it as stocks of existing variables that are controlled by the company. These
resources contain of assets, capabilities, procedures, characteristics, knowledge, and
experience that are maintained by a company, and can be deployed to improve and authorise
competitive policies (Perrigot and Pénard, 2013; Schu, Morschett, and Swoboda, 2016; and
Ramanathan, Ramanathan, and Hsiao, 2012). Conner (1991) described those capabilities and
resources are the outcomes of the organisation’s resource promises and strategic selections and

were managed through an economic impulse and by an intention of efficacy and outputs.
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For a company to obtain competitive advantage, need to have a source that is not replicated in
other organisation, means that the resources must be unique to the company and extremely
valued from the perspective competitors (Wade and Hulland, 2004; and Perrigot and Pénard,
2013) as well as accessibility to adequate financial resources to boost the company’s capability
to promote the innovative behaviours (Perrigot and Pénard, 2013; Lee ef al.,, 2001). The lack
of financial sources could impact the level of organisation’s innovation negatively (Perrigot
and Pénard, 2013; and Taher, 2012). Moreover, Technical resources (e.g., IT systems and
infrastructure, production services) impact the technology innovation adoption positively
(Lynn et al., 1999; and Taher, 2012). Marketing abilities as another element of RBV, is an
important factor for the IT implementation. Some researchers found a positive relationship
between it innovation adoption and marketing capabilities (Simmons et al., 2007; Taher, 2012;
Souder and Jenssen, 1999; Benedetto et al., 2008; and Schu, Morschett, and Swoboda, 2016).
For example, Simmons ef al. (2007) and Souder and Jenssen (1999) studied the organisation’s
marketing capabilities to examine the relationship with the business adoption of the Internet,
found that the more operative capability of the organisation’s marketing collaboration, the

faster the innovation procedures and acquiring successful outputs.

Parker and Castleman (2009) give credit to RBV as it underlines the resources (Both tangible
and intangible) that any company has. This theory like any other theory has some limitations:
RBV assumes that resources in a firm will be deployed to its full potential (Parker and
Castleman, 2009; Melville et al., 2004; and Yang, Xun, and He, 2015). They argue that RBV
on its individually is inadequate to study for firms’ IT adoption matters and it assumes that
firms already have the resources which identified as owner/managers, employee
characteristics, IS/IT tools, and technologies (Yang, Xun, and He, 2015). Thy (ibid) found that
proactive companies implemented better with IT adoption since they utilised it to support their
policies and influence competencies, and established internal IT capabilities (Parker and
Castleman, 2009; and Schu, Morschett, and Swoboda, 2016). Another limitation is that RBV
does not describe the adoption decisions of companies since external variables resulted in
adoption, even if these companies did not improve internal IT capabilities or influence their
competencies (Parker and Castleman, 2009; Rivard et al., 2006). Furthermore, Yang, Xun, and
He (2015) criticise the RBV for its inward emphasis in which they assert that the issue with

this is that risks are mostly ignored in market need.
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In IT adoption literature, this theory is mainly adopted to explain the contribution of IT
technologies and firm’s capabilities to create business value and influence the effectiveness of
Information Technology (Clemons and Row, 1991; Jarvenpaa and Leidner, 1998). Zhu and
Kreamer (2005) used this theory to describe the relationship between Internet adoption and
business value. Waheib (2016) used the RBV to understand the successful adoption and use of
IS and technology in manufactures. Rabie (2013) adopted the RBV to study the process of e-
commerce value creation and he established the causal relationships between strategies, IT
related means, and internet capabilities and their roles in determining organizational conversion
and consequence of E-Marketing implementation. Concurrently, Shemi (2012) measures the
business value of e-marketing capability and IT infrastructure at the organisational level. the
results were in line with the RBV theory and provide empirical evidence for the complementary
interaction between e-marketing capability and IT infrastructure. It is important to know that
company’s characteristics is not the only factor to be considered since, resource adoption were
influenced, also by other elements such as the technological background; industry structure;

and competitors’ behaviors (Amit and Shoemaker, 1993 and Yang, Xun, and He, 2015).

3.2.8 The Model of PC Utilisation (Thompson et al., 1991)

Personal behaviour and the prediction of PC use, rather than intention to deploy is considered
by Thompson et al. (1991). This is an essential theory to describe the adoption and utilisation
of E-Marketing, since the computers are the base through which people use the Internet.
Thompson et al. (1991) effort to predict individual’s personal acceptance and behaviour to

deploy IT in a model that is consists of six factors.

The main components in the theory and their definitions include (Figure 3.10):

Job-fit with PC use: “The degree to which a person believes that deploying a technology can

improve the performance of his or her job”.

Complexity: “Similar to the construct of PEU and complexity in DOI discussed by Rogers
(1995, 2003), refers to the extent to which a technology innovation is apparent as moderately
difficult to understand and employ”.

Long-term Consequences of PC Use: “consequences that have a pay-off in the future”.

Affect towards PC Use: “feelings of happiness, joy, or desire, or despair, revulsion, anger, or

hate linked by a person with a specific act”.
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Social Factors: “User’s internalization of the reference group culture, and particular relational

agreements that the person has made with others, in exclusive social establishments”

Facilitating Conditions: “anticipation of encouragement for PC users may be one type of

Facilitating condition that can affect system use”.

Figure 3. 10: The Model of Personal Computer Utilisation (MPCU)

Affect Toward Source : Thompson et al. (1991, P.131)
PC Use
Long-term
Consequences on >
PC Use PC Utilisation
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Thompson et al. (1991) used Theory of Interpersonal Behavior (TIB) to the context of PC use
by knowledge employees. They (ibid) discussed Theory of Interpersonal Behavior with
complexity and Job fit with PC Use. The TIB comprised of habit as a basis of behavior. Though,
because of the difficulties in measurement, it was omitted from the MPCU as a variable.
Therefore, the model tested the impact of facilitating conditions, affect toward PC use,
complexity, social factors, job fit, and long-term consequences of PC use. The findings shown
that social factors, complexity, job fit, and long-term consequences have a significant impact
on PC use. In paradox with the TIB, there was no available suggestion that attitude and

facilitating conditions have an influence on PC utilisation (Band, 2006).

It is worth stating that, the MPCU was not used to assess E-Marketing adoption in general (Al-
Saif ,2013; Khater, 2016). The evidence are the studies by Terzis and Eeonomidies (2011)
Hernandez and Grayson (2012); Marzuki (2016); and Hanafizadeh et al., (2014) who are
investigated the factors that impact on male and female students' behaviour intention to utilise
computer-based assessment (CBA) that is somewhat similar to the MPCU in E-Commerce and
IT adoption context. They found that PEU were significant variable for women more than men.

Moreover, the PU were the most significant variable that impact male students. Though, it is
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vital to note that the sample of this research was a student sample that had different enthusiasms

and knowledge, and experience.

3.2.9 Motivational Model (Davis, Bagozzi and Warshaw, 1992)

Ryan and Deci (2000) suggest that the term “motivation” is related to dynamism, path,
determination and equifinality, that all are the aspects of motivation and intention (Khater,
2016). Davis, Bagozzi and Warshaw (1992) examined the MM of technology acceptance based
on Ryan and Deci’s two types of motivation (Intrinsic and Extrinsic Motivation) and found
both to be significant drivers of a person’s intention to make the behavior of internet technology
usage. Davis’s research was concerning extrinsic and intrinsic motivation to deploy Computers
in the workplace. From this viewpoint, according to Venkatesh (2000, P: 351) and Davis,
Bagozzi and Warshaw (1992):

Extrinsic Motivation: The utilisation of a technology at workplace will be supported by

predicted reward for employees (e.g., increase on salary or bonus, promotion, rewards) bearing
that the new technology is apparent as beneficial tool for achieving the personal goals.

Intrinsic Motivation: To use new technology to conduct the individuals towards their perceived

enjoyment and satisfaction (which influences the construct positively) of deploying the

technology nevertheless of the result that they might achieved in their performance.

The findings indicated that individual’s intents to employ computers at the work are affected
largely by their insights of how beneficial the computers are for their job performance progress
and also the extant of the enjoyment they experience utilising them. They (ibid) also
highlighted the positive interaction that through Internet Technology (regardless of their job
performance result) might be acquired. The research also underlined the positive interaction
examined between effectiveness and satisfaction suggests that the satisfaction feel has a better
influence on intentions when new technology systems are perceived to be more beneficial. In
other words, enhancing the enjoy capability of a system would increase the acceptance of the
advantageous of a system but have less of an influence on acceptance of disadvantageous of
the systems (Davis, Bagozzi, and Warshaw, 1992). Moreover, another researcher (Igbaria et
al., 1996) combined and tested the relative impact of the PU and social pressures, on a person’s
decisions to adopt micro-computers. Their conceptual model was according to the MM in

Figure 3.11.
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Figure 3.11: The MM of Micro-Computer Usage
Source: Igbaria et al. (1996)

The results confirmed the previous outcomes regarding the main motivating role of Perceived
Usefulness in encouraging technology employment. Moreover, results show moderate to high
support for the suggested links between the model constructs. The scholars approved that the
model only describs 28 percent of the adjustment in utilisation and 72 percent propose the
necessity for additional study to include other potential variables such as self-efficacy,
individual involvement and contribution, and job characteristics (Venkatesh and Speier, 1999;

Al-Qeisi, 2009; Muhammad et al., 2011 and Ramayah, Jantan and Ismail, 2003).

The MM is a useful theory to measure the dynamism of the individual’s in accepting the
technology innovations as well as in evaluating the organisations’ enthusiasm for adopting new
technology. However, the limitation with this theory is that the motivating factors are in time
and can change during the organisation or individuals’ lifetime (Chang and Chin, 2012). There
are various scholars that used this theory in conducting their research in technology context
(e.g., Waheib, 2016; Dahnil et al., 2014; Sohaib et al. 2018; Hamid and Kuppusamy, 2017,
Masoud and AbuTaqa, 2017; Chandra and Kumar, 2018; and Wu and Chen, 2017 etc.). For
example, Sohaib et al. (2018) used MM and TAM to explain the impact of motivational
indicators on E-WOM. They (ibid) found reputation, intrinsic motivation and attitude have a
positive impact on E-WOM. Moreover, Nikou and Economides (2017) researched on Mobile-
based evaluation used integrated model from TAM and MM factors and found positive impact
of motivational indicators on using mobile for e-learning. Thus, this study using this model as

a part of preliminary conceptual model to find the influencing factors of E-Marketing adoption.
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3.2.10 The Perceived e-Readiness Model (P-ERM) (Molla and Licker, 2005)

The Perceived e-Readiness model (PERM) which was first introduced by Molla and Licker
(2005a) is developed for Information Technology adoption by organisations in developing
countries. Since companies in emerging countries encounter many issues in comparison to
businesses in developed countries (Rahayu, 2015) and different in the organisational and
environmental context (Idris, Edwards, and Mcdonald, 2017). Thus, Perceived E-Readiness
Model, provides an effective lens for studying IT adoption in developing countries since it
considers the interaction and organisational characteristics that impact the adoption of Internet

technology innovations in developing countries (Hassen, Rahim, and Shah, 2019).

Firstly, this theory takes the business’s perception, understanding, potential benefits and risks
of technology adoption as essential aspects of technology innovation (Molla and Licker,
2005b). Secondly, it comprises of the technology innovation knowledge and the commitment
of decision makers within the organisation, which are described by the essential managerial
attributes. Thirdly, PERM considers the main organisational elements, such as rules and
regulations, adoption process, and business infrastructure, which are known as compulsory
features (Molla and Licker, 2005a). Fourthly, researchers who used the model (Tan, Tyler, and
Manica, 2017), help to distinguish between non-adoption and adoption in the context of
developing countries. Thus, there is a suggestion by (Abdulhakeem, Edwards and
McDonald,2007) that PERM is supporting scholars, in identifying, different outlines of
technology adoption in emerging countries, leading to deeper understanding of the reason why
some adopters in developing country context are successful or not. Therefore, in regard to E-
Marketing adoption, it is not appropriate if a model that was initially established based on
business in industrialised countries be applied for business in developing countries. In this
model, E-Marketing adoption by firms in developing countries are affected by two variables
namely: Perceived Organisational e-Readiness (POER) and Perceived External e-Readiness

(PEER) or National e-Readiness (See Figure 3.12).
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Figure 3.12: Conceptual Model for PERM; Source: Molla and Licker (2005)

In this study, the POER refers to:

1. The firm’s awareness, understanding, and prediction of E-Marketing and its potential
benefits and risks to organisation (innovation imperative characteristics).

2. The commitment of firms’ managers/CEO (managerial imperative characteristics); and

3. Main organisational elements, including availability of resources, procedures, and business
infrastructures (IT, Human Resource, and organisational imperative characteristics).

(Molla and Licker, 2005b, P: 879)

On the other hand, PEER related to evaluation and appraisal, conducted by the firm regarding
related external environmental characteristics (national e-readiness), that are known as
“environmental imperative characteristics”, “Government electronic-readiness”, “market
dynamisms e-readiness”, and “support industries e-readiness” are classified as PEER aspects.
Molla and Licker (2005a) highlight that this model can help firms in emerging countries to

find, assess and manage risk related to E-Marketing adoption activities.

There are scholars used this model in their studies (Rahayu, 2015; Shemi,2012; Tan et al,2007,
Idris, Edwards, and Mcdonald, 2017; Houache, Abd Rahim, and Shah,2019). For instance, Tan
et al., (2007) confirmed and examined the PER Model in China. They found that most issues
of B2B E-Marketing adoption are related with Perceived Organisational e-Readiness and
socio-cultural factors. They (ibid) gave credit to this model as it is more complete than previous
theories, tests IT adoption institutionalisation, and for its presence of wide external
environmental and inter-organisational problems. Moreover, they assert that this model is more

applicable for the developing country context than prior models, as it was particularly
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developed to take into account circumstantial factors in developing countries (Molla and

Licker, 2005b).

Though, they (ibid) underlined that one of PERM’s disadvantages is the exclusion of key
industry descriptors (e.g., sector, and firm size) (Thong, 1999). Moreover, the incapability to
capture employees background (e.g., Education) is another limitation when applying this
theory (Aljifti ef al, 2003 cited in Tan et al., 2007). PERM does not identify the impact of
individual attributes in IT adoption, but instead highlights organisational factors as being
critical to the development of IT technologies within the firm. Moreover, (Idris,2017; Parker
and Castleman, 2009; and Drew, 2003) assert that, despite the usefulness of this model for
developing countries context, it is excluding the important industry specifications such as: firm
size and the sector and fails to capture firms’ characteristics in which operating, that might be

critical in determining IT adoption of businesses.

On the other hand, (Tan, Tyler, and Manica,2017; Chen and Chang, 2014; and Hoque and
Boateng, 2017) state that this theory integrates aspects such as: culture or socio-economic
status to a deeper understanding of individual’s needs, whereas, these aspects are covered by
TOE framework, therefore, this allows the researchers conducting study in developing country
context for the integration of TOE framework and PERM to help as a lens for deeper

understanding of various interactions that happen within the organisations and beyond.

3.3 Review of the Existing Theories

Individual’s acceptance for the adoption is essential for expansion of new innovation
technology (Hassen, Rahim, and Shah, 2019). The terms acceptance is a resentment to the
refusal concept and refers to the positive decision of individuals in utilisation of technology
innovation (Paul, Parthasarathy, and Gupta, 2017). Decision makers within the organisation
need to aware of the problems and issues that influence their decision to adopt and implement
a specific system so they would be able to consider them throughout the development phase
(Askarzai, 2014). There is a common question among both the academicians and practitioners
regarding the reason why users accept or not accept new technologies. Responding to this
question might help both groups for designing, assessing, and predicting better techniques and
methods for the response of the individuals to the new technology innovations (Ale Ebrahim,

Ahmed, and Taha, 2009). There are many technology theories that have been applied and used
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in an extensive range of fields to understand and to forecast individual’s behavior such as
choosing, planning, occupational orientations, consumer’s purchase behaviors, computer
usage, etc. Numerous scholars studied in the context of technology acceptance and developed

models to measure the usage of specific developed and applied technology.

There are numbers of models and frameworks that have been developed to explain individual
adoption of new technologies. These models present factors that can have impact on the
individual’s acceptance. These theoretical models classified into three categories that
encompass [T adoption and diffusion which are based on the scope, structure, and focus of the
study. Moreover, these theories are mainly predicting a positive link between individual’s
insights about the IT innovation’s characteristics and their behaviorial intention at one side,
and the potential of organisations in adopting Innovation technologies on the other side whilst
external environmental factors have a huge role in ruling the adoption decision. Theories that
rooted in the theory of human behaviour are the diffusion of Innovation theory (DOI), theory
of Reasoned action, (TRA), Theory of Planned Behavior (TPB), Technology Acceptance
Model (TAM), Decomposed Theory of Planned Behaviour (DTPB), Motivational Model
(MM), Social Cognitive Theory (SCT), and Model of PC utilisation (MPCU), all are
underlining the potential of individual’s intention to use the Information Technology

Innovation based on the internal and external aspects.

These theories have proven their efficiency and usefulness in forecasting and describing a
range of human behaviours in different fields. For instance, SCT, DTPB, TPB, and TRA
combine the concept of perceived consequences when predicting behaviour whereas DOI and
TAM emphasise only on viewpoints about the technology innovation. DOI, TAM, DTPB and
TPB use a unidirectional viewpoint regarding causal relationship, wherein environmental
attributes impact on cognitive beliefs, that affect attitudes and behaviours while SCT depends
on the bidirectional nature of relationship wherein behaviour, cognitive and emotional
variables and environment continually and commonly impact each other (Shih and Fang,
2004). On the other perspective, TPB and SCT theories are alike and theoretically overlap,
although they have been adopted more frequently within the research on behavior than has
DTPB. The TPB includes all features of the DTPB model, however, includes extra elements
that enhance its prognostic power, namely that of social factors and facilitating conditions
(Legris, Ingham, and Collerette, 2003; and Chuttur, 2009). Correspondingly, there are some
overlapping variables between DOI, TOE, and TAM such as complexity and PEU, PU, and
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relative advantage (Surendran, 2012). Technology adoption studies regularly theorised feelings
as negative or positive impacts such as anxieties (Karahanna, Straub, and Chervany,1999) and
fears (Oliveira and Martins, 2011). Some of the earlier theories’ emphasis on internal ancestors

of behavior while some others emphasis more on external subjects (Ryan and Deci, 2008).

RBV,and TOE Framework predict a positive connection between external and internal factors
and organisational IT usage behaviour. TOE framework explains the impact of environmental
factors, an organisation adoption and implementation of a technology innovation; however,
they do not explain how these factors impact the development of intention or individual’s
insights while establishing the intention to use an innovation. The TOE framework is in
conjunction with DOI to be able to add the environmental and organisational constructs. To be
able to explain how firms deal with rules and policies, and technology legislation depends on
the countries’ readiness. This theory describes the impact of various variables on actual
behavior but not addressing any aspects of firm’s performance. Therefore, attention on the
increased performance of the firm became vital in IT studies, presented in RBV that focuses
on the available resources and marketing capabilities of the orgaisations that are unique in
comparing with other competitors which indeed, leads the firms to a sustainable competitive
advantage. On the other hand, PERM, helped the researchers who have conducted and
developied models within developing countries, to be able to measure the national and
organisation’s e-readiness as not all organisations within this context are ready for the adoption
and implementation despite of the acceptance of the technology by individuals and

organisation.

There are many studies have deployed the traditional models to conduct their studies and there
many scholars that combined prior models or add new variable for developing a new model to
carry out the previous scholars’ study and models. The discussion shows the fact that a
particular theory doesn’t expansively cover all related problems and cannot help the researcher
in solving the problem and development of a theoretical framework to research on the
technology innovation adoption and diffusion process of and its subsequent consequence in
terms of organisational performance. Thus, there is a need for a combined theoretical
framework related to external and internal factors as ancestors of behavioural intention that
impact on technology innovation adoption and diffusion with a perspective to address the

impact of IT usage and implementation on organisational performance.
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3.4 Criticism of the Theories

The term adoption is the process where new technology innovations are selected for deploying
by either individuals or organisation. As explained previously, there are numerous theoretical
frameworks and conceptual models have been combined to examine the adoption and
implementation of several technological innovations. There are twelve theories and models
that reviewing the user’s behaviors and their acceptance capability to employ new technologies
based on some constructs and factors. These theories and models have been focused on both
the psychological and behavioral perspectives for the individuals of the technology. However,
each one of the theories has its limitations that are considered as a reason for the expansion
processes of some of the theories and the deployment of others from each other. For, Instance,
TPB, DTPB, and TAM are established from the TRA, However, there are still some problems
within these theories. Qingfei, Shaobo, and Gang (2008) discussed that there are two key
problems related to technology theories; first, each theory employs different expressions in
their concepts, but they are basically in the similar concepts. Second, based on the complexity
of behavior study and the restriction of the academics, there is no particular theory that covers
all behavioral aspects. In other word, each theory has its own boundaries and does not match

to each other.

There are many studies conducted on technology innovation adoption in developed and
developing countries. Based on the review by Williams ef al. (2019) on 345 published papers
on IT adoption studies from 1985 to 2019 has been found that 83% of these conducted studies
were in developed countries, and only 17 percent were conducted in developing countries.
Similarly, within the same condition Kurnia et al. (2018) found that the existing literature’s
focus is mainly on developed countries. However, when using the factors and constructs within
the theories of technology, there is a need for consideration of the fact that, the application and
functionality of each factor varying from one to another country, in terms of cultural, social,
economic, political, legal, and infrastructure issues. Thus, an influencing factor within a

developed country may not be a determinant factor in a developing country.

The constructs and factors of technology innovation theories are classified into two extensive
levels in term of their level of analysis (Hameed and Arachchilage, 2012; Quaddus and
Hofmeyer, 2007; Premkumar, 2003; and Frambach and Schillewaert, 2002): Individual level
in which focuses on use’s behavior toward technology innovation, whereas organisational level

focuses on hindering and facilitating variables of the technology innovation adoption. Among
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the models that were discussed earlier, some of them are related to either individual or
organisational level such as IDT, MPCU and TOE framework and some applied to individual
or organisational level. TRA, TAM, TPB, DTPB, SCT are related to individual level, whereas,
TOE Framework, PERM, MM, Hofstede’s Cultural Model, RBV to organisational level. Based
on the findings by Hameed et al. (2020), who reviewed of 151 studies, it was found that
majority of the focuses is on organisational level rather than individual level. However, there
should be an integration of both individual and organisational levels, Since the decision-making
process on adoption, rejection, and implementation of IT innovations in firms are made by

group of individuals within the firm.

Moreover, technology innovation studies are classified based on the viewpoint deployed, that
are the individualist, structuralist, and interactive viewpoint (Hameed ef al., 2012). Within the
Individualist perspective, a main basis of modification in firms are individuals within the firm.
Thus, the focus of this perspective is on the taken actions by individuals. on the other hand, a
structuralist, believes that the alterations in firm are determined by organisational attributes,
thus the roles of individuals are not considered. However, none of these perspectives not all-
encompassing. Thus, the interactive perspective focuses on both angles that allows the scholars
to treat all constructs and their interactions in one active framework (Molla and Licker, 2005a).
For example, TOE framework is an interactive theory that encompasses many contexts (Sila
and Dobni, 2012). Moreover, Since the TOE is criticised for disregarding constructs linked to
individual characteristics, such as manager factors (Ghobakhloo and Tang, 2015). On the other
word, most of the theories limit their perspective on particular aspects, for example, RBV

focuses on incomes and resources and marketing capabilities of the organisation.

Study of the adoption and diffusion of IT innovations from a holistic approach requires the
deployment of an integrated model. The presence of a great number of relevant factors
increases the goodness of model fit and boosts the variation of the theory explained. It is not
unlikely that factors have different impacts in different fields as well as with the number of

different factors integrated in the model.

3.5 Integrated Models and Theories

Some studies applied a single model whereas, some others applied a combination of two or
more theories. For example, Baker, Al-Gahtani, and Hubona (2007) used TPB in the field of

innovation technology application by both private and public sector firms in Saudi Arabia
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found that subjective norm, behavioural control, and attitude toward new technology were
determinant variables on adoption of new technology. Moreover, Nasco et al. (2008) used TPB
in the adoption of e-marketing in Chile of 212 firms found, subjective norms and attitude as
the significant factors that impact CEO/managers’ intention to adopt. Amoako-Gyampah and
Salam (2004), Yu and Tao (2009), and Saffu, Walker, and Hinson (2008) applied TAM in a
study on ERP, e-market, and E-Marketing in US, Taiwan, and Ghanaian organisations, all
found that PU and PEU as significant factors that influence the attitudes of the organisations

for adoption.

Having applied TAM and TPB individually, on the other hand, some studies applied a
combination of these theories. For instance, Riemenschneider, Harrison, and Mykytyn (2003),
and Aboelmaged (2010) applied the combination of both TPB and TAM theories to study
influencing factors for web-based marketing and e-procurement found social normative the
former, and attitude toward change, PU, subjective norm, behavioral control the latter are
determinant factors for adoption, as well as both studies found that the combination of these
two theories provided a greater fir rather than either TAM or TBP individually. Moreover,
Quaddus and Hofmeyer (2007) combined these two theories with DOI in Australian business
found vendor support as a significant predictor of awareness in which it significantly impacts
the perceived benefits. Nikou and Economides (2017) researched on Mobile-based evaluation
used integrated model from TAM and MM factors and found positive impact of motivational

indicators on using mobile for e-learning.

Another example of the studies used single model for their research are the studies by Awa,
Ukoha, and Emecheta (2016), and Sheikh, Shahzad, and Ishak (2017) applied TOE framework
on their study in the field of ERP solution in Pakistan, E-Marketing in UK, and E-Marketing
respectively. Awa, Ukoha, and Emecheta (2016) investigated 12 factors adopted from TOE
framework found 6 items of ICT infrastructures, technical know-how, compatibility, values,
security, and size of the firm as significant determinants of adoption. Moreover, Sheikh,
Shahzad, and Ishak (2017) applied TOE framework used three factors. Other scholars adopted
single model of theory for their studies are Boateng et al. (2016) applied SCT for evaluating
the determinant factors for Internet Banking found websites' social feature, trust, compatibility
and online customer services have significant impact on the behavior of customers for
adoption, Zhao, Naidu, and Wallis (2019) used SCT on their study on E-Government adoption
in United Arab Emirates found that the adoption is influenced by reciprocal interactions of all

three elements of SCT, and Tesai ef al.(2017) applied DTPB on Mobile Marketing adoption,
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found attitude, subjective norms, and perceived behavior control have significant impact on the

adoption phenomenon.

