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Abstract 

Adoption of internet marketing is fundamentally a process that involves a variety of evolving 

innovations and an increasing number of different applications. In the current research has made an 

effort to quantify the technology adoption among the marketers The primary data is questionnaire 

based on the likely experience that the consumer had when purchasing the items online. For this study 

researcher try to reaches 200 respondents but only from 117 respondents, responses come. So, the 

actual number of respondents for this study is 117 marketers. According to the findings of electronic 

commerce adoption score, there are a total of five significant factors. The t test has been carried out in 

order to determine whether or not there is a meaningful difference between the two groups of 

marketers for organization and industry 2.6568 and -2.3081 respectively. Association between profile 

of marketers and their state of electronic commerce adoption is significant for all factors except 

number of products dealt. Impact of antecedents of electronic commerce adoption on the state of 

electronic commerce adoption is significant for organization, innovation, communication and F – 

statistics. Thus, this study helps in conclude that, marketers are interested in technology adoption. 

Keywords:Internet adoption, online marketing and e-commerce. 

 

Introduction 

The process of adopting new technology consists of three stages: the adoption stage, the 

implementation stage, and the post-implementation stage. Adoption refers to the process of deciding 

whether or not to use internet marketing strategies. If the choice is made to go forward with the 

adoption, then it will entail the practice of implementing internet marketing applications or procedures 

inside the company. Adoption of internet marketing is fundamentally a process that involves a variety 

of evolving innovations and an increasing number of different applications. This process may be 

thought of as a continuum. Online marketing should be seen as a collection of innovations that vary in 

sophistication and complexity along a continuum, requiring different levels of commitment at 

different points along the spectrum. It is not "one easy or single invention" that a firm adopts or does 

not accept. 

The degree to which marketers are prepared to use new technologies is the most critical aspect that 

determines the level of acceptance of internet marketing. The degree of optimism, level of curiosity, 

adjudication level, and level of comfort linked with new technology among marketers is the whole 

total of what is known as the technological readiness. Thus, in the current research has made an effort 

to quantify the technology adoption among the marketers. 
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Literature review 

Principal component analysis with Varimax rotation was used by Dlodlo and Dhurup (2013) to 

pinpoint the elements that influence small and medium businesses' adoption of e-marketing. To better 

comprehend why small and medium-sized firms selected to employ e-marketing technology, a five-

dimensional framework was created. It was discovered that perceived ease of use, outside pressure, 

mission, job performance, resource availability