On the other hand, there are many studies applied a combination of two or more theories within
their studies. For example, Tripopsakul (2018) applied TAM-TOE Framework for Social
Media Marketing adoption in Thailand found that all three contexts had a significant impact on
the adoption of social media marketing by means of PEOU and PU as mediating variables. Lee
(2016) used an integrated model TRA and TOE in Taiwanese firms’ Cloud ERP found attitude,
system quality, financial benefit, trust, and industries pressure impact the adoption decision of
firms in Taiwan. TAM, TPB, and Intrinsic Motivation (Motivational Model, combined by
Muhammad ef a/. (2011) to find the determinant factors of Social Networking Site in Malaysia.
In their study, they found that both TAM and TPB were significant and supported the usage of
IT. Finally, Hajiyev and Chang (2017) combined SCT and TAM to develop an integrated
model for adoption of Mobile Banking adoption in Azerbaijan and Turkey. In their study, it
has been found that PEU, trust, compatibility with lifestyle, and online customer service are

significant factors affecting the adoption intention in both countries.

Many variables and their relationships have been suggested and argued in which factors that
were found to be significant by one researcher were not always found to be important by other
researchers due to the dependency of the study findings on the environmental, political, cultural
and socio-economic situations of the targeted countries (Sameni and Khoshalhan, 2009).
Reviewing the extant literature and various single or integrated models of new technology in
both developed and developing countries suggests that the predominant theoretical models,
when utilised individually, does not provide a lens to clarify the circumstantial problems of
firms in developing countries and those single theory models are independently inadequate in
rendering justifications (Wymer and Regan,2005). Furthermore, it also seemed from the extant
literature that there is no agreement which theory can adequately explain IT adoption of
developing countries (Idris, 2017). In other word, there is no single available dominant model
among the more regularly applied theoretical models such as MM, SCT, RBV, DTPB, TRA,
TPB, TAM, Combined TAM-TPB, TRA, UTAUT, TOE, or Combined TOE-TAM and PERM
are appropriate for investigating the adoption of Innovation tools by firms (e.g. Rabie,2013;
Rahayu and Day, 2015; Idris, 2017; Hoque and Boateng,2017; and Yeng et al.,2015) However,
combination of some theories would suggest a deeper theoretical perspective for understanding

the adoption of IT innovations by firms in developing countries (Rabie,2013; Venkatesh and

107



Brown,2001; and Awa et al.,2015). Thus, studies recommended to add more constructs within
the study, the researcher need to integrate two or more theoretical models to overcome the

limitations of these theories and to provide all-inclusive explanations of technology adoption.

3.6 Theories Underpinning the Research Area

The research of E-Marketing adoption will be broader with the adoption of an all-inclusive
approach. Therefore, the integrative conceptual model seems to signify an appropriate hybrid
approach describing the concept currently. More than one theoretical approach is essential for
a comprehensive understanding of the problems involved. For the last three decades, academics
have intended to comprehend, predict, and explain the influencing factors of technology
adoption at both individual and organisational levels (Abbasi et al, 2015; Abu Tair Abu-
Shanab, 2014; and Venkatesh and Zhang, 2010). Many of the developed behavioural theories
focused on behaviour itself more than the individual context. As a result, many technology
theories have been developed and utilised to use the factors and mechanisms of individual’s
adoption decisions and behaviours as well as organisational contexts. Moreover, majority of
studies integrated only two models and theories of new technologies, however as explained
earlier, each theory represents a certain context for example, RBV’S focus is on incomes and
resources within the organisation but not on individuals within the firm or their behaviour,
TOE’s focus is on three contexts of technological, organisational, and environmental but there
is no focus on managerial/individual context etc. An organisation may have enough resources
for adoption, but the individuals may not accept the technology innovation or have lack of
knowledge, or even the issues be related to environmental context. Therefore, for a broader and
all-inclusive outcome, there is a need to add more perspectives and constructs. This issue has

been discussed by Kuivalainen ef al. (2012) recommended that of new technology is still scant.

Eminent scholars such as Rahayu and Day (2015); Ohunmah (2015), Shemi (2012), Rahayu
(2015), Alrousan (2014), Muhammad et al. (2011), Hassen, Rahim, and Shah (2019),
Shaharuddin ef al, (2018), and Rabie (2013) suggest that future studies may combine theories
to understand technology adoption concept in developing countries. For example, Rabie (2013)
reviewed contemporary empirical study on technology innovation adoption on firms and found
this phenomenon is best understood holistically by combining key theoretical frameworks
including TOE, RBV, DOI, TAM. Previous studies (e.g., Rahayu and Day, 2015; Shemi, 2012;
Rahayu, 2015; Ohunmah 2015; and Alrousan, 2014) adopted an integrative model to
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understand the impact of managerial/individual related factors on firms’ owners/ managers’
decision for adopting new technology innovations in developing countries context.
Furthurmore, Qashou (2017), EI-Gohary (2009), Lee and Tsai (2005), Mathews et al. (2019),
Setiowat (2015), Al-Somali (2011); Hussein (2010), Iddris and Ibrahim (2015), Bharadwaj et
al. (2013), Brodie, Winklhofer, Coviello, Aljowaidi (2007), and Azam (2014), Similar to this
study, examined the relationship of the influencing factors of technology innovation with the
marketing and organisation performance. This study deploys Ramsey and McCole (2005) and
El-Gohary (2009) studies that investigated on the determinant factors of electronic business
adoption of SME firms in New Zealand and the impact on the current and future level of
electronic business adoption, and E-Marketing aoption of Egyptian SMEs and its imact on
current and future marketing performance respectively. This study also employs Rabie (2013)’s
study, who investigated the influencing factors of E-Commerce adoption in Egypt using
triangulation methodology and integrating four theories of technology adoption (TOE
Framework, DOI, RBV, and TAM).

3.7 Chapter Summary

One of the main purposes of this study is to identify the determinant factors affecting the
adoption of E-Marketing by distribution firms. For achieving this aim, the researcher reviewed
various theories of new technology adoption such as the Theory of Reasoned action (TRA),
the Theory of Planned Behavior (TPB), the Decomposed Theory of Planned Behaviour model
(DTPB), Technology Acceptance Model (TAM), the Diffusion SCT), Resource-Based View
(RBV), Perceived e-Readiness model (PERM), and Model of PC utilization (MPCU) were
presented and discussed as well as each theory’s limitations were discussed based on the

previous scholars’ criticism.

The summary of the limitations of the discussed theories:

TRA: the main restriction of the theory is the correspondence. This theory is very general with
few variables to discuss on the behavioral intention. TRA not designed for an individual
behavior or technology, and it is not forecasting a particular behavior or approach.

TPB: An extension of the limited TRA, offers that the behaviors are intentional by adding the
perceived behavioral control construct. TPB does not express the planning mechanism of users
and how it narrates to TPB with no reference to other factors that influenced on behavioral
intention and motivation. Moreover, TPB does not consider the environmental contexts that

may affect the users’ intention to implement a behavior.
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DTPB: It decomposed the concepts of TPB. It is undistinguishable to TPB. It still has the
similar limitation as TPB with the indication of the behaviors are already planned.

TAM: provides feedback on PU and PEU But, doesn’t provide any feedback on variables that
might increase the adoption. Moreover, it does not specify how expectations are affecting on
behavior, and like previous models, cannot predict individual behavior within culture.
MPCU: effective model for understanding and describing the PC acceptance and adoption
behavior but the perceived complexity has computer and technology adoption and an indirect
influence on short-term consequences.

DOI: it does not explain on how the attitude impacts on accepting or refusing the decisions, or
how innovation variable impact on decisions. Moreover, this model does not consider a user’s
resources to adopt the new performance.

MM: this model’s application on technology utilisation and acceptance is not effectual and
still needs many variables to be deployed by MM to become more appropriate to study
technology usage.

SCT: this theory is not intensely organised, particularly when studying the relations between
individual, environment, and behavior and is not clear yet, which one of these are more
powerful.

PERM: the exclusion of key industry descriptors (e.g., sector, and firm size), the incapability
to capture employees background (e.g., Education), unable to identify the impact of individual
attributes in IT adoption. This model is also failed to capture firms’ characteristics that might
be critical in determining IT adoption of businesses.

RBV: RBV does not describe the adoption decisions of companies and assumes that resources
in a firm will be deployed to its full potential.

TOE: it has a high degree in terms of factor choice; however, the initial TOE framework was
proposed for firms in developed countries as most of the primary streams of studies using TOE
were in developed countries, but the usage of technology innovations specifically in developing
countries are vary from those in developed countries due to different socio-cultural,

environmental, political, and economic backgrounds.

By reviewing these theories, the study exposes several research gaps in the existing study field,
which includes: 1) theories utilised in prior studies relatively focused on particular perspective
to understand the context of new technology innovation adoption. Therefore, a holistic
approach is required to understand determinant factors influencing the distribution firms’ E-

Marketing adoption in several perspectives; ii) many prior research widely concentrated on
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electronic-commerce and electronic business and the focuses on sectors were scattered and
there was no single sector found to be adopted in two studies. Future researchers should

concentrate more on understanding a particular innovation technology adoption of a specific
sector to gain a deeper understanding of the different industries’ issues; iii) Majority of studies,
although focused on various perspectives for the adoption of new technology, However, few
studies integrated more than two theories of new technology, future studies need to focus on
integrating more than two theories of new technology to be able to study the determinant factors
and the reasons for adoption or non-adoption from broader perspectives; iv) the IT related
studies are conducted in different period of times, this made the results be effective in time,
and the a factor that may be as a determinant factor may not be effective in another time.
Moreover, the adopted theories of new technologies and factors in developed counties may not
be influencing factors and useful theories in developing countries, even if conducted in the
same sector or the same study field; and v) the mere adoption of Information Technology by
organisations does not essentially discuss benefits as these would only be attained by its

successful usage.

In conclusion, 1) each research focuses on some certain variables and ignores the other factors,
depends on what is the research problem; 2) on research not be able to collect all variables at
once, due to a large number of variables that cannot be examined in one study at the same time;
3) the outcomes of any research of any country cannot be applied to another country, which
means that the outcomes cannot be generalized to other countries since, each country has its
own characteristics and the level of adoption; and 4) some of the variables within the theories
of new technology can only be confirmed after the implementation of the technology
innovation tools, which means that they cannot be examined in developing countries that have

not implemented it yet.

Based on the previous discussion above, on the gaps and the findings of the extant review of
literature related to the new technology theories, this study found that there is a need to integrate
more theories and to add more constructs to overcome the limitations of the theories and the
literature, provide all-inclusive explanations of technology adoption, and to gain in a holistic
approach towards investigating the determinant factors of E-Marketing adoption in distribution

industry.
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Chapter 4: Determinants of Distribution Firms’ E-Marketing

Adoption

4.1 Introduction

Technology innovations are greatly discriminated technologies as no single projected adoption
model is all-inclusive; and implementation takes place after many variables had been sensibly
measured. They are compound, risky, and combined systems that shift organisations’
competitive advantage focus to knowing and dealing with the critical factors. The aim of this
chapter is twofold: first, to explain the particular individual, organisational, technological and
environmental variables that could promote or delay the adoption process in an organisational
setting; second, to stimulate the study on the subject by providing a preliminary conceptual
framework that would be the foundation for any empirical analysis. Later these determinant

factors will be examined and tested.

Based on the several knowledge gaps found within the study area of E-Marketing adoption of
distribution firms (as discussed in chapter two), chapter four is concerned with the review of
extant literature on determinants of distribution firms ‘E-Marketing adoption. The term
‘determinants’ will be deployed when discussing to antecedents, drivers or factors impact on
distribution firms’ decision to operate in online activities. Issued articles within the extant
literature were stratified according to themes as these themes that could determine gaps in
contemporary knowledge. These subjects comprise of the literature on determinants of E-
Marketing adoption among distribution firms: i) according to nature of study (either empirical,
conceptual or literature review); ii) including internal factors of the organisation’s attributes
and individual’s characteristics; and iii) involving external factors of the firms (such as
environmental and technological attributes); This chapter ends with a summary of the literature
on the determinants of business E-Marketing adoption and more clarification upon knowledge

gaps found.

4.2 Determinants Factors of E-Marketing Adoption

The adoption of technology innovation is predicted to have an important role in the marketing
performance or effectiveness of the adopting within the business. By reviewing the extant
literature and the theories of new technology, this adoption resulted into four contexts of:

individual; organisational; environmental and technological contexts that assumed to influence
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the rate of this adoption (Damanpour, 1991). There are many scholars that studied on
determinant factors of new technology adoption and categorised the factors depends on the
nature of the study and research problem into various categories. For example, Ein-Dor and
Segev (1978) studied on the organisational contexts that impact on the success of Information
Systems. They organised the variables into three groups as incontrollable; partly controllable;
and controllable. Moreover, Rogers (1995) studied the impacts of innovation characteristics on
the adoption and diffusion of IT, However, in order to find new variables, some other
researches such as Frambach et al (1998); Al-Qirim, (2007); Thong (1999); El-Gohary (2009);
and Scupola, (2009) examined other methods by offering more wide-ranging frameworks to
study the adoption of IT.
It was assumed that a new technology innovation, such as internet, was extremely technological
and complicated in nature since it relied on shifting PC technology processes into manuscript;
images; or records. Moreover, it was complicated since it was a combination of various
dissimilar technologies and numerous innovations (Houghton and Winklhofer, 2003). The
adoption of IT related technologies by firm could be recognised from two forms of
organisational adoption decisions: the decisions made by CEO/manager (individual), within a
company, the decision by a firm. Each form has its own variables that could impact on changing

the direction of the decision (Frambac and Schillewaert, 2002).

Based on the prior discussion, there are many factors has been identified by reviewing the
extant literature that might predict E-Marketing and technology adoption. These factors were
classified in four contexts: 1) environmental factors (external and uncontrollable factors); 2)
individual factors (internal and partially controllable factors); 3) organisational factors (internal
and partially controlled factors); 4) technological factors (external and uncontrollable factors),
and 5) Legal and Regulatory factor (external and uncontrollable factor). The following section
discusses prior studies that attempted to classify the factors related to the firms’ adoption of
new innovation technology and might be determinant factors of E-Marketing adoption of
distribution firms. These factors are borrowed and adopted from the reviewed theories of new

technologies in Chapter three.

4.2.1 Environmental Factors

The business environment of the firm is a main force that can inspire or hinder an organisation

to adopt technology innovation (Rogers 2003). Environmental attributes relate to the
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surrounding atmosphere of the firm that facilitate or hinder the decision of technology
innovation adoption. The external environment of the firm can be seen as the ambiance, that a
firm conducts its business through and been used by many scholars (e.g., Rahayu,2015; Rabie,
2013; Shemi,2012; Ilin et al., 2017; Abualrob, 2016; Osakwe et al., 2016; and Van et al., 2012;
El-Gohary,2009; and Zhu et al., 2002). The capability of any firm to deploy and implement a
technology innovation in its process is reliant upon a technology-based innovation in its
operations is dependent upon the requirements and commands of its environment (Awa et al.,
2010; and Grover and Goslar, 1993) that is generally in continuous change. The external
environment of the company entails of various factors that either positively or negatively
impact the adoption process of the firm (Sophonthummapharn, 2008) or are outside the instant

and long-term control of the organisation.

The environmental attributes have both restrictions and opportunities for technological
innovations (Chau and Tam, 1997). Firms, to be able to overcome the compound and fast
changing environment, need to adopt technology innovation (Pfeffer and Leblebici, 1977). It
has been recommended that for the organisational achievement, there must be a better
understanding between the environment and the organisation’s competencies. Ward et al.,
(1995) suggest that the fit between these two aspects is very appropriate since, the environment
is the basis for various organisational unexpected challenges that as a result, need active,

incessant, and reliable managerial consideration and policies to overcome.

Many factors found in various studies as significant environmental factors that impact the
technological innovation adoption. For example, Dholakia and Kshetri (2004) found national
infrastructure and business environment positively influence the E-Marketing adoption.
Moreover, (Erumban and DeJong, 2006; Srite and Elena Karahanna, 2006; Straub, 2004;
Hofstede, 2001, Veiga et al., 2001, etc.) found national culture as influencing environmental
factor impact on the ICT adoption. Crum, Premkumar, and Ramamurthy (1996), lacovou, et
al. (1995), Alamro and Tarawneh (2011), Ghobakhloo et al. (2011), Zhu et al. (2003), Scupola
(2003), Sparling et al. (2007), and Hung et al. (2011) found competitive pressure; Scupola
(2009), Molla and Licker (2005), Ifinedo (2014), Al-Qirim (2006) found customer pressure;
Plana et al. (2004) supplier pressure; Rahayu (2015) found external pressures (competitor and
customer), and external support; Rahbi (2017) found market scope, competitive pressure, and
family and friends’ support; and Abou-Shouk (2012) found external pressures as the

influencing factors of technology innovation adoption. Findings from the majority of
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researches indicate that the environmental attributes significantly influence the extent and the

adoption of ICT among organisations.

This study tried to group the environmental factors, in a systemic way, to examine every
possible variable that might influence the distribution firms’ adoption of E-Marketing. The
following Table 4.1 shows a summary of environmental factors identified in the review of
extant literature. The next section presents the potential environmental related factors that

might impact on the adoption of E-Marketing of distribution firms.

Table 4.1: Summary of Environmental Factors Identified in the Reviewed Literature

N Factors No. of Studies Used The Related Theory
the Factor (s)

1 | Government Policy = Support (e.g., 31 Studies TOE Framework
Financial Funding Opportunities)

2 | External Pressures (Pressure from 43 Studies TOE Framework
Competitors, and Industry)

3 | The Business Partner Affiliation 13 Studies TOE Framework

4 | Economic Downturn 4 Studies TOE Framework

5 | External Pressures (Pressure from 31 Studies TOE Framework
Customers/Suppliers)

6 | National E-Readiness 29 Studies Perceived E-Readiness Model

(PERM
7 | External IT Support 26 Studies TOE Framework
8 | Technology Vendor Support 10 Studies TOE Framework

4.2.1.1 Government Policy Support

Governmental support is useful for firms as they can protect the involved parties within the
business deals, if the organisation or the customer, control the utilisation of the internet to make
it a protected mean of transaction, and also offer motivation for firms to deploy e-procurement
in their transactions (Zhu and Kraemer, 2005). Zhu and Kraemer (2005) found that firms that
do their business activities in an environment of limited government rules appear to have low
degree of adoption. Moreover, government can also use their control to drive firms in adoption
of a certain internet technology. For example, in 1997 the US government, to response the
‘paper reduction act’, ordered to federal agencies to modify their systems into electronic
commerce (Kuan and Chau, 2001), thus any businesses that intended to create a business link
with the federal government had to adopt such technology. According to Scupola (2003)
government support can be ease in business policies, support of firms in term of financial and
technological support, developing IT infrastructure, or legislating satisfactory E-Marketing

laws.
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According to the Australian Industrial R&D Inducements Board (1985, P.5) governmental
support is a series of activities undertaken by the authorities to provide an appropriate
atmosphere for both individuals and organisations to inspire the adoption of technology
innovation which could be both grants or decreases or information on organisational trading or
making a compulsory infrastructure that have to serve both cases (Castleman and Swatman,
2000). Government components were measured to be one of the most effectual official forces
affecting the adoption of technology innovation (Nelson and Soete 1988). Wong (2003)
asserted that dynamic government strategies and rules had a significant impact on the adoption
of information technology in Singapore. Though, the lack of such support could be a significant
inhibitor on the adoption of new technology innovation (Goh, 1996). As demonstrated in prior
studies, this factor was found as one of the basis factors in new technology adoption by
organisations (Li et al., 2010; Zhu and Kraemer, 2005; L001,2005; Martinsons, 2008; Zhu and
Thatcher, 2014; Oxley et al., 2001; Zhao et al., 2007; and Shih et al., 2005; Ohunmah,2015;
Stylianou et al., 2003; Alsaif, 2013; Al Adwan, Aladwan, and Al-Adwan,2019; Sheikh,
Shahzad, and Ishaq, 2017; Erum, Rafique, and Ali, 2016; and Awiagah, Kang, and Lim, 2016).

4.2.1.2 External Pressures (Pressure from Competitors, Business Partners, and

Industry)

External pressure was recommended by many scholars as an important factor for technology
adoption (Gibbs and Kraemer, 2004; Grandon and Pearson, 2004; Looi, 2005; Scupola, 2003;
Wang and Cheung, 2004; eekhuyzen et al., 2005, Hung et al., 2011, Ohunmah,2015; Al-
Somali,2011; Hussein, 2009; Abou-Shouk et al, 2012; Alrousan,2014; Rahayu,2015;
Shemi,2012; and Warnaby et al., 2008). External pressure in general refers to the dominant
pressures from outside of the firms’ environment (Chau and Hui, 2006; and lacovou et al.,
1995). Some studies noticed that some companies adopt technology innovation, only when
they feel high industry competition and when need an immediate business benefit since, they
might be under pressure from competitors, industry, or business partners (Gibbs and Kraemer,
2004; and Kula and Tatoglu, 2003). Here, the Competitive pressure refers to the power on a
company to deploy a technology innovation to prevent being outcompeted by its own industry
competitors (lacovou et al, 1995). Porter (1985) discusses that Information Technology
innovation impacts the business competition by changing the industry structure and changes
the policies of competition, making competitive advantage by providing firms with new
techniques to outperform their challenging, and spawning the entire businesses, regularly from

inside an organisation’s current functions (Porter, 1985, P:150).
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The apprehension of being left behind is a pressure, and the degree of competition within the
industry affect the degree of pressure on firms to adopt new technology (Bigne ef al., 2008;
Patricia, 2008; Teo et al., 2009; and Ifinedo, 2011). In this case, for example, Schware and
Kimberley (2013) state that many firms in developed countries, accept new suppliers only if
they can show their adoption capability. When a firm’s competitor starts to deploy E-Marketing
technology, other organisations will be required to respond and to use the innovation
technology more broadly to acquire competitive advantage. Therefore, the higher the level of
competition in industry, the greater the firm will pursue to achieve a superior use of technology

innovation (Zhu and Kraemer, 2005).

Reacting to competitors is often perceived as a reason for adoption among firms (Simpson and
Docherty, 2004, Ghobakhloo ef al., 2011). Prior studies have supported that external pressure
from competitors, industry and business partners has a significant relationship with the
intention to adopt E-Marketing (Morteza ef al., 2011; Tiago and Maria, 2010; Dholakia and
Kshetri, 2004; Bayo-Moriones and Lera-Lopez, 2007; Fillis et al., 2004;Azam, 2014; Kartiwi
et al., 2018; Shaltoni, 2017; Matikiti, Mpinganjira, and Roberts-Lombard, 2018; Desalegn,
2019; Qashou and Saleh, 2018; Sheikh, Shahzad, and Ishaq, 2017; Abou-Shouk, Lim, and
Megicks, 2016; and vein, Li et al., 2011). For example, Dholakia and Kshetri (2004) found that
the impact pattern of pressure differs in different stage of adoption. The external pressures from
competitors found to have a positive significant impact on adoption of internet technology and
the new technology application was relied upon the degree of confidence (at 90% and higher)
of the adopter. Therefore, this factor was found to significantly impact both adoption and
implementation of E-Marketing adoption while other factors such as market found to have

limited impact.

4.2.1.3 Business Partner Affiliation

Another influencing factor that might impact the adoption and implementation of new
technology is the business partner affiliation (Parker and Castleman, 2009) who may be the
firms’ suppliers or customers (Wilson et al., 2008). The development of firms is extremely
flourishing through business partnerships. The term affiliation is where two or more
organisations make a tie to control and profit from each other. The external parties such as
suppliers/customers help firms to develop and increase market particularly when it comes to
adoption of IT technologies to substitute traditional methods of businesses (Billal, Shin, and

Sim, 2019). The presence of a business partner is even more appealing for circumstances where
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there are no trusted alternative and substitute partners within the industry. Business partner
relationships are generally represented from the suppliers or customer’s perspectives. Firms
will usually want to develop and deepen a business relationship with the aim of establishing a
long-lasting business partnership (Castleman, 2004). This idea works well if the business
partner identifies the strategic value and competitive advantage that be able to bring to both
parties. Wilson et al. (2008) in a UK based study, found customer/supplier demand as a
significant factor that will necessitate the adoption of technology innovations to be able to

improve the value chain efficiency.

In the B2B marketplace, social relationships between buyers and sellers can open up room for
information technology adoption or opportunities for development and faster growth. Prior
study conducted in South Africa have indicated that some companies may not adopt technology
innovations due to the peculiar business nature and characteristics of certain industries such as
the agricultural industry (Humphrey et al., 2003) and clothing industry (Moodley and Morris,
2004). The closed nature of such industries does not require the necessity to undertake business
on the open Internet, as all investors and stakeholders are within a closed market system
(Humphrey et al., 2003). Any decision to adopt IT technologies will have to be considered
together with other stakeholder’s position in the market system. This factor has been used by
few scholars and found that has positive impact on the technology innovation adoption (Chiu,
2017; Ghobakhloo et al., 2011; Lin, 2014; Le et al., 2012; Li et al., 2010; Chong, 2008;
Standing, 2006; and Teo, Lin and Liang, 2007).

4.2.1.4 Economic Downturn

Firms with better economic prosperity, devote more of their capital in technology innovation
and have available money for Information Technology investments (Chwelos ef al., 2001).
Thus, they can take more risks and can effortlessly engross the failure costs (Aiken and Hage,
1971; Nystrom et al., 2002). In fact, capital offers economic safety in hard times and protection
in contradiction of financial trauma. Teo and Ranganathan (2004) conducted study to test Web-
based B2B internet adoption in Singapore and found that 53 percent of companies had adopted;
out of this, two-thirds had a proper for further implementation of the adopted technology.
Furthermore, they (ibid) state that the issue of economically justifying E-Marketing
investments was an important subject in which the economic downturn of 2000-2003s period

had significantly boosted the source limitations on organisations universally.
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Likewise, Cragg and King (1993) found that economic prosperity influenced the company’s
capability to adopt information technology. Another example is regarding the economic
downturn 2001in Malaysia resulted to a fall in the IT sector (Malaysian Economic Report,
2003). Indeed, economies with the absence of a dissimilar industry base or skilled staff have
been negatively influenced by the economic downturn. However, Forrester (2008), has
suggested that in some countries, the use of new technology innovations was increased due to

the economic downturn, to fight the slump and deal with the fluctuations they have witnessed.

4.2.1.5 External Pressures (Pressure from Customers/Suppliers)

Another external pressure found in the literature, was the pressure from the existing and
potential customers and suppliers that generally expected the company to have an acceptable
internet technology tool and a useful website (Gibbs and Kraemer, 2004; Looi, 2005; and
Mehrtens et al., 2001). Customers’ pressure is an environmental factor arise from the incessant
demand for better quality product/service (Poon and Joseph, 2001) and from the current
customers (Beckinsale and Levy, 2004, Beekhuyzen et al., 2005, Bigne et al., 2008, and
Dyerson and Harindranath, 2007). The advance and upgraded programmes run by suppliers,
the necessity to acquire new suppliers, and boosting the performance are the main reasons of
technology innovation adoption of firms (Vrana and Zafiropoulos, 2006, Ahmed et al., 2011;
and Quayle, 2002). Fast growth within the industry, developing markets and demands from
suppliers and customers are all named as vital pressures motivating technology adoption in

firms (Simpson and Docherty, 2004, and Teo ef al., 2009).

In most cases, both customer and supplier have influence to pressure a company to use a
specific kind of technology. For instance, international companies regularly drive their
branches, suppliers, and customers to adopt a specific technology innovation to connect to a
universal production system such as driving their suppliers to adopt wireless tracking
technology (Li et al., 2010 and Iacovou et al., 1995). They (ibid) also discuss that the more the
pressure from customers/suppliers, the more likely the firms to deploy certain information
technology to sustain their competitive advantage, as firms often depend economically on their
suppliers to survive (Duan et al, 2012). Several studies have found the pressure from
customers/suppliers as one of determinant factors in adoption of E-Marketing technology
(Hung et al., 2011; Huy et al., 2012; Ifinedo, 2011; Kurnia et al., 2009; Kartiwi et al., 2018;
Shaltoni, 2017; Matikiti, Mpinganjira, and Roberts-Lombard, 2018; Desalegn, 2019; Qashou
and Saleh, 2018; Sheikh, Shahzad, and Ishaq, 2017; Abou-Shouk, Lim, and Megicks, 2016; Le
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et al., 2012; Li et al., 2010; Chong, 2008; Mehrtens et al., 2001; Mirchandani and Motwani,
2001; Iacovou et al., 1995; Martins and Oliveira; 2008; and Ottesen and Gronhaug, 2004).

Indeed, the decision to deploy web related services is affected by the Technology innovation
is already adopted or rejected and by those associated to organisations that allow the produce,
distribute and employment of goods/services. This is specifically accurate when adoption
happens in the same industry sector. For example, Abrahamson (1991) found that prior
adopting firms may offer information about the expenses and benefits of adoption that may
stipulate a motivation for future use when CEO/managers are concerned about continuing

justice.

4.2.1.6 National E-Readiness

Country ‘s electronic readiness (e-readiness) is another critical factor that should be considered
to ensure that E-Marketing applications can be used by organisations. E-readiness refers to the
ability of an economy to adopt IT technologies to shift from the traditional business strategies
into the new economy (Bui et al., 2003, P:5). The level of e-readiness can be assessed by the
accessibility to required physical infrastructure (e.g., high bandwidth, consistency, and
reasonable prices), transportation and banking infrastructure, and skilled staff (Bui ez al., 2003;
CID, 2002). Developing countries have been considered as slow adopter of technology
innovations and many scholars discuss that this is partially due to their low level of e-readiness
(Dholakia et al., 2002; Travica, 2002; Josanov et al., 2009). within the PERM model, the
national e-readiness defines to the e readiness of market services, the government, and the

supporting agencies as well as customers and end-users.

The review of the extant literature indicated that IT applications diffused rapidly in
industrialised countries, but slower within developing countries’ context, which in fact, led the
countries to a gap in Internet technology adoption and implementation between the well-
equipped developed countries and ill-equipped developing countries (Hinson and Sorensen,
2006; and Johnston and Acquaah-Gaisie, 2001). Moreover, the level of broadband penetration
is another element in defining the national e-readiness of a country (Stewart et al., 2002).
Studies by Molla (2006), Molla and Licker (2005), Xu et al. (2004) have reported that the
reason of slow diffusion of the internet technology innovations in developing countries is the
poor IT infrastructure, inadequate IT human resources, the high cost of access, and high

expenses of hardware. In fact, the low broadband penetration in the leads the firms to cooperate
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with business partners and provide an improved service for their customers (Rodriguez-Ardura
et al., 2008; Ansari and Mela, 2003). Moreover, Peng and Kurnia (2008) emphasise that for
firms in developing countries, the technology innovation adoption will need to be supported
by substantial investments on infrastructures such as the public transportation and tele-

communication system on the national level.

The IT skills and knowledge of the individuals is found as another indicator that shows the
level of national e-readiness (Karanasios and Burgess, 2008). In-overall, factors such as IT
skills and knowledge, the level of broadband penetration, and lack of intra-regional
infrastructure are elements that have impact on the level of national e-readiness. (Raven et
al.,2007). This factor derived from the PERM model and only few studies (Chen and Chang,
2014; Aldwsry, 2013; Abdulhakeem, Edwards, And McDonald, 2017; Idris, Edwards, and
McDonald, 2017; Al-Somali, 2011; Ramd ani ef al., 2013; Shah Alam ef al., 2011; Le ef al.,
2012; and Thi, 2011; Oxley and Yeung, 2001; Hussein, 2009; Abou-Shouk et al., 2012;
Alrousan,2014; Azam, 2014; Ali and Abbas, 2019; Qashou and Saleh, 2018; Twi-Brempong
etal., 2019; Ahmed and Hasan, 2016; Hassen, Rahim, and Shah, 2019; Nigussie, 2019; Akanbi,
2016; and Ahmed Sheikh, Shahzad, and Ku Ishak, 2016) examine its influence on the adoption
of technology innovations. Therefore, this factor will be used as one of the possible factors that

likely affect the adoption decision among firms.

4.2.1.7 External IT Support (Technology Consultants’ Involvement)

Rapid growths of ICTs are making it challenging for many firms to manage the increasingly
compound IT function (Yates and Benjamin 1991; Scott Morton, 1991). As the Information
Technology applications become more complex, many firms in need of relying on external
consultants who knowledgeable on state of technologies (Gable, 1996). Use of IT consulting
as a professional service helps managers to evaluate and resolve practical issues within the
organization in the fastest time as well as improve the organisational performance. Studies
(Apulu and Ige, 2011, Chen and McQueen, 2008, Stansfield and Grant, 2003a, Mohanna et al.,
2011) found that there is a lack of guide and support for adopting technology innovation,
mainly in the contexts related to which technology applies to the firm, what and how to adopt.
Moreover, firms in developing countries context would naturally have to rely on external
support and resources to be able to manage their websites and business (Warden and
Tunzelana, 2004). Relying on technology consultants, they could be considered as a type of
external support for firms that aims to use internet technologies in their businesses or the firms

that wish to upgrade their technology innovations to higher level of adoption. A lack of
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successful and confirmed business models is a key factor behind firms’ unwillingness to adopt
new technology and their need of external support and IT consultants (Zheng et al., 2004). This
factor is also another influencing factor of technology innovation adoption, found by several
scholars (Apulu and Ige, 2011, Dutta and Coury, 2003, Hung et al., 2011, Lawrence and Tar,
2010, Scupola, 2009; Swanson, 2010; Weigelt and Sarkar, 2009; Dahnil et al., 2014; Mzee,
Ogweno, and Irene,2015; Farghadan and Golkala, 2014; Baoling, 2014; Chiu et al., 2017; Li,
2008; Al-Somali, 2011; Morteza et al., 2011; MacGregor and Vrazalic, 2006; Hock-Eam,

2011; and Chiu et al., 2017) to have a significant and positive impact on technology usage and

implementation.

The main support of technology consultants is suggesting particular IT skills to increase
internal aptitude, offers extra resources to cover ultimate necessities, and when needed, to assist
businesses to apply effectual IS (Thong et al., 1994). As well as the analysis of the required
information for the business needs, recommending appropriate hardware and software, and
leading the implementation of the IS (Thong et al, 1994). In fact, IT consultants obtain
knowledge and understanding from their communication and collaboration with various client
firms (Robey et al., 2000) and consider as the mediators between the technologies and the
clients (Weigelt and Sarkar, 2009). Huber (1991) and Slater and Narver (1995) discuss that
obtaining second-hand knowledge from individuals outside of the firm is likely to be a
significant factor for the organisation’s learning process. In fact, firms’ learning or improving

their understanding is a main consequence of using external IT consultancies (Gable, 1996).

4.2.1.8 Technology Vendor Support

Technology support from merchants is also an important factor in IT technology adoption of
organisations (Morteza et al., 2011; and Al-Qirim, 2007). This is sensible due to some firms’
lack employees, particularly related to IT and lack financial resources to employ, staffs with
enough IT skills from external advisors. Therefore, to overcome this problem, the accessibility
of information technology support from merchant can be pondered as an efficient way for firms
in the adoption of E-Marketing. In the research conducted by Al-Qirim (2007), technology
vendor support was found as a significant determinant factor in extranet marketing /VPN
adoption by firms in New Zealand. A similar outcome also found by Morteza et al. (2011) and

Li et al. (2010).

122



4.2.2 Individual Factors (Internal Related Factors)

Individual/managerial factors are considered to be significant factors that influence the
direction of the information technology adoption as a part of organisational context that
contribute to the achievements from technology innovation adoption. This significance, results
from the intention that the adoption-decision was entitled by those individuals who were main
part of the firm, and their personalities is affected the adoption decision. There are many studies
conducted on the adoption of technology innovation that tried to focus on the attributes s of the
individuals who was the essential pivot of the adoption decision. Studies conducted by Rabie
(2013) and Fillis (2000) proven that describing firms and their owner/managers could be
beneficial for understanding their attributes and drives that have a direct influence on shaping
the business. The extant literature indicates that various studies have focussed on
managerial/individual’s attributes as a possible significant determinants of technology

innovation adoption.

Scholars provided extensive understandings of the significance of individuals’ attributes
particularly when the deployment decision is made by managers/owners who are considered
as individuals that are members of a firm. Scholars have not tried to research individual
characteristics in a systematic way, however in this research, the researcher attempted to
compact this context to twelve sub-factors to confirm the significance of individual
characteristic in the adoption of technology innovation. Nguyen and Waring (2013), and
Marcati, Guido, and Peluso (2008) assert that the technology innovation adoption was not only
reliant on the traditional external factors but also reliant on the internal factors associated to
the psychological attributes of individuals. Thus, this section is focusing on the individual
factors that are also internal and controllable factors. by reviewing the extant literature, twelve
factors were identified as influencing factor from this context that might impact on the adoption
of E-Marketing of distribution firms. Table 4.2 illustrates the factor related to individual

context. The next section presents the factor related to individual characteristics.
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Table 4.2: Summary of Individual/Managerial Factors Identified in the Reviewed Literature

N Factors No. of Studies Used The Related Theory
the Factor (s)
1 Decision Maket’s Age 32 Studies Diffusion of Innovation Theory
(DOD
2 Decision Maket’s Education Level 24 Studies Diffusion of Innovation Theory
DOI
3 Normative Social Influences 27 Studies Model of PC Utilisation
4 Trust 23 Studies TOE Framework
5 Owner/Manager Support 72 Studies TOE Framework
(Involvement)
6 Perceived Ease of Use 46 Studies Technology Acceptance Model
(TAM)
7 Gender 26 Studies Diffusion of Innovation Theory
(DOD
8 CEO/Owner’s Innovativeness 12 Studies TOE Framework
9 Intrinsic and Extrinsic Motivation 44 Studies Motivational Model
10 Job Fit with PC Use and Long- 18 Studies Model of PC Utilisation
Term Consequences of PC Use

4.2.2.1 Decision Maker’s Age

The age is one of the key factors in the adoption of new technology, with older managers
tending to show a greater level of fear that pauses or slows down the IT adoption process
(Alsaif, 2013; Ifeonu, 2014; and Khater, 2016). Young managers challenge innovation, the
unprecedented are risk taking (Carpenter et al., 2004). The probable motives advanced by
scholars for the traditional attitude of older managers/owners unlike the young
managers/owners in regard of IT adoption and usage in firms include 1) absence of physical
and mental resilience of the elders or the disintegrating aptitude and capability to hold and
captivate or learn new concepts. Therefore, age of managers is found to negatively impact the
capability to make suitable decisions; ii) older managers have better psychological empathy
and commitment to their firms’ position quo; and iii) older managers might be at a point that
job and financial safety are more vital, Hence, they prevent risky decisions (Carpenter ef al.,

2004).

The CEO/managers or/and the decision makers’ age is evidenced by various scholars as a
significant factor affecting the adoption of technology innovations (Alsaif, 2013 ; Ifeonu,2014;
Khater, 2016; Tauringana, 2019; Mandari and Chong, 2018; Alam, Wang and Waheed, 2019 ;
Alavion, Allahyari, Al-Rimawi, and Surujlal, 2017; McCloskey and Lepper, 2010; Villarejo-
Ramos et al., 2014; Chuang et al., 2009; Ohunmah,2015; and McCloskey and Lepper, 2010).
For example, McCloskey and Lepper (2010) investigated how age impacts on the adoption

decision of new technologies. They(ibid) found that older individuals were less likely to
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contribute to Information Technology adoption process while the younger individuals have
better ease for information access than the older. On the other hand, according to Gan et al.
(2006), in their study found that that senior ages within the firm are being more risk aversive,
prefer to adopt and implement technology innovations.in organisations during continued usage,
older managers are pushed by attitude beliefs and behavioral control regarding deploying
technology, while younger managers are only affected by attitude beliefs regarding technology

adoption as well as the are more risk taking.

4.2.2.2 Decision Maker’s Education Level

It is essential that the owner/manager and the key decision makers, achieve to an adequate level
of education to be able to initiate E-Marketing activities. According to Chau and Tam (1997,
P:202) “education is an indicator of individual’s various cognitive orientations”. Academics
discuss that higher education holders have a greater rational capability, capacity for data
processing, patience for vagueness and have openness to technology innovation (Rogers, 1995;
Li et al., 1999; Busselle et al., 1999; and Stafford et al., 2004). Managers with high level of
education will find it simpler when is about investment on IT (Bayo-Moriones and Lora-Lopez,
2007) as they are expected to be more creative based on their higher capability in identifying

any associated benefits.

Research studies have found that one of the criteria for successful adoption amongst firms is
the level of education (Thong, 1999; and Sarosa and Zowghi, 2003). Adopters are normally
younger, educated, and have access to abundant resources (Rogers, 2003). According to
Agarwal and Prasad (1999) lower educational level of decision makers are anticipated to be
more profound to effort expectancy owned to technology. Moreover, higher educational levels
lead to improved technology innovation adoption (Al-Ashban and Burry, 2001; and Gan et al.,
2005). Moreover, higher educational level allows individuals to reduce the impact of social

influence on their behavior (Burton-Jones and Hubona, 2006).

There are many studies conducted on the impact of education level on the adoption decision.
For instance, Mandari and Chong, (2018) stated that firms that are more innovative were those
ran by managers with higher level of education. Similarly, Chibelishi e al. (2009) found the
lower level of education as a reason for the lack of attention to adopt IT in West Midlands.

Despite the positive impact of education level on adoption decision, there is yet no overall
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conclusion concerning the role of education level in the degree of IT implementation. For
instance, studies conducted by Sim et al. (2011), and Yang (2005) found that the level of
education of owner/manager has no significant relationship and the degree of adoption and
usage in Malaysia and Singapore respectively. Yet, there are studies that found the poisitve and
significant impact of educational level on the adoption decision. For example, Kim and Lee
(2008) and Bayo-Moriones and Lora-Lopez (2007) found a positive and significant
relationship between owner/manager’s educational level and the level of EDI adoption and

compute usage respectively.

A fundamental level of education such as GCE is crucial as it leads to easy communication and
obligation of business terms. Most firms’ owner/managers, particularly in developing
countries, are incapable of communicating in global languages that give admission to
comprehensive markets. A general satisfactory level of education is a high school certification,
while advanced business certificates are better. Prior research has recommended that older
adopters with advanced levels of education are more likely to adopt (Burke, 2002; Lepper and
McCloskey, 2011). For example, Lepper and McCloskey, (2011) found that decision makers

with at least a college education, have increased level of comfort in adoption.

4.2.2.3 Normative Social Influence

According to Fishbein and Ajzen (1975) Subjective norms or Normative Social Influences
refers to “the person’s perception that most people who are important to him think he should
or should not perform the behavior in question” (Fishbein and Ajzen 1975, P: 302). This
variable is related to the user’s intention since individuals frequently perform according to their
insight of what “others” think they must do. This factor found to be more vital former to or in
the initial phases of technology innovation execution when individuals have inadequate direct
knowledge from which to improve attitudes (Hartwick and Barki 1994; and Taylor and Todd
1995). Social influence in this research is related to perceived pressures from other social
networks to make/or not a certain decision. Here to note that adoption of certain information
technology innovation in most cases makes doubt due to its consequences for possible adopters.
Users are usually uncomfortable with improbability and will, so, tend to interrelate with their
social network to discuss on their decisions by knowledgeable and normative social influences
(Burkhardt and Brass, 1990). Furthermore, social influence is useful in forming a user’s

assessment of his/her confidence or capacity to deploy a system correctly.
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This factor found by various scholars as important factor that affect the individual’s decision
and behavioural intention of adoption and usage of IT (Venkatesh et al, 2003). Moreover,
(Gatautis and Medziausiene, 2014; Kwahk and Ge, 2012; Shin, 2013; Xi et al., 2016; Friedrich,
2016; and Martins, Hamari and Koivisto, 2015; Alsaif, 2013; Khater,2016; Shaharuddin,
Rahman, Aziz, and Kassim, 2018; and Aljowaidi, 2015) found the normative social influence
has significant and positive impact on the behavioral intention to utilise information technology

innovations.

4.2.2.4 Trust

Trust is defined as an individual’s readiness to rely on the positive features of technology
innovation and refers to the capability to achieve its planned tasks (McKnight et al., 2011).
McCord and Ratnasingam (2004) examined technology trust to find its impact on the
technology acceptance by individuals and explained it with a similar description as the
individual personally believing that a particular IT infrastructure and its control methods can
do tasks that satisfy the individual’s prospects. This have increasingly been examined in the
literature interchangeably. While some scholars simply name it as trust (Hanzaee and Alinejad,
2012; Ozkan, 2009; and Lim et al., 2007), others combine it within perceived security (Harris
et al, 2011; Chung and Kwon, 2009; and Kim et al., 2009).

Although the perceived trust can develop over period by frequent interactions with technology
innovation, it can also be developed throughout the first encounter between customer and
organisation. In this event, trust changes to an insight that is attached on customer’s first
impression from a company during the communication and interaction over the internet. Even
if the individual first impression from the system were to be imperfect, the term trust can
decrease all uncertainties and develop the confidence and assurance of the possible adopter that

technology vendors will not exploit individual’s personal information (Ozkan, 2009).

Empirical findings expose that trust has a high capacity on influencing the individuals to adopt
and use online technologies. For instance, Ohunmah (2015) found trust as a fundamental
variable that affected the successful adoption of online channel in Hong Kong. Similarly, Juan
et al. (2009) found Perceived trust to be one of the most important variables that contributed
to the successful utilisation technology innovation as well as one of the most significant
constructs of behavioural intention for IT adoption in Germany. They (ibid) stated that

managers can enhance their investment to shift to higher level of adoption and implementation
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by improving their trust and beliefs in how online system can boost their performance and
value. Furthermore, Ifeonu (2014) found a significant positive relationship between perceived
trust on technology and firms perceived trust directing the online activities. EI-Masry and Agag
(2017) also found a significant and positive correlation between the technology innovation

adoption and perceived trust of the adopters.

4.2.2.5 Owner/Manager Support (Involvement)

Management support and involvement is common prescription linked with successful adoption
(Tidd et al., 2009; and Tidd et al, 2001). This involvement is related to the support that is
given by manager/owner to new technology innovation adoption. This is not only associated
to the providing IT related resources but also is associated to a motivational characteristic that
1s vital to inspire and encourage the whole company about the possible benefits that might bring
by use of technology innovation. Regarding the IT related resources, a company to be able to
use and implement IT innovation, needS some certain resources. Thus, enough financial
support will increase the speed of adoption. On the other hand, in terms of motivational sides,
throughout the manager/owner involvement, the firm feels prepared and inspired to adopt

technology innovations such as E-Marketing.

Moreover, owner/manager support is an advantage for overcoming possible obstacles and
resistance to change within the firm (Duan ef al., 2012). Thus, the owner/manager’s support is
considered as one of the determinant variables in adoption of E-Marketing by distribution
firms. This is supported by some scholars (Lederer and Mendelow, 2012; Sila, 2013; Duan et
al., 2012; Li et al., 2010; Abdullah, 2011; Al-Alawi and Al-Ali, 2015; and Malhotra and
Temponi, 2010) that found the positive and significant impact of manager/owner support and
involvement on IT adoption. Malhotra and Temponi (2010) state that manager/owner support
as well as executive involvement in offering clear path, sufficient supervising, and respond to
feedbacks are compulsory organisation metamorphoses for successful implementation of

technology innovation.

Moreover, Empirical researches on IT/IS implementation confirmed that the successful
adoption is influenced by manager/owner’s support (e.g. Caldeira and Ward, 2003; Akkermans
and van Helden, 2002; Wixom and Watson, 2001; Ghobakhloo et al., 2012; Al-Alawi and Al-
Ali, 2015; Al-Dmour and Al-Surkhi, 2012; Maryeni et al., 2014; Kassim, 2014; and Rai and
Patnayakuni, 1996). For example, Cho (2010) states that if owner/manager support new IS,
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they should begin some reward schemes to inspire employees to deploy the new technology
system, if this is applied, performance of the whole firm, would enhance as individual outcome
develops. Furthermore, he determines that owner/manager advocacy is the most essential factor
that affects the adoption of new technology. In conclusion, many scholars have found lack of
commitment, particularly by managers/owner and top managers, as one of the main hindrances
influencing Information Technology implementations. (Al-Dmour and Al-Surkhi; 2012;

Maryeni et al, 2014; Wang and Shi, 2009; and Awiagah, 2016).

4.2.2.6 Perceived Ease of Use

A significant motivational variable for individuals’ technology adoption intention is PEOU
(Revels et al., 2010) which refers to individuals’ perception of whether using a specific
technical job would necessitate a mental struggle on his/her part (Ajzen and Fishbein, 1980
and Rouibah et al., 2011). Davis (1989) described PEU to the level to which an individual
believes that employing a specific technology system would be easy and is free from effort.
Various researchers found that a technology system which is easy to learn and manages
effortlessly satisfies the individuals and enhances the intention to use the system (Childers et
al., 2001; Szymanski and Hise, 2000). Moreover, some researchers have approved that PEU
has a strong and significant impact on perceived usefulness (Davis, 1989; Gefen et al., 2003;
and Deveraj et al., 2003). According to Du et al. (2012), Montazemi and Saremi (2013); and
Martins et al. (2014) PEOU impact the individual’s initial intention to deploy and is an
important determinant of the individuals’ attitude. Furthermore, individuals may adjust their
behavior to the technology innovation if they identify it to be easy and effortless (Morosan,
2012). In this research PEOU refers to the general perception of individuals relating to the

convenience of using E-Marketing and its related tools.

There are many studies investigated and tested the PEU and its impact on new technology
adoption (Ashraf, Thongpapanl and Spyropoulou, 2016; Kanchanatanee, Suwanno and
Jarernvongrayab, 2014; Okazaki and Mendez, 2013; Abdullah et al., 2016; Tauringana,2019;
Kumar and Shenbagaraman, 2017; Alalwan et al., 2016; Abu-Shanab, 2017; Kanchanatanee,
Suwanno, and Jarernvongrayab, 2014; Iddris and Ibrahim, 2015; Kanchanatanee, Suwanno,
and Jarernvongrayab, 2014; Wamba, 2014; and Akbari and Pijani, 2013). For example,
Okazaki and Mendez (2013) found PEU has both direct and indirect impact on intention to
adopt E-Marketing. Firms constantly investigating on how to improve more advanced, user-

friendly, and context-aware technologies which at the same time be less complicated and easier
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to use and quicker to learn (Alahuhta et al., 2005). Thus, PEOU is measured as one of the
important variables for a successful adoption. In that sense, Revels et al. (2010) have found the
PEOU as a positive predictor in the context of E-marketing. Similarly, Rezaei and Amin
(2013) have discussed that there is a positive and significant relationship between PEOU and

employee satisfaction in work environment.

4.2.2.7 Gender

Many previous studies on information technology, found the important role of gender on
adoption of new technologies and highlighted that there is a difference between men and
women when it comes for adoption of technology innovations (Venkatesh et al., 2000; and
Venkatesh and Morris, 2000). There is the common gender scheme theory which is
highlighting that gender-oriented structures establish and lead individual insight (Venkatesh et
al., 2000). Following that, Jimmie and Mukhopadhyay (2010) conducted a study which found
that men have the tendency to own and utilise PCs more than their women colleagues.
Similarly, the degree of technology utilisation by women has been stated to be more affected
by the PEU of the technology to men who are more pushed by the PU of technology (Chiemeke
and Evwiekpaefe, 2011; and Venkatesh and Morris, 2000).

Prior findings found the influential role of gender in adoption of information technology and
the majority found that men are more expected to employ the internet than women (Fallows,
2005; Wu, 2003; Villarejo-Ramos, Peral-Peral and Arenas-Gaitan, 2014; Karavidas et al.,
2005; Ifeonu,2014; Khater,2016; Tauringana,2019; Mandari and Chong, 2018; Alam, Wang
and Waheed, 2019; Alavion, Allahyari, Al-Rimawi, and Surujlal, 2017; Al Adwan, Aladwan,
and Al-Adwan, 2019; Mandari and Chong, 2018; Khasawneh and Irshaidat, 2017; Waheed and
Yang, 2017; and Werner, Carlson, and Jordan-Marsh, 2011).

These results were inconsistent with finding of several scholars were found both men and
women behave the same when is the adoption of Information Technologies. For example,
McCloskey and Lepper (2010) found both men and women to act similar in the level of
technology innovation contribution. Moreover, Villarejo-Ramos et al., (2014) and Perrin and
Puggan (2015) found similar results that there is no difference between men and women with

regards to internet use.
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4.2.2.8 CEO/Owner’s Innovativeness

The term “Innovativeness” refers to the level to which an individual deploys the innovation
faster than other users within the similar social context (Marcati et al., 2008). Thong and Yap
(1995) state that a creative manager is the one who always solves the issues and problems
through changing or modifying the structure. Basically, the inventive manager tends to look
for solutions and ways that has never been tested or adopted before and thus is riskier. As
acknowledged in the literature, despite of many advantages provides by adoption of technology
innovation it also has some risks particularly in developing countries. Therefore, the more
innovative the owner/manager, the more intention to adopt the technology innovation
application (Ghobakhloo and Tang, 2013). Furthermore, the aspiration of manager/owner to
become more inventive will enhance and boost the adoption of Information System
(Ghobakhloo and Tang, 2013). Numerous researchers have found that the innovativeness of
owner/manager is one of the determinant variables in technology innovation adoption concept.
For instance, Thong and Yap (1995) found that the CEO’s creativeness as determinant variable
in IS adoption, Wymer and Regan (2005) found this element as a significant factor that affected
firms in USA, Al-Qirim (2007) found that manager’s innovativeness as the only factor that
impacts the firm in in email marketing and website adoption, and finally, Ghobakhloo et al.
(2011); and Grandén and Ramirez-Correa (2018) found CEQO’s innovativeness as a positive

and significant factor in technology innovation adoption.

4.2.2.9 Intrinsic and Extrinsic Motivation

Motivational model as explained in chapter three has been developed to describe individuals’
adoption of IT (Davis, Bagozzi, and Warshaw, 1992; Kim, Chan, and Gupta, 2007; Igbaria,
Parasuraman, and Baroudi, 1996). In the other word, behavior itself (enjoyment, happiness,
etc.) is intrinsically rewarding. Instead, the extrinsic motivation the individual is tempting in a
behavior for getting external rewards. Chang and Chin (2012) described intrinsic motivation
as the performance within the firm with no deceptive support other than the process of
performing. While (Teo, Lim and Lai, 1999) describe extrinsic motivation as the performance
within firm that is apparent to be instrumental in attaining valued results that are dissimilar
from the action itself. According to the findings by Kim ez al. (2007), Teo, Lim, and Lai (1999),
and Van der Heijden (2004), individuals accept a technology innovation since they identify the
probability of gaining convenience and satisfaction. Both types of motivations are the main
elements for the success of any firm. If the firm does not have motivated employees to satisfy

the tasks, they will not be capable of achieving the productivity in their job. In organisations,
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the manager/owner have the key role of motivating the employees to work in common

objectives (Abduljalil and Zainuddin, 2015).

With respect to the motivational model it seemed that empirical studies (Barkoukis, Lazuras,
Tsorbatzoudis and Rodafinos, 2013; Feng, Fu, and Qin, 2016; Abduljalil and Zainuddin, 2015;
Chan et al., 2014; Shahzad et al, 2020; Khan et al., 2018; Friedrich-Baasner et al., 2018; Al-
Samarraie and Saeed, 2018; Shapiro ef al, 2017; Vasiljeva, Shaikhulina, and Kreslins, 2017,
Dahnil et al., 2014; Verdugo,2019; Sohaib et al., 2018; Hamid and Kuppusamy, 2017; Masoud
and AbuTaqa, 2017; Chandra and Kumar, 2018; and Wu and Chen, 2017) exposed that both
motivations has significant impact on IT acceptance. Ryan and Deci (2000), Hsu and Lin
(2008), and Kim et al. (2007) in their empirical studies on the impact of intrinsic motivation
on individuals’ intention to employ technology innovation, found the positive and significant
impact of intrinsic motivation on the adoption of a new technology innovation. Thus, this study
anticipates that an extrinsically and intrinsically motivated individual will have a positive

attitude toward an adopted technology innovation.

4.2.2.10 Job Fit with PC Use and Long-Term Consequences of PC Use

The job fit and long-term consequences of PC use are two factors adopted from the Model of
PC Utilization (MPCU) theory that fits the IT/IS adoption perspective and is useful for
predicting individual’s acceptance of personal computer use (Refer to chapter Three). As this
model measures PC adoption (actual behavior), the behaviour intention factor has been
excluded from the model (Taherdoost, 2018). There are few studies, examined the significance
of job-fit and long-term consequences of PC use (Chau, 1996; Thompson, Higgins, and Howell,
1991; Gu et al., 2009; Hanafizadeh et al., 2014; Almahamid, 2010; Valencia, 2019; Cooper et

al., 1990; Mathieson, 1991; Igbaria, 1995; Al-Qeisi and Abdallah, 2013; and Hernandez and
Grayson, 2012; and Marzuki, 2016).

Long-term consequences of PC use influences on the individual’s job by knowing that, utilizing
a technology innovation in the job has a long-term outcome on the career development of the
individual. Thompson et al. (1991) found the positive and significant relationship between the
long-term consequences of PC use and the IT usage. Similarly, Chau (1996) found long-term
consequences of PC use to have a significant impact on computer and internet usage of
individuals. On the other hand, job fir with PC use which refers to potentials of a PC in

increasing the individuals’ job performance and to the extent the individual’s job is linked with
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using the new technology applications (Thompson, Higgins, and Howell, 1991). There was no
study measured the impact of job fit and PC utilization apart from Cooper and Zmud (1990)
who found job-technology compatibility to be a main factor in describing the adoption
behaviours. Thus, this study, due to the scarcity of studies examining these two factors will
further investigate the significance and impact of these factors on the adoption process of IT

application.

4.2.3 Organisational Factors (Internal Related Factors)

The third grouping of factors that influenced the technology innovation adoption is related to
organisations attributes. The term "organisational characteristics" results from the consulting
work developed by Nadler and Gerstein (1995) who investigated to find the appropriate
structure for changing organisations. Organisational attributes refer to the firms’ characteristics
that are influential for the decision, to adopt or not adopt the technology innovation (Lippert
and Govindarajulu, 2006). Hill (2012) defined organisational factors as the entirety of a firm
‘s organisation that includes: formal company structure, control systems and inducements,
procedures, organisational culture, and employees that together determine how professionally
and efficiently organisational resources are employed. Stank, Dittmann and Autry (2011), when
reviewed the technology innovation adoption in context of distribution and supply chain,
underlined that, there is a need for conducting more studies on the organisational attributes to
focus on the role of manager/owner, appropriate information technologies for internal

integration, skills administration, and external partnership and integration.

Several studies approved the importance of determining organisational factors that is one of
the main contexts for having a successful adoption of technology innovation in the firm (Day,
2005; Freeman et al., 2003; Simmons et al., 2007; Olatokun and Kebonye, 2010; Maryeni et
al., 2014; Al-Somali, 2011; Rahayu, 2015; Shemi et al., 2013). The findings from a variety of
prior studies underlined many factors under category of organisational attributes that either
have the positive or negative impact on the companies’ adoption of technology innovation,
whilst some rstudies indicated no significant relationship between the organisational attributes
and the technology adoption of firms. Although, all conducted studies emphasised on the
import role of organisational attributes on influencing the company’s decision for technology
adoption. However, majority of studies focused on one or two variables as a group and have

not investigated the other potential organisational factors. For instance, Thong and Yap
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(1995,1996) conducted two studies on the influencing factors of IT adoption by firms, in one
study they measured the impact of the firm size and in another study, they have measured the
firm size and employees’ IT knowledge as the potential factors that influence the adoption of

technology innovation.

On the other hand, there were also several studies that found multiple factors within the
organisational context, as significant factors that affect the adoption and implementation of
technology innovation. For example, Huy ef al. (2012) found employees’ IT knowledge,
strategic orientation, organisational e-readiness, firm size; Ramdani et al. (2009) found top
management support, organisation e-readiness, experience, and firm size as potential factors
that influence the technology innovation adoption. There were several studies used
organisational factors under TOE framework. For example, Ifinedo (2011) deployed TOE for
electronic commerce adoption found management support and organisational IT competence;
or Hung et al. (2011) found the degree of decentralisation, formalisation, percept of

organisational scale industry.

Being concerned with the distribution industry, the necessity to technology innovation for
distribution firms has become critical, ranging from advanced changes in business models,
employees’ ideology, information technology enabled applications, and new concepts and
perceptions are some of the key innovations in distribution industry and both local and global
market to be able to track the growth and gain new opportunities. Shortly said, technology
innovation is the life blood of firms in many industries (Shankar and Yadav, 2011). This study
tried to group the organisational factors, in a systemic way, to examine every possible
organisational variable (as an internal and partially controlled variables) that might influence
the distribution firms’ adoption of E-Marketing by. The following Table 4.3 shows a summary
of organisational factors identified in the review of extant literature. The next section presents
the potential organisational related factors that might impact on the adoption of E-Marketing

of distribution firms.
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Table 4.3: Summary of Organisational Factors Identified in the Reviewed Literature

N Factors No. of Studies The Related Theory
Used the Factor (s)

1 | Lack of Privacy and Security 28 Studies TOE Framework

2 | Size of The Company 38 Studies TOE Framework

3 | Organisation’s Culture 32 Studies TOE Framework

4 | Organisation’s  E-Readiness (Firm’s 35 Studies Perceived E-Readiness
Financial Resources, Firm’s IT Model (PERM)
Infrastructure, Human Infrastructure)

5 Organisational Learning Orientation 10 Studies TOE Framework

6 | Receptivity (Attitude) Toward Change 24 Studies TOE Framework

7 | Marketing Capabilities of The Organisation 28 Studies Resource-Based View

(RBV)

8 | Strategic Orientation 26 Studies TOE Framework

9 | The Level of Decentralisation 15 Studies TOE Framework

10 | Degree of Formalisation 13 Studies TOE Framework

11 | Managers and Employees’ IT Knowledge 61 Studies TOE Framework
(Level of New Technology Knowledge)

4.2.3.1 Lack of Privacy and Security

Lack of privacy and security in in online environment is another factor that impacts the E-
Marketing adoption of firms (Al-Somali, 2011; Limthongchai and Speece (2003); Hao et al.,
2010; Tan et al., 2008; Limthongchai and Speece, 2003; Alrousan,2014; Azad and Hasan,
2011; Lawrence and Tar, 2010; MacGreogor and Vrazalic, 2005; Mirchandani and Motwani,
2001; Halaweh, 2011; Aleke et al., 2011; Olatokun and Kebonye, 2010; and Voges and
Pulakanam, 2011). Lack of security is a worldwide concern that all must consider for at the
same time as engaged in conducting online activities trading (Clear, 2017). In fact, security
concerns are developing as an exclusive item technology innovation adoption. As stated by
Clear (2017), there is a lack of study that offers an overall and deep argument on security

concern and what they might be in the context of E-Marketing adoption.

Lack of security is a worldwide concern that all must consider for at the same time as engaged
in conducting online activities trading (Clear, 2017). In fact, security concerns are developing
as an exclusive item technology innovation adoption. As stated by Clear (2017), there is a lack
of study that offers an overall and deep argument on security concern and what they might be
in the context of E-Marketing adoption. According to Choudhury and Choudhury (2010)
security can be defined in two categories: one related to the protection of personal details and

one related to the payment details of the customers. Security concerns have allowed incomplete
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application of E-Marketing where only e-mails are accepted online deprived of any online
payments (Karanasios and Burgess, 2008; Mukti, 2000). In many emerging countries, the
Internet technology and the networking are being considered as compound phenomena by many
firms who may assume them to be predators for their information (Tan et al., 2007). Some
scholars have approached to the issue of security, throughout the term ‘trust’, and stated that
these two elements are dependent to one another and if one gained the other term will be

acquired (Beatty et al., 2011; Kim and Benbasat, 2009; Tang, Hu and Smith, 2008).

There are some researchers conducted to measure the relationship of the adoption with the lack
of security and privacy and how it affects the adoption. (Bella, Giustolisi and Riccobene, 2011;
Li, 2011; Dlodlo and Dhurup, 2010; Sharma and Lijuan, 2014; Abu-Shanab, 2017; Alwan and
Al-Zubi, 2016; Al-Madi, Al-Zawahreh, and Al-Qawasmi, 2013; and Abdallah and Jaleel, 2015)
conducted studies on technology innovation adoption in various sectors, found lack of privacy
and security as an influencing and hindering factor with a significant impact on the adoption
decision by customers and individuals. Moreover, Harris et al. (2011) and Kim et al. (2010)
found that the greater the related security of the future use, the better the degree of usage of
new technology. Note that the lack of technology regulation is a drawback for firms especially
in developing countries. Most developing countries are yet to legislate laws for online
marketing and any intervals on this aspect means that new technology initiatives are shortened.
Lawson et al., (2003) stated that most firms in developing countries have no financial capability

to protect their systems after viral attacks.

4.2.3.2 Size of The Company

Another important factor that might impact on the technology adoption process and diffusion
by business is firm size (Morteza et al., 2011; Chong, 2008; Tan ef al., 2007; and Premkumar
and Roberts, 1999). This is since the firm size is linked with the capability of firms to offer
certain possessions, both financial and human resources. The larger are the firms mean the
better is its capability to provide certain supplies, and more probable to adopt new technology
application. Moreover, being associated to resources accessibility, Zhu et al. (2002) added that
the firm size is also allied with the ability for bearing the risk regarding IT investment, an
aptitude to drive business partners to adopt system externalities, and a capacity to attain
economies of scale. Besides, Johnson (2010) disclosed that small firms typically have an
inadequate budget, and thus they are less expected to invest a great amount for IT. In that sense,

Ohunmah (2015) and Shemi (2012) found that larger firms have greater propensity to adopt
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information communication technology and more complex IT systems compared to the smaller

firms.

There are other studies that resulted with the same outcomes such as Freeman, et al. (2003);
Fillis and Wanger (2005); Iyer et al. (2009); Olatokun and Kebonye (2010); Shemi (2012);
Rahay (2015); Mazzarol (2015); and Sheikh, Shahzad, and ku Ishak (2017). Smaller companies
will find it very stimulating to obtain such IT system due to the setting up costs. Moreover,
Bharati and Chaudhury (2006) who conduct research on the degree of IT adoption in SMEs in
the US, found the significant impact of firm size on decision of which technologies to be
employed. However, Karakaya and Shea (2008) found that the size of firms to have an
insignificant impact on technology adoption, possibly since the playing field has been

demolished with improved and simpler logistics to implement IT systems.
4.2.3.3 Organisation’s Culture

Organisational culture has been recognised as an important variable in the success or failure of
IT adoption in firms. Over the past 25 years, Hofstede’s cultural theory (1991) has gained
significant attention among scholars. One of the most key features of this theory is its
successful linking of culture to management practice. Organisational culture has been
described as a set of shared values, opinions, and norms that is imitated in organizational
objective and actions that support its members’ understanding of organisational performance
(Liu et al., 2010). Moreover, Schein (1992) described organisational culture as an outline of
essential assumptions the members learned as it explained its issues of exterior adaptation and
internal assimilation. Scholars (Schein, 1990 and Hussain, 1995) have proven the impact of
organisational culture on the way a firm behaves, its standards and fundamental belief to

technology innovation diffusion.

In the extant literature, academics have projected numerous ways to classify organisational
culture including relation-transaction-oriented culture (McAfee, Glassman, and Honeycutt,
2002) and flexibility-control orientation (Khazanchi, Lewis, and Boyer, 2007). Other
researchers have used culture characters, aspects, or dimensions to take the outline of values,
principles, or norms that expose an organisation’s culture (Gordon and DiTomaso, 1992;
O’Reilly, Chatman, and Caldwell, 1991). By relying to this description, Tsui, et al., (2006)
theorised the framework in finding organisational culture in different organisation in China.

Their developed framework consists of five dimensions namely: employee and customer
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orientation, organised organisation control, creativeness, and group accountability. By means
of these scopes, Liu et al. (2010) describe businesses that showed an excessive emphasis on
these values are “strong culture”; and those with low level as a “weak culture” (Baird et al.,
2011).

Researchers increasingly have recognised the important role of organisational culture on
managers’ decisions in implementation of advanced technology (Khazanchi et al., 2007; and
Liu et al., 2010). Particularly, it has been recommended that this factor can affect a firm’s
capability to develop data, justify, and use options in its decision-making processes in new
technology adoption (Senarathna, 2014; Dubey et al., 2017; Shemi, 2012; and Mohtaramzadeh,
2018). Ruppel and Harrington (2001) found the influencing impact of organizational culture
(emphasizing on trust, flexibility, and rules and regulations) on facilitation the intranet
marketing adoption. Moreover, Zhu and Thatcher (2010) found that cultural infrastructure were
influential variables that impct the decision to adopt new technologies amongst companies. On
the other hand, Rahman, Kamarulzaman, and Sambasivan (2013) found the opposite results
where managers/CEO influenced staffs to deploy the technology systems. Organisational
culture could be both facilitator and inhibitor for the adoption of IT asserted by Valencia et al.
(2010). They (ibid) found that, whereas adhocratic cultures could increase the technology

innovation adoption, hierarchical cultures, could hinder it.

In conclusion, the literature shows that cultural differentiations have diverse consequences on
the level of technology adoption in organisations. It has been discussed those different
organisational cultures frequently own different fundamental values, norms, and belief that
both directly and indirectly impact the new technology adoption in companies. In this sense, it
can be concluded that this factor may either weaken or strengthen the impact of antecedent
factors on technology adoption. Also, by reviewing the extant literature it has been found that
numerous have measured organisational culture according to the country’s disciplines and
backgrounds and all found the significant impact of this variable on the adoption decision of
organisations (Alrousan,2014; Azam,2014; Iddris and Ibrahim, 2015; Adede, 2017; Zerihun
and Shekhar, 2011; Raoofi, 2012; Qashou and Saleh, 2018; and Jun-Hwa, 2018).

4.2.3.4 Organisation’s E-Readiness

Organisation’s e-readiness is described as the level in which the information technology

infrastructure, relevant structure and IT skills within business can support innovation
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technology adoption (Zhu et al., 2006). The significant role of organisation e-readiness is its
inclusive potential, in offering a competitive advantage to company and distinguishing the
company from others in terms of performance (Kathuria et al., 1999; Ives and Jarvenpaa,
1991). Organisations with complex IT abilities undeniably focus on particular set of
competitive implications that are vary from the focus of less technically complex companies
(Sanders and Premus, 2002). The literature recommends that e-readiness functions are on two
essential mechanisms: technical readiness (Information Technology infrastructures such as:
hardware, software, network, communication abilities for allowing online-related business, and
databases) and IT human resources (IT related skills of for implemention of the application)
(Wang and Tsai, 2002; Patrakosol and Lee 2009; Bharadwaj, 2000; Mata et al., 1995, Zhu and
Kraemer, 2005; Swatman and Swatman, 1991) and both elements are essential if the firm needs
to develop technology innovation system as an integral part of the value chain (Tiago and

Maria, 2010).

Moreover, it is believed that, due to the lack of IT skills and the technical information needed
in the growth process, many firms postpone the technology innovation adoption process, and
prefer to delay it until they have adequate IT expertise (Hung et al., 2010). Firms with weak
technology infrastructure, and insufficient employees with IT skills may not be prepared to
take the risk of technology adoption and conversely firms with both mechanisms would have
a great position to adopt new technology (Tiago and Maria,2010). Moreover, firms that are
excel in technology innovation are more possible to adopt innovation technologies in higher
level compared with those without (Teo and Ranganathan, 2004). Many researchers have found
that organisation’s e-readiness positively and significantly impacts companies’ adoption of
different types of technological innovations such as EDI (Iacovou et al., 1995), E-Marketing
(Chang and Chen, 2005) and B2B e-marketplaces (Stockdale and Standing, 2004). Molla and
Licker (2005) found both IT infrastructure and IT human resources as determinant variables in
the initial stage of electronic commerce adoption by firms in South Africa. Similar outcomes
were also found by Rabie (2013); Shemi (2012); Al-Somali (2011); Shah Alam et al. (2011);
Le et al. (2012); Thi and Lim (2011); Aghaunor and Fotoh (2006); Abou-Shouk et al. (2012);
Rahayu (2015); Aljowaidi (2015); Qashou and Saleh (2018); Alavion et al. (2017); Khaskheli
and Jun (2016); and Gyamfi (2016).
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4.2.3.5 Organisational Learning Orientation

It is necessary for organisations to develop their learning process to be able to survive, grow
and adjust to the competitive environment (Joe et al., 2009; Bapuji and Crossan, 2004; and
Vince, 2000). According to Bedeian (1986) with the continuous change of the environment, a
high capability for learning is a vital prerequisite for the effective performance of a firm.
Organisational learning orientation is a multi-level progression that initiates with individual
learning, that leads to group learning and thus to constant conversion of the firm in a way that
is progressively satisfying to its shareholders (Dixon, 1999). Individual’s opinions are shared
to other individuals, common sense established, interactions become structured, and then some
of the individual combined considerations that became advanced by groups convert to
institutionalised as firm products. Organisation learning orientation has been studied from a

range of disciplinary viewpoints (Tsang, 1997).

An extensively acknowledged description of organisational learning orientation has been
developed by some scholars (Dibella et al. Shaltoni et al., 2018; Huang and Chen, 2018;
Nwokah and Irimagha, 2017; Omidvar, Ghouchani, and Sadeghi, 2017). Salavou (2005) stated
that learning orientation is an important organisational competency in developing latest and
more exclusive products/services for the market. There are some studies that found the
significant impact of learning orientation on adoption process of technology innovation.
Nwokah and Irimagha (2017) used organisational learning orientation element at the center of
his theoretical framework, discussed that many firms withdraw the adoption process due to the
lowered and insufficient knowledge. Furthermore, Cegarra-Navarroa et al. (2015) documented
the successful process of electronic business adoption resulted from the firm’s capability of
developing an essence of learning and sharing that support the employees and customers with
adding knowledge, finding solutions, and offering new services. Other scholars such as Huang
and Chen (2018); Omidvar, Ghouchani, and Sadeghi (2017); Al-Somali (2011), Cegarra-
Navarroa et al. (2015), and Lin (2014) found the significant impact of organisation learning
orientation on the adoption and diffusion of various technology innovations, the greater the

degree of technology knowledge and training activities, the higher the level of adoption.
4.2.3.6 Receptivity (Attitude) Toward Change

The resistance of firms to shift from traditional techniques of marketing and business towards
computerised approaches is another influencing factor of technology adoption (Thulani et al.,

2010; and AlGhamdi et al., 2011). The openness of organisation toward new technology
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innovations leads the firm not only to the positive attitudes of employees towards adoption, but
also to the positive attitude of the businesses toward the technology in general (Alrousan,2014;
Alrousan and Jones, 2016; Sultan, Asif, and Asim, 2019; Alavion ef al., 2017; Galati et al.,
2016; and Dalvi-Esfahani et al., 2018). Moreover, some labor-market institutes have state that
the adoption of technology innovation by organisations is an attempt to save on costs (Crespo-
Cuaresma et al., 2008). Furthermore, the willingness of firms to take risks reduced their
disbelief about the benefits that technology innovation system could bring to their business

(Azad and Hasan, 2011).

Empirical researchers have found that openness toward change is a strong predictor of internet
adoption and diffusion (Rymound, 2014). The receptivity toward change refers to the degree
to which organisation, is open toward change (Damanpour, 2009). Transformation is not a
simple change that can be achieved quickly. The technology insertion take resistance from
those clinging to traditional methods, and it must be civilised within a company rather than just
transfer (Menguc and Auh, 2006). Furthermore, after significant investment on time, assets and
resources, technology innovations are often obstructed and misused by firm members
(Keen,2010). Thus, the receptivity toward change has been found to be significant determinant
leading the firm toward success adoption (Petroni and Rizzi, 2011). They (ibid) discuss that,
overcoming the resistance of employees to implement IT innovation is another step need to be
considered in the initial process of organisational change. Undeniably, positive attitude towards
change is important in developing the firms’ ability to transform (Francalanci and Morabito,

2008) and is also impact the outcome of investment decisions (Damanpour, 2010).

4.2.3.7 Marketing Capabilities of Organisation

Marketing capabilities as described in chapter three, is one of the elements of RBV theory and
refers to the bundle of information, skills, and resources of the organisation, enabling the
company to improve the value of its services/goods and by differentiating itself from
competitors, be able to meet competitive demands (Day, 1994). Song et al. (2008) defined
marketing capabilities as the available knowledge for the competition, customers as well as the
ability to segment and target the right market, promotion, pricing and combining marketing
activity. Marketing capabilities, increase the formation of greater customer value, resist
replications, are vigorous and can be employed in many ways to speed up the firm's adjustment
to technological and environmental change (Day, 1994). Although studies investigating the

impact of marketing capability on technology innovation are limited (Benedetto ef al., 2008),
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various studies found the positive and significant impact of firm’s marketing capabilities on
increasing the level of adoption and implementation of IT system (Abou-Shouk et al., 2012;
Alrousan,2014; Chong, Bian, and Zhang, 2016; Sheikh, Shahzad, Ishak, 2017; Adede et al.,
2017; Liu et al.,, 2020; Tarighi et al., 2017; Setiowati, Daryanto, and Arifin, 2015; and
Cacciolatti and Lee, 2016).

Poon and MacPherson (2005) stated that, innovative organisations need to develop substantial
marketing capability and therefore innovation include not only to technological but also non-
technological activities. They (ibid) found a significant and positive relationship between
marketing capability and information technology innovation. Simmons et al. (2007) in their
study of E-Marketing adoption of SMEs in agriculture industry in UK, found that the lack of
marketing capability has a negative impact on the process of adoption. Furthermore, Souder
and Jenssen (1999) stated that the more effectual capability of the organisation’s marketing
communication, the faster the technology innovation actions and procurement result to

successful outputs.

4.2.3.8 Strategic Orientation

With the development of IT adoption, firms are attempting to be more innovative and unique
to achieve to an enhanced strategic position within the market (Koo et al., 2007). Successful
use of IT needs having a well-developed strategy that links between the firm’s strategy and the
technology innovation that supports it as well as handling extensive IT applications that enable

adaptable behaviour between the firm and its employees.

Scholars describe the strategic orientation from two perspectives (Homburg and Pflesser, 2000;
and Narver and Slater, 1990): 1) Behavioural perspective that focuses on the activities that are
related with the initiation and distribution of the receptiveness to market information; and ii)
cultural that focuses on firms’ values and beliefs that stimulate behaviours. The strategic
orientation has been studied by many scholars in marketing and management literature (Zhou
and Li, 2010; Swilley et al., 2012; Kotlar et al. 2013; Llach and Nordqvist, 2010; Zellweger et
al. 2012; Alotaibi, 2013; Al-Shoura, 2014; Ahmad and Shawli, 2014; Al-Somali et al., 2011;
Abou-Shouk et al., 2012; Alrousan,2014; and Aljowaidi, 2015). Laforet (2009) discusses that,
the degree to which businesses transform successfully would rely on the firm’s capability to
plan forward, to have a strong strategy and to direct strategically. Firms with strategic

orientation are able to incessantly monitor the customers, competitors, and external
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environment to decrease the risks (Morgan and Strong, 1998). The issue that influences the
traditional business frameworks is related to undesirability, in-house networking of tasks, and
rising customers/ employees understanding, that in fact all leading the firm in need of
developing a strategic model to increase the performance. Moreover, companies need to be
careful in developing business model, as the models differ depending on the nature of the

industry and the country in which the business model is developed (Bharadwaj et al. 2013).

4.2.3.9 The Level of Decentralisation

The term decentralisation refers to the level to which the authority and level of decision making
is distributed from the high to the lower level of managers and employees. In the other word,
the decentralisation is the extent to which the power is allocated to all members of the
organisation to facilitate the communication route (Robbins, 1998). This factor found to have
an influence in prediction of the degree of the technology adoption, makes a feeling of trust,
and induces a sense of accountability in organisation to convert that power into constant
development creativities and innovative results (Mohamed, 2002). There are two elements,
measured in this variable which are: 1) the pyramid of authority that measures the level of
dependency of the juniors on their seniors in decision-making process; and ii) the level of
centralised decision-making which reflects the degree of personnel’ participation and
contribution in decisions related to the resource division and rules and regulation development
(Johaim et al, 2011; and Rabie, 2013). The decentralised construction increases the
communication (Zheng ef al., 2010). Here, the role of the information technology is supporting
the organisation to decentralise and split the pyramids in a way that allows the employees on
top of the pyramid to communication with the bottom of the pyramid without the need of the
mediators or line managers (Bayo-Moriones and Lera-Lo” pez, 2007) which in fact, increase
the commitment, confidence, participation, motivation, and positively impact the technology

innovation implementation (Saran et al., 2009).

Saran et al., (2009) found that decentralisation positively impact the adoption process and
extend the outlooks and creativities of lower level of personnel (Saran et al., 2009). Kim and
Lee (2008) conducted a research on Korean firms for EDI adoption and found that firms that
adopted the technology in high level are having a decentralised structure. Similarly, Alrousan
(2014); Salome and Ofunre (2019); Qashou (2017); Ndekwa and Katunzi (2016); Lim,
Baharudin, and Low (2016); Harif (2017); Chen (2011); and Giotopoulos (2017) found the
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positive and significant influence of the decentralised firm on the adoption and implementation
of ICT technology. Iyer et al. (2004) found that the degree of decentralisation has significant
impact on the electronic commerce adoption and explained that in the decentralized firm, the
information is too speared among the employers and functional units, while in the centralised
firm, the information overloads load to top managers. Thus, they explained that the
decentralized companies have more flexible structure and implement the technology
innovation easier, the higher the level of decentralisation, the easier the implementation stage

(Hung et al., 2011).

4.2.3.10 Degree of Formalisation

The level of formalisation in the firm, refers to the level to which a firm employs inscribed
regulations and policies for organisational activities and is measured by regulation guides and
job descriptions (Saran et al., 2009; Kim, 2005, and Rabie, 2013). Some studies found the high
level of formalisation to have negative impact on technology adoption. For example,
Vatanasakdakul, Tibben, and Cooper (2004) state that, an organisation’s technological change
might be more stimulating in a very bureaucratic and strict construction than a similar change
in a firm with less bureaucratic and flexible structure. Gold, Malhotra, and Segars (2001) found
that, strictly formalised rules, regulations, and structure interaction among companies’
members, reduce the opportunities for progression and development of individuals and
prevents innovative solutions to issues. Grover (1990) suggested that degree of formalisation
negatively is related to the type of innovation. For example, the more formalised the procedures
are, the more there is a propensity for certification of the regulations, and the more complex
the technology implementation in firms (Kim and Lee, 2008). On the other hand, the degree of
formalisation is positively related to the adoption (Katunzi, 2016) and implementation (Bonetti,

Petrillo; and Qashou, 2017) of technology innovation.

Kim and Lee (2008) highlighted that in firms, once the technology innovation has passed the
adoption stage, formalisation element would be an advantage for the implementation, as it
supports in description of authority and accountability, decreasing the conflict of thoughts. This
study focuses on the structured rules and policies in regard of technology innovation usage
within firms as well as performance control. This factor found to have a significant and positive
impact on the adoption and implementation process by some studies (Harif, 2017; Rogers,
2003; Alrousan, 2014; Claycomb, Iyer, Salome and Ofunre, 2019; Bonetti, Petrillo, and
Simoni, 2006; Qashou, 2017; Ndekwa and Katunzi, 2016; and Lim, Baharudin, and Low,
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2016). Moreover, studies by lyer et al. (2004), and Yang et al. (2005) found no significant
relationship between the level of formalisation and the technology innovation adoption and

implementation.

4.2.3.11 Employees and Management IT Knowledge

The owner/manager’s and the employees’ IT knowledge are both considered as influencing
factors that impact the process of technology adoption and implementation. It cannot be denied
that inadequate IT knowledge is one of the issues that decelerating the adoption process
(Morteza et al., 2011). The employees’ IT knowledge is related to the availability of the
technology-qualified employees (Apulu and Ige, 2011, Olatokun and Kebonye, 2010, and
Thulani et al., 2010). In fact, firms with employees that have high knowledge of technological
innovation, are more expected to implement and use information technology innovation

(Mehrtens et al., 2001).

On the other hand, studies show that firms with managers/owner with high IT knowledge are
more expected to implement IT innovation than those with less IT knowledge (Chen and Small,
1994). The owner/managers with higher I'T/IS knowledge, have more confident in technology
adoption and this will decrease the improbability and insecurity feeling for the adoption. An
adequate level of IS/IT knowledge of owner/managers and employees can contribute the firms
to adopt applicable technology innovation and activities in the business leading to a successful
adoption and implementation with the cooperation of employees with high IT knowledge (Teo

and Ranganathan, 2004; Meso, Musa and Mbarika, 2005; and Looi, 2005).

The problem that majority of firms face in the adoption process, is the employees with lack of
IT skills, poor technical aptitude (Dutta and Coury, 2003, Scupola, 2010), and inadequate
marketing abilities (Stansfield and Grant, 2003). This is since the fast development of
information technology continually makes firms, in need of new services for the competitive
advantage (Gangwar et al., 2015). In most circumstances, particularly in emerging countries,
owner/managers would perform just the simplest and the minimum to make themselves up to
date with technology changes. Moreover, many managers/owners who have criticised about
the high cost of technology set-up have not investigated other economical ways of retrieving
to competitive markets, such as Mobile Marketing, Social Media platforms, Search Engine
Marketing Techniques, and other new generations of Information Technology (Scupola, 2010;

and Gangwar et al., 2015).
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There are studies that found the significant impact of owner/managers’ IT knowledge in
adoption of technology innovations. Montazemi (2006), in his comparative research found that
firms in US make better deployment of IS and are more successful in in managerial decision-
making. Moreover, Karakaya and Shea (2008) showed a great satisfaction of electronic
commerce creativities in US firms that has resulted in expected levels of adoption. In most of
firms in emerging countries, a low knowledge level amongst employees is dominant (Mollar
and Licker, 2005; Ghobakhloo, 2012; and Chiu et al., 2017). This makes it challenging
especially for owner/managers to appreciate and understand IT opportunities on the
competitive market. The incapability and lack of knowledge related to IT and general
organisational abilities was cited as one of the variables influencing firms in the appreciation

of new technologies (Ghobakhloo, 2012; and Chiu et al., 2017).

Prior studies (Waheib, 2016; Rabie, 2013; Sheikh et al., 2018; Erum, Rafique, and Ali, 2017;
San-Martin, Jiménez, and Lopez-Catalan, 2016; Ocloo et al., 2018; Kumar et al., 2019; Chong,
Man, and Kim, 2018; Chandra and Kumar, 2018; Morteza et al., 2011; Ifinedo, 2011; Al-
Somali, 2011;; Hao et al., 2010; Ramdani and Kawalek, 2009; Rahayu, 2015; Morteza et
al.,2011; Gangwar et al., 2015; and Wang and Hou, 2012) highlighted the importance of
experienced and knowledgeable IT employees within the firm or from subcontracting
organisations to support in implementing and adopting technology innovation tools and have
positive influence on the adoption process. According to Mavondo and Farrell (2003) E-
Marketing is a compound technological innovation and for a successful adoption and
implementation the technical know-how is compulsory, even if the owner/managers are highly
skilled in IT, still with the low IT-skilled personnel would decelerating the process, since they
need to be trained, and this waste time and increase costs (Ifinedo, 2014; and Rahayu,2015). In
fact, high-skilled employees can make the adoption easier and faster, since their higher
educational level increases the IT usage and its impact on the performance as well as

transforming to higher level of adoption in shorter time (Bayo-Moriones and Lera-Lépez,
2007).

4.2.4 Technological Factors (External Related Factors)

Technological characteristics are extensively examined by scholars using Rogers’ (1995, 2003)
diffusion theory who indicates that technology innovation disseminates faster because of the
perceived embedded characteristics of the technology adopted by the possible adopters.
According to Tornatzky et al. (1990) the technological attributes explain not only the current
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technology available within the firm, but also new technology exists within the market that
determines the capability of firm to shift to new technology innovation or other technologies
plans. The term, technological attributes are the factors that are gained from the nature and
context of the ICT that the firms use or propose to adopt for E-Marketing adoption (Scupola,
2009). These factors are described and examined by various studies over years, such as: Al-
Somali (2011), Rabie (2013), Ohunmah (2015), Shemi et al. (2013), Alrousan (2014), Rahayu
(2015), Duan et al. (2012), Morteza et al. (2011), Shah Alam, Ali, and Mohd. Jani (2011), Tan
et al. (2009), Al-Qirim (2008), Saffu et al., (2008), Iacovou et al., (1995), Dalvand et al.,
(2014), He et al., 2006 ; Elbeltagi (2013), Zhu et al., 2003 ; Davis, et al. (1989), Oliveira et al.
(2011), and Basias et al., (2012).

Several factors within this context have been examined repeatedly by various scholars and
found to be determinant factor of technology adoption by organisations. Majority of these
factors adopted from the DOI theory that explains the attributes of innovation. The review of
extant literature indicates inconsistent outcomes for the same factor amongst various studies.
For example, Al-Qirim (2006) found two factors of perceived complexity and compatibility,
as influencing factor for adoption of online psychiatric video-conferencing; Matopoulos,
Vlachopoulou and Manthou (2009) found operational compatibility and collaboration in
production systems; Chong et al. (2009) found relative advantage, perceived compatibility and
complexity have no significant impact on adoption of e-commerce in china; while
Assimakopoulos and Wu (2010) found reliability, compatibility, and PEU as influencing
factors for adoption of VOIP in china. This study tries to group the technological factors, in a
systemic way, to examine every possible variable (as an external and uncontrolled variables)
that might influence the Iranian distribution firms’ adoption of E-Marketing. The following
Table 4.4 shows a summary of technological factors identified in the review of extant literature.
The next section presents the potential technological related factors that might impact on the

adoption of E-Marketing of distribution firms.
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Table 4.4: Summary of Technological Factors Identified in the Reviewed Literature

N Factors No. of Studies Used the The Related Theory
Factor (s)
1 | Physical Infrastructures and 33 Studies TOE Framework
Sufficient Accessibility to Internet
Resources
2 | Complexity of Technology 20 Studies Diffusion of Innovation
DOD
3 [ Cost Effects 31 Studies TOE Framework
4 | Perceived Benefits 40 Studies TOE Framework
5 | Lack of Payment Facilities 3 Studies TOE Framework
6 | Lack of Reliable Power Supply 12 Studies TOE Framework
7 | Language Barrier 13 Studies TOE Framework
8 | Lack of Internet Address Space 4 Studies TOE Framework
9 | Compatibility 66 Studies Diffusion of Innovation
DOD
10 | Relative Advantage 38 Studies Diffusion of Innovation
(8]0)))

4.2.4.1 Physical Infrastructures and Sufficient Accessibility to Internet Resources

The performance and implementation of IT technologies rely on the available infrastructure of
the country, given cables and neighbouring conditions’ capabilities. It is assumed that if the
technology innovation adopted by a firm in emerging countries, then constant infrastructure
improvement is vital. The physical infrastructure in emerging countries is not as good enough
as in comparison with developed countries. The physical Infrastructure according to literature
could be the accessibility to internet (Ayeh, 2006, Chen and McQueen, 2008, Samoilenko and
Osei-Bryson, 2008), internet service characteristic (Wahid, 2007, Mohanna et al., 2011), lack
of systems among organisations in the same context (Bourgouin, 2002), and poor internet

interconnectivity between countries within the same region.

In many developing countries, the limited and insufficient access internet resources, considered
as a significant factor that influence the adoption and implementation process of organisations
and contributed to the great delay for firms (Uzoka et al., 2007; Molla and Licker, 2005;
Magembe and Shemi, 2002; and Shemi, 2012). There is a great need for accessing to sufficient
IT Infrastructure, delivery infrastructure and other infrastructures in countries to support the
adoption process. An organisation with the infrastructure in a poor condition, would have low
chance to progress or have great performance. This is sometime due to the control of system
by dominations or leading organisations particularly in many developing countries context
(Usman and Oyefolahan, 2014; Shemi, 2012). The literature shows that a company’s extent of

technology innovation adoption is significant on its intention to transform (Xu et al. 2004).

148



Studies by various scholars (Waheib, 2016; Aljowaidi, 2015; Aleid, 2011; Kaur, 2017; and
Usman and Oyefolahan, 2014) proposed that organisations with combined business models
require to continue to devote their budget on upgrading and updating their systems to be able
to meet the requirements of their customers, suppliers, business partners, and industry as well
as maintain their competitive advantage. These organisations are those that are more advanced

with the adoption of technology systems, such as electronic commerce or electronic business.

However, in some developing countries especially Middle Eastern countries, despite of the
availability of strong infrastructure, the cost of establishment and maintaining is high and need
a detailed planning, financial resources, and management that drive companies to seek for
Foreign Direct Investment (FDI) and get support from other wealthy countries (Al-Somali,
2011). However, wealthier emerging countries, in most cases have a strategic business models
that free them of being dependent to other nations (Usman and Oyefolahan, 2014). There are
many studies found the significant and positive impact of sufficient accessibility to
infrastructures on the adoption and implementation of IT technology innovations (Usman and
Oyefolahan, 2014; Ryberg, 2008; Van der Veen, 2004; Harindranath, Dyerson, and Barnes,
2008; M’kwiriga and Imaita, 2018; Misganaw and Singh, 2019; Ajmal, Yasin, and Norman,
2017; Salome and Ofunre, 2019; Tavallaei and Ahmadi, 2018; Ahmed Sheikh, Shahzad, and
Ku Ishak, 2016; Usman and Oyefolahan, 2014; Al-Somali,2011; and Shemi,2012).

4.2.4.2 Complexity of Technology

Complexity of the technology refers to the degree to which technology innovation is relatively
hard to understand and deploy (Rogers, 2003, P: 257). The more it takes to understand and to
function the technology, the more complicated and difficult is the technology (Rogers, 1995).
The more compound technology is, the more uncertain is the adoption (Premkumar and
Roberts, 1999). Therefore, the relationship between adoption of new technology and
complexity is negative (Rogers, 2003). The fear of complexity of technology may delay some
owner/managers in considering the IT adoption and implementation in their organisations.
Jennex and Amoroso (2002) stated that firms require to improve a business strategy for the

specific technology innovation that want to adopt for overcoming technological complexities.

Various Information Technology studies have found the complexity of technology have a

significant impact on technology innovation adoption (Chong, Bian, and Zhang, 2016; Shaltoni
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et al., 2018; Al Zoubi and Al Zoubi, 2019; Qashou and Saleh, 2018; Pathan et al., 2017;
Almoawi, 2011; and Hussein, 2009). New technology applications such as E-Marketing or e-
commerce, belong to the unit of information and communication technologies that deploy
standards and protocols with a variety of hardware and software which make the
implementation and adoption complex (Premkumar and Roberts, 1999). Extant review of
literature on the influence of complexity shows mixed findings. For instant, the less is the
perceived of managers/owners of the complexity, the greater is the adoption of technology
systems in Korean firms (Kim et a/, 2010), Vietnamese and Taiwanese firms (Lin and Nguyen,
2011). Moreover, studies by Lin and Nguyen (2011) and Ayo et al., (2010) found that PEU is
positively related to the degree of adoption of technology innovation. However, in a study by
Thong (1999), it was found that there is no relationship between complexity of technology and

the degree of adoption of technology innovation of IOS among Singaporean businesses.

4.2.4.3 Cost Effects

Adopting I'T/IS technologies in a firm needs different physical infrastructure such as: hardware,
software, IT experts, and internet system, that all are quite costly for firms. The expenses and
budgets that devote for a particular technology, influence the speed of utilisation and
implementation. The less budget spends on a particular technology, the more possible and
quicker the technology adoption (Premkumar and Roberts, 1999; and Wymer and Regan,
2005). Therefore, among the challenges that delay the growth in firms, the problem related to
finance and cost is one of the most important factors, since it is associated to the firm’s financial
resources that can be used for setting-up, purchasing essential ICT for implementation,
consultancy charges, and preparation, training the employees, and the cost of websites,
software, hardware, and other infrastructure’s maintenance (Mutula and Van Brakel, 2012; Lee
et al, 2011;Mutula and Van Brakel, 2007; Idisemi et al, 2011; Shemi,2012; and
Alrousan,2014). Although, adoption and implementation of all technology innovations might
be costly however, ICT is a beneficial mean for organisations and government as it lowers
various costs (Chaffey et al.,2016), gives the capability to send data in digital layout with the
lowest costs, diminishes the cost of directing the supply chain (Gallagher, 1999), decreasing
selling/buying and obtaining (WTO, 2001), offering the prospects for both organisations and
customers to establish (Kehoe, 1998), and reducing the after service costs (Hawkins,1998; and

Rahayu, 2015). Table 4.5 demonstrates the cost types described earlier.
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Table 4.5: The Types of Costs Derived from Technology Adoption

N | Items Drivers /Barriers
1 | Costs of Communication Driver
2 | Deliver information in digital format Driver
3 | Reduce the cost of supply chains Driver
4 | Reducing selling cost Driver
5 | Reduce buying cost Driver
6 | Providing opportunities to sell Driver
7 | Reducing the cost of customer service and after-sales setvice Driver
Implementation cost Barrier
9 | Maintenance cost Barrier
10 | Distribution costs Barrier
11 | Instalment, setting up, hardware and software Barrier
12 | Cost of Internet connection and telephone charge Barrier
13 | Cost of implementing ICT infrastructure Barrier
14 | Delivery infrastructure Barrier
15 | Increase saving Driver

Source: adopted From Hamed (2009)

Technology Innovation adoption and implementation cost factor has extensively been tested
since the term, “cost” is a main element of the efficacy measurement of organisational
performance (Bazazo et al., 2017; Morteza et al., 2011, and Seyal et al., 2005). The extant
literature suggests the cost as a variable that hinders the organisation’s decision for adoption
and implementation of technology (The higher the costs of adoption, the slower the adoption
and implementation is) (Idisemi et al., 2011; Shemi,2012; Alrousan,2014; Tauringana,2019;
Sheikh, Shahzad, Ishak, 2017; Bazazo et al., 2017; and Erum, Rafique, and Ali, 2017). For
example, Alam (2009) who conducted a study on 645 sampled firms in Malaysia, suggest that
cost has a significant relationship with the technology adoption. The greater the degree of

concern on cost of adoption and implementation, the lower the IT-intensity is in firms.

On the other hand, some studies (Sila, 2013; Cloete et al, 2002; Mukti, 2000; Sila, 2013;
Morteza et al., 2011; and Al-Somali, 2011) found cost as a driver, not an inhibitor for

technology innovation adoption among businesses. Although considerable number of studies
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focus on the cost, but the majority of the scholars focuses on cost as an inhibitor factor of
technology adoption. However, there is a lack of research that focuses on cost as a driver factor
of technology adoption and implementation and little research studies relationship between
cost and the level of technology adoption within firms from its cost benefit perspective. Hence
this study under financial context, will examines the influence of cost and benefit toward the

technology innovation adoption by organisations.

4.2.4.4 Perceived Benefits

Perceived benefits refer to the level of the acceptance of the probable advantages and benefits
that technology innovation can provide for the company as a result of adoption (Tiago and
Maria, 2010; and Iacovou et al., 1995). In the other word, perceived benefits related to the
anticipated rewards from the technology innovation, and the extent to which, individuals and
organisation acknowledge the relative advantage of the technology innovation can bring to the
organisation (Seyal et al., 2007; and Chibelushi and Costello, 2009); or are the expected returns
on investment in innovation (ROI) (Chwelos et al., 2001). There are numerous advantages
offered by technology innovations such as reducing the organisation cost, time processing,
growth in market share, and the productivity enhancement (Turban et a/, 2010) which is
classified into direct benefits (operational investments result from productivity) and indirect
benefits (indirect benefits are prospects, provided by deploying the new technology). (Table
4.6) (Pfeiffer, 1992; and lacovou et al., 1995).

Due to the cost of the adoption, a realistic adopter would only devote investment in a
technology that either support the firm to resolve the existing issues or offer new business
opportunities (Beatty et al., 2001). Moreover, the more the management understands the
advantages of technology innovation, the more possibility on devotation of more
financialvresources (Tiago and Maria, 2010). Conversely, the less, the perception of
managers/owners from the perceived benefits of technology innovation, the more uncertainty

and resistance for the adoption of ICT (Kapurubandara and Lawson, 2006).

152



Table 2Potential Benefits from Adoption of Technology Innovation

Benefits Reasons
Direct Benefits: - Workforce savings; Exclusion of paperwork.
Increased cash flow
Convenience of payments - Increase in payment methods (Activated as Click of
the mouse).

- Reduce of risk related to carrying cash.
-  Better scope of business transactions (Competitive

Powers).
Reduced transaction costs - Faster exchange processing of information.
Reduced inventory levels - Reduced ordering costs; quicker order cycle.
Developed information quality - Enhanced accuracy and accessibility of information.
Indirect Benefits: - Greater information management and
Developed operational efficiency increased internal operations due to time and cost
reductions.
Developed customer service - Shorter lead times; more timely information about

transaction status.

Increased and expanded trading partner Increased trust through enhanced sharing of

relationships information; elimination of errots.

- Enhanced capability to participate in Just-in-Time
programmes.

Strengthened capability to compete - Developed ability to go to new markets.

- Developed ability to provide better setvice at a lower
cost.

Source: Adopted from Pfeiffer (1992), Rabie (2013), Ozkan, 2009, Puri (1997), Kuan and Chau (2001), Quayle
(2002), and lacovou et al. (1995)

Perceived benefits found to be a positive and significant factor for the adoption of technology
innovations of orgaisation by many scholars (Rahayu, 2015; Ghobakhloo and Tang, 2013;
Sheikh, Shahzad, Ishak, 2017; San-Martin and Jiménez, and Lépez-Catalan, 2016; Kumar et
al., 2019; Arora and Aggarwal, 2018; Rabie, 2013, Ifinedo, 2014; Seyal et al, 2004; and
Ohunmabh, 2015). For example, perceived benefits found to be a strong and significant predictor
of the level of technology innovation adoption such as electronic commerce (Rabie, 2013), EDI
(Zhu et al., 2006), IOS (Thong, 1999), electronic payment (Ifinedo, 2014). Moreover, Duan et
al. (2012) discussed that firms are likely to deploy technological innovation, if they perceived
that the particular technology required would overcome the performance gap or open new
business opportunities. This present research predicts that, if the owner/managers, experience
some of the benefits of technology innovations is more expected to enhance the degree and

level of adoption.

153



4.2.4.5 Lack of Payment Facilities

Most firms and customers within the market face severe restrictions in regards of the
connectivity, capability to pay, distributions, inclination to do purchases through webpages of
firms, credit cards ownerships, and access to other resources of payment for online buys and
availability in regards of physical distribution. Moreover, the lack of payment facilities such as
credit cards have prohibited the completion of transactions in some developing countries. For
example, in Iran due to the sanctions, both individual and organisation cannot use Master card
nor credit card/visa card or any other debit card which stop the firms on conducting

international business.

4.2.4.6 Lack of Reliable Power Supply

Another condition that influencing the adoption of technology innovation is the unreliable
power supply or electricity to run IT facilities. This is more visible in less developed countries.
For example, in countries like Tanzania (Mercer, 2005) and Botswana (Shemi, 2012), prior
researchers found that the shortage of power supply or electricity stopped organisations
particularly in countryside from adoption of technology innovation systems. It is believed that
insufficient power supply condition in Nigeria is very probable to delay the adoption of new
technology (Onyema, 2011). Moreover, Agboola (2006) found that shortage of power supply
and applicable tele-communication infrastructure is one of the main variables responsible for
low level of adoption of information systems. In general, national infrastructure is a
combination of a country's physical structures such as: transportation, electricity, postal and
delivery services, internet sources and connectivity (Arreymbi, et al., 2008). The national
infrastructure, particularly the power supply, has been found to lead the firms to challenges and
difficulties (Ihua, 2009; and Adenikinju, 2005) with negative influence to the level of IT
adoption. Developing countries heavily rely on national network for power supply (Ihua, 2009),
Whereas industrialised countries’ power supply is not considered a predictor for the technology
innovation adoption. Thus, power supply in developing countries is considered as an important
factor for technology innovation due to the supply irregularities. Studies conducted by Irefin et
al. (2016); Onyema (2011), Akintola (2011), Arreymbi, et al. (2008), and Akpan-Obong (2007)
found that lack of power supply is negatively influence the adoption process and
implementation since, technological tools consuming considerable power supply. With the
availability of adequate infrastructure, particularly electricity supply, the adoption process of

firms will be increased with continuous usage (Irefin et al., 2016).
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4.2.4.7 Language Barrier

Several prior studies have highlighted the language barrier as a factor that discourages many
individuals in developing countries from contributing to technology adoption process
(Vatanasakdakul et al., 2004; Simmons, 2016; Sadek, 2016; and El-fitouri, 2015). They (ibid)
assert that IT and IS applications are more advanced in Western countries with English
language as it is the key language for the communication and thus, it is taken for granted that
individual within other non-English spoken countries require to instinctively know and
understand the language that may not be valid in other contexts. The developments in ICT
appear to be of minor significance to many cultures since, it is believed that such dissimilarity
can form and drive nation’s dependency toward technology innovation itself, and that is why
some certain cultures are unlikely to use recent innovations such as wireless communications

and web-specific technologies (Beekhuyzen et al., 2005).

Khasawneh and Ibrahim (2008) state that while most information technology applications are
initiated under the developed nation ‘s language, individuals in countries be able to effortlessly
employ the new technology with no language barrier. However, individuals in developing
countries utilise dissimilar languages than those used in developed countries. This scenario
unintentionally could make challenges in the adoption of technology innovation (Khasawneh
and Ibrahim, 2008). Scupola (2012), found negative impact of language that hindered many
Chinese organisations from deploying a certain technology innovation was the language
barrier. Moreover, Beekhuyzen ef al. (2011) found that the language barrier significantly
impacts the adoption of new technology and suggest that firms can overcome this barrier with
the support of multi-lingual applications. Furthermore, Dahnil ef al., 2014; Gyamfi, 2016;
Bataineh and Al Mutawa, 2016; El-fitouri, 2015; Aidah, and Ngemba, and Hendra, 2017
empirically studied the decision of organisations on adoption of I'T/IS in their businesses, found

no significant relationship between language and the technology innovation adoption.

4.2.4.8 Lack of Internet Address Space

Another factor that has been stated by few scholars (Chibelushi and Costello, 2009; Shemi,
2013, and Gyamfi, 2016), is the lack of internet address space. Chibelushi and Costello (2009)
and Gyamfi, (2016), discussed that the existing internet generation is facing a problem of
lacking the address space because of the congregation of smart mobile phone usage, growth of
Information Technology and Information System adoption in developing countries, extensive

deployment of the Radio Frequency Identification (RFID) tags, etc. Moreover, Gyamfi (2016)
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state that this issue can continue until the next Generation Internet Protocol version 6 (IPv6)is
deployed by all businesses. This factor has been tested by two studies, found lack of internet
address space has no significant impact on the adoption and implementation of Information

technology. Hence, this study will further investigate the significance of this factor.

4.2.4.9 Compatibility

The perceived compatibility is an element of the Diffusion of innovation Theory (DOI) refers
to the degree to which a particular technology innovation fit with current system, organisational
environment and culture, work practices, current values, former experiences, and possible
requirements. A technology innovation could be accepted by individuals and organisation, if it
is tune and compatible with these accepts (Rogers 2003; and Morteza et al, 2011).
Compatibility between firms’ policies and technology innovation would make the adoption
process easier in a more familiar perspective (Rogers, 2003). On the other hand, compatibility
is also associated to the extent, to which the technology innovation meets the
customers/suppliers’ needs. if they perceived that the adopted technology is compatible to their
needs, this usually speed up the adoption process (Rogers, 2003; and Rahayu, 2015). If the
innovation technology deemed by the firm be irrelevant to the needs of the customers/suppliers,
although the innovation technically and financially appears to be useful in performing the tasks,

it might be rejected by them even if it generated better-quality results (Rogers, 2003).

This study considers compatibility as one of the possible factors that influence the adoption of
E-Marketing. Many scholars found the perceived compatibility have a significant and positive
relationship with the adoption of various technology innovations (Samat et al., 2017; Faqih,
2016; Purwandari, Otmen, and Kumaralalita, 2019; Qashou and Saleh, 2018; Bazazo et al,,
2017 Wismantoro, Aryanto, and Widyatmoko, 2017; Ahmad et al., 2014; Aziz and Jamali,
2013; Ghobakhloo and Tang, 2013; Adewale et al., 2013; Almoawi and Mahmood, 2011; and
Kilangi, 2012) For example, in the study conducted by Huang ef al. (2006) in Taiwan found
that individual’s technology acceptance is determined by perceived compatibility, as a
significant predictor, whilst Shareef et al. (2011) recommended that when reflect on social
norms, behavioural characteristics, society, and culture are essential fundamentals of the
compatibility variable. Furthermore, Premkumar and Roberts, (1999) found compatibility as
significant factor that influence the IS adoption positively and can lead to significant
transformations to the organisation’s work practices that can reduce the resistance to change of

organisations.
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There are few studies however, found no significant relationship between the compatibility and
adoption of technological change (Chong et al. 2009; Wongpinunwatan and Lertwongsatien
2003; Ramdani et al. 2009; and Lin and Lin 2008). They (ibid) discuss that compatibility might
be less effective when the technology innovation is disrupting especially when the
transformation is from the traditional business model, the whole production systems transform,
and the supply change changes. For example, Lin and Lin (2008) highlight that the
compatibility has significant impact on the initial stages of adoption but not significant to the
extent of execution since the technology adopted in the organisation might already completed

the necessary organisational transformation, decreasing the impact of compatibility.

4.2.4.10 Relative Advantage

Relative advantage a factor from the DOI theory has been studied very broadly in previous
studies and it is found to be a significant and positive factor developing and using steadily in
business and marketing studies (Rabie, 2013; Al-Somali,2011; Hung et al., 2011; Alrousan,
2014; Abou-Shouk, Megicks, and Lim, 2013; Ahmad et al., 2014; Al-Alawi and Al-Ali, 2015;
Aziz and Jamali, 2013; Shaltoni ef al., 2018; Qashou and Saleh, 2018; Garg and Choeu, 2015;
Awiagah, 2016; and Rahayu and Day, 2015). In fact, diffusion of technology is mainly
considered in terms of its benefit, the greater the profit from a technology innovation, the
sooner adoption will transpire. The term “Relative advantage” refers to the probable benefits
and the effectiveness result from information technology applications (Rogers, 1995). The level
of relative advantage is measured by various contexts such as economic or technical factors.
For example, several scholars expressed relative advantage as financial profitability, increased

prestige of organisation in its industry or among the suppliers/customers, and social benefits
(Megicks, and Lim, 2013; and Ahmad et al., 2014).

In fact, these measurements are associated to the insights of individuals about the technology
innovation’s influence on the firm’s performance (Tabak and Barr, 1998). Lee et al. (2004)
found the positive impact of relative advantage on the technology adoption and stated that
when an IS innovation is apparent to provide more benefits over the organisation’s existing
performs, it is more expected to be implemented and the organisation would initiate the
experimental stage. Moreover, Abou-Shouk et al. (2012) assert that firms adopt new innovation
technologies to strengthen current competitive advantage, transcend current competitors,
discourage new competition, and to generate more profit. Rabie (2013) found that relative

advantage is the only factor for differentiating adopters from non-adopters in all types of
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adoption (E-Marketing, e-commerce, EDI, etc.). In the other word, the perception of firms from
the technology innovation’s relative advantage is vary from the perception of non-adopters

(Iacovou et al., 1995).

4.2.5 Legal and Regulatory Factors (External Related Factors)

Adoption of ICT applications particularly in developing countries’ context, generally suffer
from lack of policies and regulations or vice versa, and institutional restrictions which result
from inadequate market experience and because of benefiting excessively from technology
developments. The formation of a supportive environment for technology innovation adoption
has shaped majority of the policymaking discussions since 1990s (Zhu and Thatcher, 2010).
Undeniably, information technology and ICT rules and regulations are very essential for the
internet market as it can simplify or hinder the firms to adopt IT adoption. In fact, the accessible
environment of the Internet conveys with it many problems including hesitation, lack of
clearness, fraud, and card misuse, that in turn pose exclusive requests on regulatory support. It
is extensively accredited that a country’s government may make encouragements and
difficulties to adoption and use ICT. Davidson (1989) discussed that an unfavourable tax
scheme, complex policies and regulations can severely hinder companies from the adoption of
ICT. While ICT and technology innovation do not have any restrictions, the regulation does.
Understanding the determinants of organisations’ decision to adopt technology innovations is
dependent upon the integration of internal and external factors. There were many theories of
technology adoption previously explained from the external perspective that were emphasising
on the environment and technological factors. This section is focusing on the legal and

regulation factor that is also an external and uncontrollable factor.

By reviewing the extant literature, one factor was identified as influencing factor from this
context that might impact on the adoption of E-Marketing of distribution firms. Table 4.7
shows the factor related to legal and regulatory context. The next section presents the factor

related to legal and regulatory context.

Table 3: Summary of Legal and Regulatory Factor Identified in the Reviewed Literature

N Factors No. of Studies Used the Factor (s) The Related
Theory
1 Lack of Technology Legislation 9 Studies TOE Framework
and Guidelines
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4.2.5.1 Lack of Technology Legislation and Guidelines

Any technology innovation requires legislations and developed rules, for regulating the flow
of the business over the online environment (Awad, 2004). For example, there is a great number
of products and supplies that could be purchased and traded illegally over the internet. The lack

of legislation and rules such as lack of technology legislation on products/services, piracy of

products and services in terms of copyright protection issue, transaction issues, trademark
security problem, has led the firms to struggles in finding a solution (Mark 2003; Hamed,
2009). Moreover, online fraud and viruses are also a severe matter that is under study, since
major companies have had their computer processers wrecked by hackers (Vernon, 2000;
Abou-Shouk et al., 2012; and Alrousan, 2014). Also, the full variety of plagiarised software
accessible in the market at minimum or no cost needs copyright and other matters to be
measured (Fredricks, 2001, Hamed, 2009). The regulation of technology innovations, build
trust and demonstrates the conceivable way forward to use technology innovations. However,
laws and deterrence of these difficulties is challenging for governments. Technology
innovation legislation could clash with other rule and parameters within a country. Table 4.8

shows these issues.

Table 4: Regulation and Rules Issues

N Items Drivers/Barriers
1 Requirement of legislations to control the flow of business. Driver
2 Products and supplies can be purchased and traded illegally over internet. Barrier
3 Piracy of goods. Barrier
4 | The lack of rules leads to difficulty for firms in finding a solution. Barrier
5 Online viruses becoming a serious matter. Barrier
6 | The regulation of technology innovation will build trust. Driver
7 | Regulation and anticipation are very hard for governments. Barrier
8 Each regulation could conflict with others in a country. Barrier
9 Security concerns of network systems. Barrier

10 | Concerns about the use of new technologies with traditional property led Barrier

to issues such as fraud.

Source: Adopted from Hamed (2009)

There seems to be an extensive emphasis that firms functioning in the industry, where Rules
are well-established are found to make technology adoption decisions easier (Premkumar et
al., 1994). For example, Yu-hui (2008) conducted an experimental study for investigating the
determinant factors of e-procurement adoption in China, found that lack of regulation and

policies are negatively impact and hinders the adoption of the technology innovation.

159



Governments require to build structured framework for electronic and online trading to reduce
the taxation obstacles and to strengthen the legal protection of a particular technology
innovation (Yuhui, 2008). Ndubizul and Arinze (2002) examined the influence of the quality
of regulation and implementation on the increase in level of e-commerce, found that online
hackers and poor authorised policies and execution are the main threats. If governments
indicate, clear commitment to all types of technology innovation tools, this converts to clear
guidelines and policy measures that in turn, inspire organisations for e-transformation (Zhu

and Thatcher, 2010; Dutta et al., 2004; and Yu-hui, 2008).

When government shows a strong commitment to the technology innovation, possible adopters
would interpret it more positively and therefore, would be more eager to adopt (Yu-hui, 2008).
The extant literature proposes that the regulatory environment conception is alike to
government rule (Zhu and Kraemer, 2005; Umanath and Campbell, 1994). Prior studies
conducted in developing country context (Seyal ef al., 2004; Zhu and Thatcher, 2010; Zhao et
al., 2007; Al-Somali et al, 2011; Hung et al., 2011; Hudhaif and Alkubeyyer, 2011; and
Mrabet, 2017) found that the important role of government in affecting the adoption of

technology for firms.

All authorities necessitate regulatory changes to report for “cross-national trade flows”. Sutter
(2012) quotes the UK’s E-Commerce Instruction (2000/31/EC) as a sample of technology
regulatory. Regulatory support stimuluses the growth of technological infrastructure and info
that in turn, inspires firms for technology diffusion (Ghobakhloo ef al., 2012). On the other
hand, the lack of technology regulations considerably influences the new technology adoption.
By deploying the TOE model, Pudjianto and Hangjung (2009) found that E-Marketing
adoption was the main factor in low adoption activity in Sri Lanka. Instead, Singapore which
was a primary adopter, endorsed its benefits to business (Zhu and Thatcher, 2010). Other
countries that were simplifying adoption through improvements of infrastructures and
facilitating legislation were Iran (Fathian, Akhavan and Hoorali, 2008), Vietnam (Huy et al.,
2012), Malaysia (Alam et al., 2008; Ghobakhloo et al., 2012; and Tan et al., 2009), Bangladesh
(Al Noor, 2011; Azam,2007), and South Africa (Mpofu and Watkins-Mathys, 2011).

160



4.3 Gaps in the Literature of Technology Innovation Adoption

4.3.1 Gaps and Discussion on the Theories and Factors

As been reviewed in this chapter, it can be seen that, there is a wide range of theoretical
frameworks that have been provided by numerous factors and variables, that role as drivers or
barriers of technology innovation adoption and implementation. These studies were based on
independent variables that led into the development of conceptual framework. For example,
the research conducted by Huy et al. (2012) was based on sixteen independent factors, while
Al-Somali (2011) identified nineteen and Rahayu (2015) twelve independent variables to study
of technology adoption in firms. Another remarkable point gained from the review of extant

literature was that similar studies were generating inconsistent results.

For example, management support found to be a significant factor of technology adoption in
studies by Hussin and Noor (2005) and Shemi et al. (2013) while Seyal ef al. (2004) and
Sparling et al. (2007) found this factor is not statistically significant in the technology adoption
context. Moreover, majority of previous studies deployed dissimilar terminology of defining
same variable. Various prior studies have deployed different terms to explain the advantages
of utilising technology innovation such as technology perceived benefits (Alamro and
Tarawneh, 2011; Seyal et al., 2005; Kurnia et al., 2009; Ifinedo, 2011; and Rahayu,2015) or
perceived usefulness (Azam and Quaddus, 2012; Yoon, 2009; Lin and Wu, 2004; and Khan et
al., 2010). In another indication of such conflict, some studies required to describe technology
innovation adoption by focussing on the factor given that if it is a facilitator or a barrier for the
adoption of technology innovation. For example, Abou-Shouk et al. (2012) considered the
perceived benefits of technology adoption, while Heung (2003) examined the barriers of
technology adoption process. This extensive variety of identified factors influencing the
technology adoption in firms and the different important predictors generated by studies can

be accredited to two main explanations:

First, it is assumed that dissimilar socio-cultural environments direct to different level of
technology innovation adoption among firms. This fact is confirmed by Scupola (2009) and
Zhu et al. (2006) who studied the influencing factors of technology adoption in different
countries. The findings from the extant literature show that the environmental attributes and
technology readiness have more significant role in the adoption decision of firms in developing

and developed countries. For example, Kartiwi (2006) found that the determinant factors of
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technology adoption in developing and developed countries’ context are different due to the

cultural differences.

Second, few numbers of studies focused on the different levels of technology innovation
adoption in firms, while majority of scholars focused on technology adoption context as a
dichotomous factor. However, it was found that different variables affect different levels of the
technology adoption (Al-Somali et al., 2011; Hussein, 2009; and Chen and McQueen, 2008).
Scupola (2009) underlined that there is a necessity to focus on different rate of technology
adoption as dependent factors. For example, Chen and McQueen (2008) have examined the
impacts of Hofstede’s cultural elements on the individuals’ attitude, found different impacts in

different levels of adoption.

On the other hand, the review of extant literature demonstrated that different studies explained
different categories of factors affecting the technology adoption in organisations: For example,
many studies by using the TOE framework, used three contexts for the effective variables:
technological, organisational, and environmental attributes (e.g. Al-Somali,2011; Hung et al.,
2011; Mrabet,2017; Alamro and Tarawneh, 2011; Ghobakhloo et al., 2011; Hao et al., 2010;
Seyal et al., 2005; and Scupola, 2009). Moreover, some studies add an additional context such
as managerial/individual context, and adoption barriers (e.g., shemi, 2012; Rahayu and Day,
2015; Rabie, 2013; Huy ef al., 2012; Ching and Ellis, 2004; and Hussein, 2009). Moreover,
Raymond (2001), developed four characteristics of environmental attributes, marketing
strategy, individual attributes, and characteristics of electronic commerce, Kurnia et al. (2009)
grouped the factors into national, industrial, and organisational e-readiness, and environmental
pressure, and Abou-Shouk et al. (2012), grouped into three categories of essential, marketing,
and competition benefits to investigate the influencing factors of technology innovation in
Egypt. Thus, the review of extant literature shows that determinant factors of E-Marketing
adoption of distribution firms are either associated to groups of theoretical model or other

groups developed individually by scholars based on the objectives of each research.

4.3.2 Gaps in the Literature of E-Marketing Adoption

After reviewing the extant literature on the internet and adoption of technology innovations,

several gaps were identified:

1- The majority of conducted studies were focusing on SMEs and there were few empirical

researches that were focused on the adoption of technology without considering the size of
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the firms. This caused to the lack of knowledge on how factors operate in large firms with
sufficient financial resources.

Studies focussed mainly on the adoption of technology innovation from the organisational,
technological, and environmental perspective. However, businesses’ adoption of technology
innovation is also influenced by different factors that derived from the individual’s
perceptions, characteristics, and behaviours.

The literature on the determinant factors of technology adoption exposed an enormous
number of variables that could impact the adoption of technology innovation. For example,
Zaltman, Duncan, and Holbek (1973) identified more than 21 contexts or attributes of
technology innovation that were determined mainly from prior studies on the adoption and
diffusion of technology innovation, Rabie (2013) found 21 variables as the influencing factors
for adoption of E-Commerce; or Rahayu and day (2015) found 10 variables in 4 contexts of
E-Commerce adoption. Thus, this recommends that more studies on the adoption of
technology innovation, are required.

There were few studies on the adoption of technology innovation in Iran context, particularly
on the adoption of E-Marketing (Table 2.4 in Chapter two). Majority of those few studies in
Iran context were more focused on the SMEs in both manufacture and service sector. This
has led to a scarcity of the ability to solve specific sector’s problem in adopting technology
innovation as the focus were generally on SMEs in both service and manufacture sectors.
These studies attempted to investigate the influencing adoption factors but none of them
studied the variables that influenced the adoption of E-Marketing in the distribution sector.
Majority of the focuses are on the factors influencing the adoption of E-Commerce or E-
Business. However, there is a lack of studies conducted in investigating the influencing
factors of E-Marketing adoption. There is a need in conducting more studies to investigate
the influencing factor of E-Marketing especially in developing countries’ context. This is
because, as reviewed previously in the extant literature, there are various levels of E-
Marketing adoption from the initial stage to the advanced. As reviewed previously, most of
the firms in developing countries due to the existence of many barriers, decide not to adopt
or they remain in the initial stages of adoption. E-commerce and e-business are more
advanced technology innovation and those mentioned firms cannot shift directly into those
levels, without having the foundation and developed infrastructures.

Most of the conducted studies are in developed countries, and there is a lack of conducted
studies in the context of developing countries and in particular, the Middle Eastern developing

countries. However, there is a great need to conduct more studies on the influencing factors
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of E-marketing adoption in the Middle Eastern developing countries, as explained in chapter
Two, the number of internet users and internet penetration in this context is higher than
developed countries, however not many businesses take the opportunity to embrace their
business strategies with such technology application.

Finally, there is a lack of researches conducted to investigate the impact of E-marketing on
the performance of the firms as explained in chapter Two. Only few studies, as explained
previously focused on this perspective of technology innovation adoption. There is a
requirement to focus more on the adoption of technology innovation from this perspective,
particularly in developing countries context. If the organisations be more aware of the impact
of'technology adoption on their business performance, they would more consider the adoption

or shifting to higher level of technology adoption.

4.4 Preliminary Research Framework and Literature Synthesis

Review of literature and the theories of new technology show that the impact and influence of
E-Marketing adoption on distribution firms’ marketing performance depends on different
contexts. Based on this view, current study has developed a preliminary framework out of the
review of the extant literature of the theories of new technology to justify the knowledge gaps

in the study area.

First, 43 determinants of E-Marketing adoption of distribution firms that have been
investigated through reviewing the extant literature which will be re-examined to suit to the
current study context. Semi-structured interviews will be developed by focusing on the aims
and objectives of the current research to purify the 43 variables that have been investigated
through reviewing the extant literature. Moreover, in the literature there were various
discussions on the classification of determinant factor of E-Marketing adoption. Even though
the determinant factors of E-Marketing adoption can be classified to drivers and hindering
factors, scholars in this context (e.g., Abou-Shouk, 2012, Rabie, 2013, Shemi, 2012, and El-
Gohary 2009) classified the influencing factors into external and internal categories which are
both appropriate and practical for this study and context. Therefore, this study, categorise the
factors that might impact the adoption of E-Marketing of Iranian distribution firms, into
external and internal factors. Accordingly, for the aim of conducting this study, the investigated
internal and external factors of E-Marketing adoption by Iranian distribution firms were
classified into 3 sub-categories of: Environmental, Technological and Legal and Regulatory

characteristics as external and uncontrollable factors, and 2 sub-categories of Individual and

164



Organisational characteristics as the controllable and internal factors. Therefore, the new
context of determinant, makes an originality in this current research, as no prior study has been

discovered study on this perspective.

Second, this research reviewed 10 theories of new technology and found 43 variables suitable
with the research context and research aims and objectives. These theories that are underlines
the integrative conceptual model introduced by El-Gohary (2009); Rabie (2013); Qashou,
(2017); Shemi (2012); Al-Somali (2011); Alrousan (2014); Ohunmah (2015); Aldwsry (2012);
Idris, Edwards, and McDonald (2017); Abdulhakeem, Edwards, McDonald (2017); and
Rahayu (2015). The focus of these theories and the limitations of each were explained in
Chapter 3, and the justification on choosing these theories explained in chapter 3 section 3.6.
This integrated approach, could describe factors of E-Marketing adoption of distribution firms
in a wider perspective including environmental, individual, organisational, technological, and
legal and regulatory attributes. This research integrates theories of new technology including
1) TOE framework; ii) Decomposed Theory of Planned Behavior; iii) Perceived E-Readiness
Model; iv) Resource-Based View; v) Model of PC Utilisation; vi) Diffusion of Innovation; and
vii) Motivational model. These theories are selected since they are the most dominant and
adopted theories among the studies conducted in the study context as well as these theories
lead to a holistic approach focusing on both internal and external factors. Moreover, only few
studies integrated more than two theories of technology adoption were focus only to one
perspective context. the research extends the integrative model by deploying the stated theories
as they have never been integrated into one model by prior studies. 43 variables were derived

from these theories which will be re-examined in the qualitative phase for the purification.

Two new perspectives of determinants so-called individual/managerial factors and legal and
regulatory attributes driving distribution firms’ E-Marketing adoption, will also be examined
in this study. Therefore, these two-new contexts of determinants make a uniqueness in this
current study, as no prior study has been determined study on these two perspectives along

with TOE framework.

Third, in term of E-Marketing implementation constructs (see figure 4.1), this study considers
two variables suggested by El-Gohary (2009), Al-Somali (2011); Lee and Tsai (2005),
Mathews et al. (2019), Setiowat (2015), Hussein (2010), Iddris and Ibrahim (2015), Bharadwaj
et al. (2013), Brodie, Winklhofer, Coviello, and Johnston (2007), and Azam (2014) including:
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1) the level of implementation; and ii) the tools of E-Marketing implementation. Utilisation of
these constructs is based on the following reasons: 1) these constructs have been confirmed
statistically as greatly important constructs of technology adoption context in prior studies; and
i) the constructs were vastly used in prior studies and are the most used ones within Iran

context (see chapter 2, section 2.4).

Fourth, in regard of marketing performance measures (see figure 4.1), this study considers both
financial and non-financial perspectives to investigate the current and future marketing
performance of the distribution firms. Two variables will be examined form the financial
standpoint 1) profitability growth; an ii) sales growth. Since only these two financial variables
could be examined either quantitatively or subjectively as prior studies (Yeoh, 2014) suggested
gaining firm’s financial statements offers challenges to scholars as companies prevent to reveal
commercially sensitive data. Moreover, four non-financial performance measures will also be
examined, including 1) efficiency performance measures; ii) knowledge obtained as a result of
technology innovation adoption; iii) operational performance measures; and iv) realisation of

firm’s objectives (refer to chapter 7, section 7.4.1).

Fifth, in regard of the country of investigation, this research deploys Iran as the study setting
of the literature review has exposed that there was no conducted study in Iran from 1993 to
2021 on the E-Marketing adoption of distribution firms (see table 2.6 in chapter two).
Therefore, this opens a wide prospect to conduct a research in the study area in Iran as the

integrative conceptual framework is still scarce in the prior studies.

Finally, in regard of industrial viewpoint, considering an inadequate number of distribution
firms undertaking online business in their marketing activities in Iran, this research appeals the
sample from all distribution firms in Iran in all organisation sizes to avoid inadequate data. The
determinants will then be examined in regard of unities and differences according to other

industries.

These 43 wvariables will be purified with exploratory interviews. The E-marketing
implementation tools (E-Marketing tools and Levels of E-Marketing) and the Marketing
Performance measures were discussed in chapter 7 which are as the results of the literature
review and interview results). These 43 variables were chosen from the literature review by

bearing in mind that Iranian distribution firms are on the deprived end of the digital era and
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might miss the advantages of E-Marketing as well as keeping in mind that implementing E-
Marketing can be throughout different tools, and levels of implementation. The preliminary
study framework synthesis from the review of extant literature and the theories of new

technology demonstrated in Figure 4.1.

Preliminary Research Framework of the Influencing Factors of E-Marketing Adoption

and Current and Future Marketing Performance

Environmental
Context Financial
(Eight Variables) Performance

Individual Context i. Profitability Growth

(Twelve Variables) \ A ii.Sales Growth

E-marketing Implementation

Organisational \ ) e Level of E-Marketing / Non-financial
— Context Implementation |
(Twelve Variables) . % ' Performance
» e Tools of E-Marketing \ .
Technological A Implementation ‘ il
performance
— Contgxt — li.Knowledge
(Ten Variables) .
- obtained because of
y / < technology
Legal and e innovation adoption
Regulatory Context | ’ iii. Operational
~¥”  (One Variable) performance
measures.

iv. Realisation of
firm’s objectives

Figure 4.1: Preliminary Research Framework
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4.5 Chapter Summary

One of the main purposes of this study is to identify the influencing factors of the E-Marketing
adoption by distribution firms. Towards accomplishing this end, various theories of new
technology adoption such as TOE framework, Theory of Planned Behavior, Theory of reasoned
Action, Technology Acceptance Model, Decomposed Theory of Planned Behavior, Perceived
E-Readiness Model, Resource-Based View, Model of PC utilisation, Diffusion of Innovation,
and Motivational model were presented and discussed. By relying on the findings from chapter
Three, the main findings of this chapter are that most of the previous studies focuses upon
external characteristics of the firms, whether the environmental or technological attributes that
are uncontrollable factors rather than internal aspects such as organisational or the individual
attributes such as the management support, PUE, degree of formalisation, or Management and
employees’ IT knowledge. Moreover, there is no focus and concentration on the legal and
regulatory related factors such as technology legislation issues. This outcome demonstrates an
obvious gap in future study to investigate and focus more on internal factors such as
individual/managerial and organisationl attributes, as well as rules and regulatory attributes in

depth.

The literature was also examined to differ according to the type of technology innovation tool,
industry, countries of the conducted study, tools, and levels of implementation. It was found in
the literature that different levels of implementation have different influencing factors that
inspire firms to adopt different technology innovation. These outcomes open a gap for future
to approve the determinants of organisation’s E-marketing adoption according to their study

scope and background.

It was also found that some factors were studies and deployed in a limited number of prior
studies, that make those factors hard to be generalised. For instance, there has been quite
limited studies that examined the relationship of the adoption of job fit with PC use, long-term
consequences of PC use, organisational culture, the business partner affiliation, marketing
capabilities, level of decentralisation, lack of payment methods, language barrier, lack of
internet space, and normative social influences. Neither does the extant literature pay wide
attention for studying determinants of E-Marketing adoption in distribution sector (when
compared to the frequency of studies into SMEs or other sectors such as tourism and hospitality

or internet banking studies). There was no study found to study and focus on distribution sector
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whereas the current study attempts to develop in a more specific industry and scope by

investigating the determinant s factors of E-Marketing adoption in distribution sector.

While prior studies implemented and conducted study mostly on organisational and external
attributes as well as having a single study approach either quantitative or qualitative, this
research discusses a holistic approach need to be undertaken to achieve to an all-inclusive
outcome. It is also found that individual and legal and regulatory attributes impact on E-
Marketing adoption have been deployed and integrated with other contexts rarely in prior
studies as well as no previous study used the long-term consequences of PC use and job-fit with
PC use in the individual context. Hence, this could also be a novelty of future study area of
determinants of distribution firms’ E-Marketing adoption where these contexts can extend the

integrative conceptual model by embedding the model of PC utilisation.

Finally, the chapter ends with a developed preliminary study framework. This preliminary
study framework will then be a guide for conducting further activities in this study. All the
factors found within the extant literature will be methodologically examined to determine the
relative significance of each one of these variables as a first step towards the construction of

the conceptual framework.
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Chapter 5: Research Methodology

5.1 Introduction

When researcher designs a study project, the available choices and pathways are countless, for
instance, the preferred method could be quantitative, qualitative or both which is known as mix
method (Bryman, 2016). Conversely, an important factor in describing the research strategy
links to how the researcher reflects these different options, and the clarity of assumptions in
determining, which design is better to be adopted (Saunders and Lewis, 2012). In this case, the
researcher needs to choose an appropriate research strategy and link it to the right research
design to illuminate the study problems and questions (Bryman, 2016; and Baker and Foy,
2008). As Baker and Foy (2008) recommend, when identifying the research problem or
question, the researcher need to choose the research approach and suitable research
methodology to be able to collect data, that will illuminate the research problem. The research
design provides an appropriate framework that allows the research for collecting the data and

analysing them.

Afterwards, research method allows the researcher to select an appropriate technique for
collecting data (Bryman, 2016; and Kumar, 2008). A well-designed research approach and
methodology will also lead to a well-convinced analysis, outcomes discussion. Therefore, a
full consideration on each individual method of determining the right research method will be
conducted in chapter five. In this regard, chapter five discusses several research approaches,
designs and methodologies for elimination of study objectives and questions. This chapter
starts with an in-depth clarification of the term ‘research methodology’ and a comprehensive
explanation on the importance of research methodology in a research study. The subsequent
discussion then concentrates upon mostly social sciences specifically marketing oriented
research strategies, since there are frequently adopted by scholars in business, management and
marketing researches. The conclusion of literature synthesis leads to an approved research
method that summarises formulation of the study population; describing the study sample;
selecting suitable data collection techniques; organising the steps of data collection from the
field; choosing appropriate data analysis technique; validation methods; and finally discussing

processes and issues encountered throughout each phase of the investigation.

170



5.2 Research Philosophy, Methodology, and Strategy

Information technology (IT) research as a compound multi-disciplinary field, can contain
particular styles and use diverse research methods. This means a research method with global
applicability is highly improbable (Galliers, 1992 cited in Aldwsry, 2012). In other word, there
is no particular research methodology that covers all essential information that is required to
conduct IT research (Land, 1992). To make the applicable selection of research methodology,
scholars require to be aware of the existing research methods, strategies, and techniques, in
addition to the essential research paradigms. studies in social sciences can be conducted in
qualitative or quantitative or either of them (Sarantakos, 2005; Bryman, 2016; Naresh, David,
and Daniel, 2017; and Saunders and Lewis, 2012).

5.2.1 Research Philosophy

Research philosophy discusses on the nature of data and the expansion of such information
(Saunders et al., 2007) that reflects the researcher’s process of understanding the environment
being explored (Ticehurst and Veal, 2000; and Kvale, 1996). What seems deep in researches
of any context is that “the researcher’s theoretical standpoint impacts the manner knowledge”
is developed and adopted (Snape and Spencer, 2003). These philosophical norms are beneficial
in guiding the researchers in their right about what establishes knowledge (ontology), how
researchers recognise or hypothesise knowledge (epistemology), determine the ideas employed
on such knowledge (axiology), and the methods carried out in studying such knowledge
(methodology) (Creswell, 2009; and Mason, 2005). Developing a conceptual framework and
selection of an appropriate research method is depended upon the researcher’s philosophical
expectations about the social world (Fielding, 2010). Based on these Theoretical dispositions,
academics are prejudiced in their choice of a specific study approach and research methods
that are part of the overall approach (Saunders et al., 2007). Therefore, the decision to utilise a
specific approach in a study project affects the types of data to be used and how to collect such
information (Rocco et al., 2003; and Johnson and Clark, 2006). The main influence of the
deployed research method is the researchers’ specific insight of the relationship between their
knowledge and the approach by which it is developed. The literature demonstrates that research
philosophy should be observed from two essential standpoints namely: i) ontology; and ii)
epistemology (Bryman, 2016; Bryman and Bell, 2015; Saunders et al., 2007, 2009, 2012, 2016;
Tashakkori and Teddlie, 2010; Hussey and Hussey, 1997; Denzin and Lincoln, 2011; Myers,
2013; Oates, 2006; and Myers and Avision, 2002).
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5.2.1.1 Philosophical Assumptions in Information Technology (IT) Study

As this study is in the E-adoption and IT field, the researcher confers the study methods from
the IT research perspective. Myers (2013) described that; IT studies are impartially new area
for researchers that started about early 1960s. Conversely, the field has developed intensely
through years. He asserts that, in the initial years, the focus was on the technical features of
information technology. Yet, in the late 1980s, more studies were conducted on the business,
management, and marketing perspective of information technology, and in early 1990s this
area extended to look for problems regarding information technology in organisations.
“Information Technology”, as a field of research, has grown to comprise problems such as
collaboration between individuals and organisations, inter-organisational structures, Internet
and its different marketing tools” (Myers, 2013; and Helal, 2017). Five comprehensive broad
types of investigation are defined as follows (Wyssusek ef al., 2002; Guba and Lincoln, 1994;
Anus et al., 2011; Jaradat and Twaissi, 2010; Creswell, 2009; Alsaif, 2013; Collis and Hussey,
2009; and Maroofi et al., 2013).

e Ontological assumptions: which are the philosophies of existence or the truth of being of

phenomena.

Epistemological assumptions: which refer to philosophies of information, that are

concerned with subjects of ‘what can human know and how can they know it’.

e Axiological Assumptions: about human nature, in specific, the relationship between
themselves and their environment.

e Rhetorical assumptions: which is related with the study language and is based on set of
impersonal opinion, descriptions, and the writing styles and use of words in qualitative
method.

e Methodological assumptions: Show which study approaches and techniques are

considered suitable for collecting the valid experiential data (Orlikowski and Baroudi,

1991, p.8).

These five groups of assumptions have direct impacts for the fifth assumption of a
methodological nature, and each one has significant results for the approach in which they
intend to examine and obtain knowledge (Roode, 2008). Guba and Lincoln (1994) describe
these paradigms as a set of philosophies about the nature of the world and the human’s place
in it and the variety of potential relationships to that world and its parts. According to Wyssusek

et al., (2002), the purpose of IT in development of individual’s inquiry can only be understood
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on the base of complete conceptualisation of assumptions, underpinning the model of inquiry

which is known as research paradigms.

Ontology

“Ontology is concerned with nature of reality and social entities” (Saunders et al., 2012; p:
110; Bryman, 2016) and more precisely, concerning on the reality of the entity study
(Tashakkorie and Teddlie, 2010). According to El-Gohary (2009) ontological philosophy is
associated to the questions such as: “What is the nature of reality? What type of reality exists
that can be interpreted? Hence, what is remaining that can be known about it?” According to
Saunders et al. (2012) and Collis and Hussey (2009), ontology can be resulted from two
philosophical sights. The first ontological position is objectivist that emphasises that social
objects exist in reality external or independent of to social actors. The second ontological
position is the constructionism view which social phenomena are formed from the insights and

subsequent activities of social actors.

Objectivists suggest that the organisation’s culture is something that an organisation already
‘has’. On the other hand, the subjectivists offer the values of an organisation as something that
the organisation ‘is’ as a consequence of an on-going social interim (Bryman, 2016, p.18,
2016). For instance, when an employee raises his/her hand throughout a firm meeting: if the
researcher assumes this event as an occasion happening in this world with an unplanned and
effect relationship, and deterministic links, the phenomena could be identified through
recognising all reasons that lead to the occurred event (from the objectivism point of view).
The answer for this event is probably that the employee aims to ask a question. Though, it can
only assist us to identify the reasons that lead to the event. However, this prospect cannot help
the researcher to interpret the ‘meaning’ of that occurrence that can only be understood by a
constructivism perspective. Becker (1996) stated that culture in the organisation is constantly

made and formed by human beings, according to their own viewpoints.

Epistemology

Epistemology according to (Gray, 2017) is taken from two Greek words of “Episteme” (means
knowledge and information) and “Logos” (means model and theory). Brayman (2016); Naresh,
David, and Daniel (2017); and Goldman (1999) described epistemology assumptions as the
theory and model of knowledge. This assumption is a philosophical contextual that decides on
what types of knowledge are valid and acceptable. Consequently, Brayman and Bell (2015),

defined the epistemological position as a philosophical assumption that concerns on the
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question of “what it (or should be) observed as adequate knowledge in a discipline.” In specific,
the question of if the social world may possibly be considered as a natural sciences environment
or not. Moreover, according to El-Gohary (2009) epistemology refers to the questions of: “what
is the relationship between the objects (Knower) and what can be identified/ known (The
object)? and is concerned with, how the human beings know the world and what is the
relationship between the known and inquirer?” In social science studies the two main
epistemological assumptions are positivism and interpretivist (Bryman, 2016; Bryman and
Bell, 2015; Naresh, David, and Peter, 2009; Naresh, 2010; Denzin and Lincoln, 2011; and
Creswell, 2010). Denzin and Lincoln (2011) in their recent study suggested that
epistemological assumption can be interpreted into five philosophical perspectives namely: 1)
positivism; 1ii) Realism (empirical and critical realism); iii) interpretivist or social
constructivism; iv) post-positivism; and v) advocacy or participatory position. This research in
terms of epistemological approach chose the post-positivism as the philosophical approach.
The first four epistemological assumptions and the reason for not choosing them as the current
study’s research philosophy has been explained in appendix 17 (refer to appendix 17). Hence,
next section describes the post-positivism approach followed by the reasons on choosing this

epistemological assumption.

Post-positivism

This approach is an improved form of positivist approach and is positioned between positivism
and interpretivist approach (Denzin, 2010) and has been developed because of the limited
structures and challenges that confronted the positivism approach (Lincoln and Guba, 2000).
Post-positivists assume that the collaboration with scholars should be minimal (Guba and
Lincoln, 2005). They (ibid) assert that the aim is to minimise the weaknesses and limitations
in positivism approach. According to post-positivism reality is certainly real based on the
natural law however, people cannot acquire the fact from the reality when they detach
themselves from directly involve with it (Wahyuni and Aprilia, 2019). Post positives believe
in the Probability of an impartial reality and test the traditional concept of the complete truth
of information (Phillips and Burbules, 2000). The development of numerical measurement and
investigation of individual performance is vital for post-positivists (Creswell, 2009).
Conversely, post-positivist believers claim that it is not likely for academics to be sure about
their study, but they should be assured about their results and rely on future prophecy (Gioia
and Pitre, 1990). According to Bryman and Bell (2015), human activities and human

performance are mostly signified in the post positivism research philosophy. Denzin and
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Lincoln (2011) recommend that, there is harmonising between both positivism and
interpretivist rather than contending with each other. Therefore, both scholars recommend that
post-positivism can be described in a mixed methodology study approach. Moreover, some
scholars in social science rather to underpin post-positivist method, particularly when dealing
with a research that contains the development of theory (as in this study) (e.g., EI-Gogary,
2009). Having an epistemological stance is vital, as it helps the researcher: i) to explain
problems in regard of research design; and ii) to identify which research designs, according to
the specified set of research objectives and questions will work and which will not. Even
though each epistemological approach has its advantages and disadvantages, choosing the most
appropriate epistemological stance is essentially directed by the nature of the study (Saunders

and Lewis and Thornhill, 2016).

5.2.1.2 Combining Ontological and Epistemological Approach in the Research
Paradigm

As described previously, both ontological and epistemological positions will lead the
researcher to select suitable way to acquire knowledge about the reality that is known as
research methodology. Moreover, Kuhn (1970) was established the term ‘paradigm’ in testing
the revolutions in knowledge (Bryman and Bell, 2015, P:35) that refers to a cluster of theories
and philosophies that impacts scientists in a specific discipline on what need to be studied, how
study need to be done, and how outcomes need to be interpreted. Research paradigms
summarises the relationship between ontology and epistemology approach, i.e., how the
combination of these two philosophical approaches could precisely and clearly describe the
study for the researcher to underpin a suitable methodology. Table 5.1 illustrates the research

paradigm assumptions developed in their recent study by Denzin and Lincoln (2011).
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Table 5.1: Research Paradigm Assumptions

Issue Positivism Post-positivism Critical Social Participatory
Theory Constructivism
Ontology: Naive Realist- | Critical Realist- Historical Relativism- Participative
The  researcher’s Realist- Realism-
stance  from the | External, Virtual realism Local and
nature of reality. detached, and | Like: political, | Virtual realism | Precise co- The subjective
free from social | gender, economic, | Like: political, | created and objective
actofs. Such | Social, cultural, gender, Realisms. realism co-
reality is logical | beliefs. economic, constructed by
or Social, cultural, the
apprehensible. Beliefs. Mind and
assumed
COSMos.
Epistemology: | Objectivism/ Adjusted Transactional/ | Transactional/ Critical
The  researcher’s | Dualism- Objectivism Subjectivism- Subjectivism- Subjectivism in
perception in regard /Dualist- participatory
of what constitutes | Finding truth. Value-mediate | Co-constructed | matter with
adequate knowledge. Critical norm/ Results. Outcomes. universe.
Community comprehensive
results: epistemology
Possibly true. of experimental.
Methodology: | Experimental - | Altered Dialogic/ Dialectical Political
Data collection Experimental- Dialectical /Hermeneutical. | contribution in
technigues that | controlling. concerted
usnally used. confirmation controlling. Action inquest.
of critical multiplism.
hypotheses. fabrication of
Mostly hypotheses.
Quantitative might contain
approaches. qualitative
Approaches.

Source: Table Adapted from Denzin and Lincoln (2011, p.100).

Based on Table 5.1, there are adequate practical and philosophical reasons for selecting the

suitable research approach of this study. First, with reference to ontological approach, the

current study varies from the positivism belief that emphasises on the fact that, there is single

fact which can be measured and studied. On the other hand, the researcher believes that the

factors Influencing distribution firms’ E-Marketing adoption is not only comprehensible from

the object of study such as organisations, but instead it could be interpreted from other

surrounding factors such as technological, social, and cultural. The study carries out as a part

of a thesis could not solely depend on critical philosophy as it relates to the study of past events.

Neither constructivism position could describe this study as it comprises of experiential and

social based (For example: examination of regular human performance) since the research

depend upon other contributing variables from non-behavioural factors for instance financial

and business measures.
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Second, regarding epistemological approach, Table 5.2 describes the deployment of post-

positivism in this study.

Table 5 Use of Research Epistemology in the Current Research

Epistemological Philosophies

Applicability to the Current Research

The research validity arises from peers in the study
community, not from the themes being researched
(Guba and Lincoln, 2005, 2011). Collaboration with
study themes need to be kept to the least (Denzin and
Lincoln, 2011).

Factors of distribution firms’ E-Marketing adoption
will not only be exposed from current theories of new
technology but also from professional and expert

“practitioners” views and perspective.

Investigation of symmetries and casual Relations

between elements of the Phenomena under research
(Gioia and Pitre, 1990).

A list of possible variables that E-Marketing
implementation will be tested in relationship to E-
Marketing E-Marketing
adoption will be tested in relationship to the

adoption. Furthermore,

marketing performance of distribution firms.

The process of understanding “what is happening”
can and need to comprise of a search for causality and
essential rules and regulations (Phillips and Burbules,
2000).

This research tries to understand that what variables
E-Marketing
distribution firms.

influence adoption by Iranian

Post-positivism philosophical approach includes
Fabrication of hypotheses technique and might
contain qualitative approaches in a single research
(Denzin and Lincoln, 2011).

This study deploys both qualitative and quantitative
method in a single research. The data collection

methods  contain  interviews and  survey

questionnaires.

Source: The Current Researcher

5.2.2 Research Methodology

“Research method is a systematic and orderly approach taken towards the data collection and
analysis, thus that information can be obtained from those data.”

(Jankowicz, 1991)

Grix (2002, p.179) explained that a method is different to a methodology. The methodology is
concerned with the rationality of a systematic review, in particular with examination of the
potentialities and restrictions of particular technique or process, whereas method is related to
the processes and techniques utilised to collect and analyse information related to the research
question(s) and hypotheses (Crotty, 1998, p.3). Some scholars argue that the word “research
methodology “is imprecise (Baker and Foy, 2008; and Bryman and Bell, 2015). Conversely,
various scholars endeavoured to further explain upon this term. For instance, Saunders et al.
(2016) describe this terminology as the philosophy of how study need to be underpinned. They
(ibid) suggest that the evaluation of methodological choice is an essential part of determining
how a study to be conducted either quantitative, qualitative or mix-methods. Blaikie (2000)

described research methodology as a critical assessment of different approaches and
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techniques (Cited in Baker and Foy, 2008, p.110). Guba and Lincoln (1994) have distinguished
between research methods and research methodology: As research methods emphases on the
processes of data collection, analysis and perhaps interpretation while research methodology
includes the whole process from the worldview at the beginning of the study process to the last

processes analysis (Tashakkori and Teddlie, 2010, P. 51).

Quantitative Research

This research approach is one of the most used methodology among the researchers to conduct
research in social science, refers to the deployment of statistical techniques to examine the
social phenomena empirically through developing and adopting theories, constructing
hypotheses to confirm the model related to the phenomena (Bryman, 2016). Within the
management and business subjects, this research approach refers to selecting statistical
resources, linked to social strategies that produced an illustration of how the society was
changing (Johns and Lee-Ross, 1998, P.72). This research approach can be conducted through
highlighting the quantification in the data collection and analysis (Aleid, 2011) and is mainly
relying on developing hypotheses that result from model deductively, the aim is to investigate
the model by method of observation and data collection, the results of which, subsequent
analysis, would either reject or approve the model (Morvaridi 2005). This research
methodology has various forms such as surveys, case studies, grounded theory, and
experiments (Bryman and Bell, 2015) as well as the questionnaires, observations and
documents as some of its data collection methods (Vogt, 2007). This approach is used to test
the developed hypotheses, but it is not generating or determines theories. On the other hand,
the collected data in this method is analysed by statistical software (Morgan, 1998). Hence,
this approach fits into positivism paradigm that is an approach for the research on people which

praises the use of technique (Brayman, 2016).

Qualitative Research

“Any kind of study that produces findings not arrived at by means of statistical measures or other
means of quantification.”

Strauss and Corbin (2008, P: 17)

Qualitative research method described by Creswell (1994), is an interpretation of people’s
behaviour and the causes that control such behavior through asking extensive questions,
collecting data in various methods, and reporting them (Creswell, 1994). The purpose of this

type of research is to explore and find the answer for research question without considering the
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potential relationships among factors as it would be time consuming and expensive. Thus, this
method restricted to a single study subjects (Denzin, 1994; and Malhotra and Birks, 2000,
p.-157). This is beneficial when the research is on a complicated subject that may get the answer
for research question by a single yes or no suggestion. Quantitative approach mostly focuses
on words and explanations to be able to precise reality and attempts to define individuals and

study phenomena in natural circumstances (Amaratunga, 2002; P: 19).

Although, both methods are dissimilar from each other, it is incorrect to oppose them as two
opposite methodologies (Morvaridi 2005; P: 3). This study discusses that qualitative research
approach, simplifies, and demonstrates quantitative research and this approach does the similar
thing with either approaches in helping to improve the existing acquisitive knowledge
(Bryman, 2016 and Clark 1998). Bryman (2016, P: 27) discusses that, both research
methodologies are diverse ways of knowing. Furthermore, Clark (1998) claims that,
theoretically, these two research methodology paradigms are not as different or equally ill-
assorted, as is usually conveyed. Conversely, qualitative research emphasises on meaning and

interpreting the context (Denzin and Lincoln, 2011).

Qualitative research methodology in the explanatory paradigm is to comprehend and interpret
phenomenon based on what sense people bring to the context (Denzin and Lincoln, 2007, P; 3;
and Malhotra and Birks, 2000, P: 160). They (ibid) stated that, this method can collect the data
directly by interviews, notes, field-memos, recordings, discussions, and pictures or indirect
with observation and reflections. This research method is a suitable approach for an in-depth
understanding of the context (Liamputtong, 2011). Moreover, this methodology does not need
any generalisation of the study findings (Hesse-Biber and Leavy, 2005). Qualitative
methodology allows the researcher of using small sample population, which can be decided

while conducting the data collection (Bryman, 2006).

Triangulation Strateqy

Triangulation strategy is a valuable and broadly deployed approach (Robson, 2002; P: 174)
since it tests the study problem from more than one perspective. Hence, the research results
become stronger. This method is deployed to enhance the credibility and validity of study
findings (Cohen, Manion, and Morrison, 2000) and is defined from diverse perspectives:
Whilst Denzin (2010) describes it as the combination of both quantitative and qualitative
methodologies in the research of the similar phenomenon, Saunders, and Thornhill (2003)

describe it as the deployment of various data collection techniques in one study. Furthermore,
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Denzin (2010) classified the triangulation strategy to four different types: i) data triangulation
(the adoption of a combination of data sources in a research); ii) investigator triangulation (the
use of diverse researchers); iii) theory triangulation (the deployment of numerous theories);
and v) methodological triangulation (the adoption of several approaches to study an individual
problem). Noticeably, there are number of various methods, and it is vital to select a suitable
resource to explore the research question. Triangulation strategy, by combining different
models and theories in the study, can help in confirmation of the essential prejudices result
from the adoption of a specific technique or a particular observer are overcome (Joppe, 2000),
helps researcher to investigate and describe compound human behaviors through adoption of
different techniques (which improves the study as it proposes a range of databases to illuminate
various sides of a phenomenon), support the researcher in approving the developed hypotheses,

and finally helps to justify the outcomes of a research (Noble and Heale, 2019).

5.2.3 Research Strategies

According to Baker and Foy (2008), the process of developing the formulation of a study
strategy indicates a stage of research that the researcher explicitly states the logic of
investigation. However, scholars who discussed about research methodology have not
achieved to an agreement in describing the term ‘research strategy’. For instance, While
Bryman (2016, P:695), defined the term research strategy to an overall orientation for
conducting social sciences research and selecting an appropriate research strategy of
qualitative, quantitative or either of them. Whilst Baker and Foy (2008) described research
strategies as a first step for providing validation and practicing suitable processes to answer the
research questions. Instead, Saunders et al. (2012) categorised the research strategies into seven
different types namely: 1) Survey; ii) experimental; iii) case study; iv) ethnography; v) action
research; vi) archival research; and vii) grounded theory. They (ibid) suggested that these seven
research strategies are used in prior research to answer the research questions and met the
research objectives. Research approaches also relate for defining research philosophy and
model that links to the selection of both inductive and deductive research approaches. In
Overall, preparing research strategy will comprise of consideration of research approaches,
philosophy, and paradigm (Bryman, 2016). Subsequently, these contemplations are discussed
further in following sections to ensure that research methodologies and approaches planned for
this study are methodologically valid and strong. It is important to selecting an appropriate

research methodology to produce a strong link with the research problem and to achieve
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reliable outcomes. Studies, depending on their nature, type of questions, objectives and the
hypotheses have different methodology. As well as depending on available resources and the
capability of the researcher in conducting the research study (Hair ef al., 2006; and Saunders

etal.,, 2012).

5.2.3.1 Research Approaches
“It would be fairly usual, for instance, to start with an exploratory study to arrive at a

tentative theory inductively before testing that theory in a deductive piece of quantitative

work” (Saunders et al., 2016).

The research approach used in the study could be both deductive and inductive approach and
the selection between these two approaches influenced by whether current theories are
investigated in a different background of research or whether theory is presented at the end of
study based on the collected data (Saunders et a/, 2016). Bryman (2016) asserts that, when the
theory leads the study refers to deductive approach, whereas in inductive approach, model and
theory is the study result. However according to (Malhotra et al., 2012; and Saunders et al.,

2016) both research approaches can be combined in the same study.

Subject to the description this study combines both approaches with the following justifications
for this decision: First, this research approach lines up with the post-positivism philosophical
position that has been chosen in the prior section. Second, this approach will give a better
understanding of research problems from more than one perspective to assure that the research
is strong (El-Gohary, 2009). Thus, the two stages for implementing this study are as follows:
1) an inductive approach (Also known as exploratory stage) will be conducted to expose the
critical factors impacting distribution firms to adopt E-Marketing, hypotheses, and related
relationships. A broad review of the extant literature will be conducted, following by in depth
interview with distribution firms’ experts, managers/owner, and top managers; ii) A deduction
approach will examine the relationship between concepts and factors that mainly collected
from current theories of new technology and interviews with professionals in the first stage.
This research also conducts explanatory phase, as it contains a description behind a specific
instance to find out casual relationships between main factors by deploying methods such as:
attitude and statistical surveys, case studies, historical investigation, and observations
(Saunders et al., 2016). Table 5.3 illustrates the current research phases related to research

approaches and philosophies.
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Table 6Research Methodologies and Phases Regarding to the Research Approaches and Philosophies

i) Achieving to an in-depth understanding of the topic
under the investigation through a comprehensive
investigation on the extant literature in more than one
discipline in the main scope of the research, give
understanding of previous studies and determine the
literature gaps.

ii) Achieving to an in-depth interpretive and inductive
research approaches for understanding research theories
through the qualitative research methodology.

iii) Identifying the primary research hypothesis with
respects to the phenomenon under investigation.

iv) Identifying the study hypotheses along with inter-
relationships between these constructs.

v) Constructing and building the theoretic research
framework.

vi) Development of data collection instrument.

vii) Designing the experimental survey questionnaire.

viii) Sample designing and establishing collection of
primary data via a survey questionnaire.

ix) Providing a positivist understanding of the
phenomenon via empirically testing the research
theoretical framework.

x) Analysis of the collected data through quantitative
study tools.

xi) Validation of research results and providing the
conclusion and recommendations.

xii) Finding discussions and providing study conclusions

xiii) Providing the limitations of the study.

Source: Adapted from El-Gohary (2009)

5.3 Identifying the Most Applicable Research Methodology and Methods

Although philosophical views and approaches are playing main role in guiding the researcher
toward consideration, for adopting a suitable research methodology to answer research
questions and objectives, further consideration of other methodologies used in prior studies
within the same discipline, can strengthen final method that would be adopted by researcher

(EI-Gohary, 2009). Therefore, the necessity to broadly review previous research approaches,
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designs and methods employed in previous study within the field of E-Marketing adoption and
distribution firms. Based on the extant review of the literature conducted to evaluate research
methodology deployed in prior studies in the study area, it was found that there are limited
studies regarding scholars conducted through the triangulation methodology, particularly in
Iran context from 1993-2021 (see appendix 3).This research to address the objectives of the
study, deployed the triangulation approach, initiated from an in-depth review of the extant
literature by systematically commencing from prior studies with the field, Consequently, to
purify the findings from the review of the extant literature, the researcher conducted in-depth
semi-structured interviews. This study has developed the conceptual framework and hypotheses
by relying on the findings from the exploratory interviews. For testing the hypothesis, this
research has developed research measures (see appendix 4) for developing the survey
questionnaire. All the measures used within the research were then tested and purified by
assessing their reliability and validity prior to any future data analysis to make sure that all the
measures used within the research is sufficiently and significantly reflecting the underlying
variables that it is attempting to measure. This will not only provide support for triangulation
of the research results but will also provide a more significantly meaningful explanation of the
phenomena that the research is investigating. This study provides a methodological contribution
to the field through employing an empirical and multi-disciplinary approach to E-Marketing
research. This approach was chosen because it incorporates the concept of triangulation by
combining focus group, in depth interviews and small- and large-scale survey questionnaires.
Moreover, the proposed framework, as well as the different relationships within it, which was
generated from the review of the literature and the outcomes of the exploratory studies, was
tested, and validated by rigorous quantitative analysis (e.g., multiple regression analysis, simple

regression analysis, Chi square, one sample T-test and path analysis).

5.3.1 Research Questions

Majority of this current study questions (Chapter 7- Section 7.2) relate to the ‘what’ and ‘how’
question. Thus, a suitable research methodology and data collection technique could be helpful
to eliminate the aims and objectives of the study. The research ‘what’ questions can be
answered by conducting survey questionnaire method, whilst the ‘why’ and ‘how’ questions
can be answered by conducting in-depth interviews and observations that could give in-depth

knowledge and information to the researcher (El-Gohary, 2009).
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5.3.2 The Research Methodology and Methods of this Current Study

Taking into account of the preliminary conceptual framework (see figure 4.1), the post-
positivism approach, and the literature review outcomes on the methodology deployed in prior
researches and the analysis of appropriate research paradigm (see appendix 3), this current
research synthesises both qualitative and quantitative methodology. The qualitative research
method could answer the research questions of ‘why’ and how’ some variables from prior
researches influence Iranian distribution firms’ E-Marketing adoption whilst some other
variables are not. Likewise, the quantitative method is required to answer the research
questions of ‘what’ are the relationship between factor of distribution firms’ E-Marketing
adoption and the adoption of E-Marketing by Iranian distribution firms and the impacts of E-
Marketing adoption on distribution firms’ current and future marketing performance (financial
and non-financial).To be more precise, the triangulation method comprising data, approaches
and methodology triangulation are used in this research to answer the research questions.
Research data was triangulated from both secondary and primary resources involving: i) extant
review of literature from articles of prior scholars, reports and websites; i1) in-depth interviews;
and iii) survey questionnaires. Moreover, triangulation methods were used with the deployment
of the in-depth interviews with industry experts and survey questionnaires. The research

method is summarised in Figure 5.1.
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1- Review of Extant Literature

(Construction of research aims and objectives)

2- Exploratory Interviews

(28 Iranian Distribution Firms” CEO, Owner/Managers, and Top Managers) A Semi-Structured Focus
Group and Personal Interviews

3- Design and Development of Research Questionnaire

4- Survey Questionnaire Pilot Test and Validation

v

33 Randomly Chosen Iranian Distribution Firms that Involved in Adoption of Internet

5- Administration of Online Survey Questionnaire

Collection of Primary Data from Iran Based Distribution Firms that Involve in Online

6- Data Administering
(Entry and Analysis of Collected Data, Examining Study Propositions, and Addressing Study
Aims)

7-  Synthesis of Results
(Synthesis of Overall Results)

A 4

Figure 5:1: The Research Approach. Source: The Researcher

5.3.3 Standpoints for Adoption of Triangulation Methodology in this Study

This research applies a triangulation research methodology to answer the research questions
and to achieve and meet the research objectives. Triangulation methodology as stated in section
5.2.2 of chapter five, means the research uses both qualitative and quantitative methods
together. This research technique is in line with a recommendation by Edwards and Holt (2010)
who stated that methodological triangulation is where more than one technique of data
collection and analysis is used (a combination of qualitative and quantitative data sources).
This research finds triangulation strategy, as an appropriate approach due to several

justifications as follow:

First, this study discusses that each method individually has its specific advantages as well as
disadvantages. Patton (1990) discusses that employing an individual method is exposed to have
more errors related to that method (cited in Serra, Psarra, and O'Brien, 2018). Therefore, by
mixing these two methods the researcher can overcome each techniques’ weaknesses. Whilst

completing each techniques’ strengths on the other.
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Second, mixing both research methods can be very influential to increase perceptions and better
outcomes (Smyth, Fellows, Liu, and Tijhuis, 2016). The adoption of several research methods
in single study would enhance greater validity and reliability of the results and conclusion. El-
Gohary (2009) recommends the deployment of triangulation method could eliminate bias that
is frequently linked with a single research method. Therefore, an academic discussion can be

strengthened throughout the deployment of triangulation approach.

Third, this research has established a limited number of prior scholars in E-Marketing and new
technology adoption research context, specifically within the determinants of E-Marketing
adoption of distribution industry research vein. Thus, this study tries to fulfil the knowledge

gap by using the triangulation research methodology.

5.3.4 Standpoints of Semi-Structured Interviews and Survey Questionnaires as
Research Methods used in this Study

This study employed in-depth semi-structured interviews to investigate and purify
determinants of E-Marketing adoption found from the review of extant literature.
Consequently, the purified factors are confirmed through survey questionnaire analysis. The
adoption of these two techniques of data collection for this research is based on the following

justifications:

This study uses semi-structured interviews since the method is suitable to investigate and purify
the preliminary factors collected from the review of extant literature. The technique is useful
to realise what is happening and provide useful information about distribution firms’ E-
Marketing in Iran context. Moreover, as this method can provide robust information throughout
an inductive research approach, it allows scholars to deal with a great number of open-ended
research questions to be answered by participants through this technique (Saunders et al.,
2016). Therefore, the researcher be able to have sufficient period of time to ask various
questions about the forty-three variables that might contribute to distribution firm E-Marketing
adoption and the impact on marketing performance found by reviewing the extant literature
that in turn lead the researcher to understand E-Marketing adoption and implementation by
Iranian distribution firms.it is found in the literature that managers/owners are more likely to
accept to be interviewed rather than to fill and complete the survey questionnaire, particularly

when dealing with a large amount of questions (Saunders et al., 2016). Furthermore, they
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(ibid) recommend that, there is a potential of research participants might be unwilling to answer
some of the questions in the survey questionnaires to a person they have never known. Based
on these stances, this current study deployed the semi-structured interviews for data collection

and purify the variables in the exploratory stage.

In regards of the deployment of survey questionnaire, this study uses survey questionnaire for
validating the findings and results from exploratory interviews. The survey questionnaire is
appropriate for both descriptive and explanatory stage of research due to various reasons. With
descriptive and explanatory stage, the study problems and factors to be measured are designed
and well interpreted (Ghauri and Gronhaug, 2005). Thus, the reason for conducting survey
questionnaire is to test and describe the relationships between factors in specific, “cause and
outcome” relationships (Saunders et al., 2016, P: 440). Moreover, there is a monetary
implication of data collection and entry that usually cost not as much of the focus group and
face-to-face interviews or other methods of data collection (Saunders et al., 2016, p.440;
Naresh, 2010, p.120). Mostly, this method can minimise the travelling cost from United
Kingdom to Iran for data collection. Moreover, the method is also suitable to communicate
with the research participants who may not be accessible (Naresh, 2010, p.117). In regard of
this study, managers/owners of research distribution firms are not available all the time due to
their position. Therefore, getting access to the participants for face-to-face data collection is
challenging and might take longer than what research plans. Hence, survey questionnaire’s
advantage 1is its flexibility for research participants in regard of their time allocation at their

convenience to fill and answer the survey questionnaire.

5.4 The Research Data
5.4.1 Secondary Data

“Secondary data refer to information that have already collected by another researcher for purpose
other than the current problem for conducting the current research”.

(Naresh, David, and Peter, 2012, P: 122)

In this study, secondary data was gathered via the online resources, published materials, and
official and authorised reports, and the distribution firms’ website on the internet. The collected
secondary data was reviewed to understand the Iranian distribution firms’ circumstances, their
geographic dispersion, Iran’s economic statues and their rules and policies on supporting

distribution firms’ growth online and implementation of E-Marketing tools. Moreover, this
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study has gathered information about influencing factors for distribution firms’ adoption of E-
Marketing through reviewing the extant literature that was required over the online and
published materials.

5.4.2 Primary Data
“Primary data refer to information that found and originated as a first-hand by a researcher for a
particular purpose of addressing the current problem at hand, on the variables of interest”.
(Naresh, David, and Peter, 2012, p. 115)

Primary data require to be collected from individuals via techniques such as survey
questionnaire, in-depth interview, and observation (Saunders et al., 2016). In this study,
primary data is gathered through in-depth semi-structured interviews in the exploratory stage
study. The semi-structured interviews were conducted on 28 experts including Iranian
distribution firms’ CEO and managers/owners that have already implemented online marketing
techniques, and top managers who were involved in adoption process and activities with good
IT knowledge. Moreover, the collected primary data through survey questionnaire were from

the Iranian distribution firms that have already implemented E-Marketing techniques.

5.5 Data Collection Processes

This research recognised both secondary and primary data collection techniques to understand
the E-Marketing by Iranian distribution firms. Therefore, following a correct process of data
collection particularly regarding primary data collection is essential. Part of the primary data
collection is related to the research sample design. The procedure for designing the study
sample will be discussed in the following sections.

5.5.1 Sample Design

As this study’s aim is to understand E-Marketing adoption and implementation by Iranian
distribution firms, it is vital to identify scope of the research’s sample. Research sample
according to Ghauri and Gronhaug (2010, p. 108) is consideration of the research population
and research frame, the location of the research samples and their characteristics (e.g., age,
size, industrial sector, revenue, and income, etc.), sample size, and finally unit of analysis. It is
difficult to conduct survey questionnaire of the total population of distribution firms that have
implemented E-Marketing in Iran. Subsequently, a sampling method of survey questionnaire
is essential. The simple idea of using sampling is that by choosing some of the basics in a
population, the researcher might achieve the total population (Cooper and Schindler, 2008, P:
376). A research population component is the item or individual or participant of the
measurement which is also called unit of analysis. The reason for deploying study sample is

because the examiner can attain results with lesser costs, more accuracy in the outcomes,
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greater speed in data collection process, and accessibility of research population elements
(Bryman,2016, P: 171). In the case of this study, deploying a sample can increase the process
of data collection as the total research population is large in number that accounted of 2292 of
distribution firms that have already implemented E-Marketing process throughout the entire
Iran. Moreover, the employment of a study sample can diminish the cost of the survey
questionnaire distribution, cost of communication, and travelling related to data collection.
Various processes involved in designing the study samples. In designing the study sample, the
research requires to answer the subsequent questions as recommended by Bryman (2016, P:
251) and Ghauri and Gronhaug (2010, P: 115).

1. What is the targeted study population?

2. What is the research sampling frame?

3. What is the sampling method?

4. What sample size is required?

Therefore, the design of research sample procedures in this research process is demonstrated

in the following Figure 5.2.

Outlining the Study
Population

A 4

Identifying the
Population Frame
[ ]

Determination of the
Sample Type

Determination of the
Sample Size

Complete Sampling

Data Collection from the
Research Sample

Responses
Data Collection Completed

- Data Ready for Analysis
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Figure 5.2: Process for illustrating a Sample in this Study
Source: Adapted from El- Gohary (2009) and Ghauri and Gronhaug (2010, P: 115)

5.5.1.1 Sample Population and Sample Frame

“The aggregate of all the elements, sharing some common set of characteristics, which
encompasses the universe for the aim of the research problem” (Naresh, 2010, p. 370). In the
other word, “The universe of units from which a sample is to be selected (Bryman, 2016,
p.694). With the selection of good sample, the researcher can generalise the degree of certainty
to the entire research population (Which depends on the sample size and the representative
degree) (Vogt, 2007, cited in Abou-Shoul, 2012). Within this study, research population refers
to the number of Iranian distribution firms that are currently involved in implementation and
adoption of E-Marketing in their business activities and have their own website. Although
research frame is where the academic scholar allows eliminating participants who do not meet
the study standards for inclusion (Bryman, 2016, p.169). To define the research population,
this research has mainly identified various conditions for the distribution firms that allow them
to be included in the research population. These conditions are demonstrated as the following

characteristics:

1. The firm must be an organisation in distribution industry.
The company should have an Iranian Ownership and be based in Iran.

The distribution firm can be involved in any types of distribution.

D

The company should have involved in using E-Marketing to conduct its marketing

activities and owns a website.

To entail information about the firms that meet the mentioned requirements, various Iranian
distribution firms and agencies were contacted. The organisations include the Iranian
distribution industry association, National Distribution Association of Iran (SDPMS),
Association of Iranian Distribution Companies (APIR), and Department of statistics Iran.
Unfortunately, there was no database or industry directory that could provide complete data
about distribution firms. Majority of the accessible records or directories provide only overall
information about the registered firms in it, but it does not provide any evidence about the
adoption of E-Marketing by these firms. Conversely. As the research intended to gain
responses from distribution firms in entire country so that the generalisation of the results could
be established, the research population frame was produced from some databases and trading

directories through searchi ng distribution firms that are based in Iran and can fulfil the required
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requisite to be considered as distribution firms. The additional resources that were deployed to
create the research population frame are the followings: E— Business Handbook, Tehran
Business Directory, Internet Business Handbook, Iran Business Directory, Iranyell Business
Directory, Mapna Edit, Iran connected, Magiran, Iran Adtech, and Irandoc. These databases
include firms’ name, address, telephone number, e-mail address, website address, location, and
business type.

These bases were used to create the study population frame since:

1- They contain comprehensive data on the distribution firms registered in it.

2- They comprise of information about large numbers of distribution firms (e.g., Magiran
database has full monetary and accounting information for more than 2 million firms
registered in the Iran).

3- They provide the ability to assess the registered firms assure that it can fulfil the
desirable requirements to be considered as the research distribution firm.

4- They are very public databanks and business directories amongst business owners

(based on the outcomes of the study pilot test in Iran).

Thus, this research depends on the databases previously mentioned and business directories, a
research population frame was created comprising full sub-industry classification data for 2472
distribution firms within Iran. This data entails the distribution company name, scope, size,
sector, and web address. These 2472 distribution firms achieved the characteristics to be
contained in the study population frame. To be assure of whether these firms met the forth
characteristic (deploying E-Marketing to conduct marketing activities) and to approve that they
really met the other three criteria, each firm’s web address of the generated firms was visited
individually by the researcher (Totaling 2472) to be sure if these companies are distribution
based in Iran, undertaking distribution business, and deploys E-Marketing to conduct its
marketing activities and to complete if there is any missing information about these distribution
firms. This skimming procedure was conducted for three months over the period from
20/03/2017-20/05/2017. Based on this investigation and browsing, 180 distribution firms were

excluded from the study population frame for the following reasons:

1- Some of the firms had web address but they were terminated and was not working any
more.
2- Some distribution firms had more than one web address in the databases and records

and as a consequence of that added up more than one time.
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3- Some firms were classified by the databases as distribution firm, however in the reality
they were the manufacture which directly distributed the products to the end-customers,
as this study was looking for the distribution firms that are essentially a mediator

between the manufactures/suppliers and the customers/retailors.

Thus, the 180 organisations were excluded which resulting 2,292 distribution firms remain in
the sample frame. Out of 2292 sample frames, this research has found the distribution of
research population by the sector was mainly contributed by the Hygienic-groceries
distribution sector which accounted for 42.28% (963 distribution firms) followed by Hygienic
distribution sector and groceries distribution sector accounted for 18.4% (423 distribution
firms) and 13.7% (315 distribution firms) respectively. Nevertheless, Electronics and Home
Appliances, Pharmaceutical and medical and Cosmetics contributed a slightly lower amount
of 5.1%, 8.8% and 9.7% of the total amount of research population respectively (591
distribution firms). The mix response of participants from different distribution sector and
different cities, enables this study for the generalisation of findings. Moreover, this research
has found that the distribution of the firms scatters through entire cities in Iran, that in fact,
enables this study in generating generalisable study findings. Table 5.4 shows the distribution

of Iranian distribution firms that implemented E-Marketing in the sample frame.
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Table 7Distribution of Research Population According to Location

N City Number of Percentage (%)
Distribution Firms

1 Tehran 195 8.5%
2 East Azerbaijan 102 4.9%
3 West Azerbaijan 98 4.2%
4 Isfahan 186 8.1%
5 Alborz 52 2.2%
6 Ardabil 36 1.5%
7 Bushehr 46 2.0%
8 Chaharmahal and Bakhatiari 61 2.6%
9 Fars 148 6.4%
10 Gilan 84 3.6%
11 Golestan 49 2.1%
12 Hamadan 31 1.3%
13 Hormozgan 61 2.6%
14 Tlam 78 3.4%
15 Kerman 98 4.7%
16 Kermanshah 69 3.0%
17 Khuzestan 97 4.6%
18 Kohgiluyeh and Boyer-Ahmad 47 2.0%
19 Kurdistan 52 2.2%
20 TLorestan 47 2.0%
21 Markazi 36 1.5%
22 Mazandaran 127 5.5%
23 North Khorasan 74 3.2%
24 Qazvin 39 1.7%
25 Qom 31 1.3%
26 Razavi Khorasan 127 5.5%
27 Semnan 53 2.3%
28 Sistan and Baluchestan 27 1.1%
29 South Khorasan 29 1.2%
30 Yazd 65 2.8%
31 Zanjan 47 2.0%
Total 2292 100%

Sources: Adapted from National Distribution Association of Iran (SDPMS) (2019) and Association of Iranian
Distribution Companies (APIR) (2019)

Table 5.5 shows that the distribution of study population is compared to the distribution of the
entire population of Iranian distribution firms. This research found that there is a similar outline
of location distribution in both study population of Iranian distribution firms that implemented
E-Marketing (Refer to Table 5.4) and the total population of Iranian distribution firms. most of
the Iranian distribution firms established in six main cities of Iran including Tehran as the
capital of Iran 8.5% (195 Distribution Firms), Isfahan 8.1% (186 Distribution Firms), Fars
6.4% (148 Distribution Firms), Mazandarana and Razavi Khorasan 5.5% (127 Distribution
Firms), and East-Azerbaijan 4.9% (102 Distribution Firms). Moreover, the differences between
the research population and the implemented distribution firms’ population according to
location is relatively a minimal percentage. Therefore, it assumes that the distribution of study
population can evidently represent the Iranian distribution firms’ population. Hence, this study

will provide reliable outcomes, which in fact, generates generalisable study findings of Iranian

distribution firms that implemented and integrated E-Marketing with their marketing activities.

5.5.1.2 Sample Type
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Research sample in the study refers to a segment or representative of the targeted population
that is deployed for research (Ghauri and Gronhaug, 2010, p. 147). The employment of research
sample in a study is due to various reasons such as failure of researcher to study the whole
population, limited budget, and time (Saunders et al., 2016, p.276). On the other hand, there
are various processes for determination of study sample. Majority of the scholars’ research
methods in business, management and social sciences research techniques divide research
sampling processes into two extensive categories namely, i) Probability/representative
sampling; and ii) non-probability sampling (Bryman,2016, p.176; Naresh,2010, p.407; and
Saunders e al.,2016, p.275).

Bryman and Bell (2015, p.176) define the probability sampling as a sample which has been
selected via random selection so that each unit in the research population has the same chance
for being selected. The result of this sample selection technique is generally expected to be a
representative sample of the study population. The aim of using this sampling method is to
reduce the sampling error which defined by Bryman and Bell (2015, p.187) as the dissimilarity
between a sample and the population from which it is chosen, although a probability sample
has been chosen. Probability sampling normally linked with survey questionnaire and

experiment study methods (Saunders et al., 2016, p.276).

There are number of probability sampling methods namely: cluster sampling, stratified
sampling, systematic sampling, and simple random sampling (Bryman, 2016, p. 177; and
Saunders et al., p.277). While cluster sampling is a technique where the population is divided
into equally limited subsections with a random selection of sample from the subgroups.
Stratified sampling is a method where the population is divided equally exclusive into
subgroups, and consequently, a random sampling from the stratified sub-groups is completed
to be sure all part of the research population acquires a greater representation. However, the
dissimilarity between cluster and random sampling is where the investigator tests all units in
the chosen clusters (Bryman, 2016, p. 179). Conversely, simple random sampling is the
simplest form of probability sampling where illustrated each unit of the sampling frame has
the same chance of inclusion. Systematic sampling is explained as choosing a particular unit
after the random selection initiate. For instance, if an organisation decides to measure the
average of order size, it chooses a number between 1 to 20, if it chose number 16, consequently,

the organisation select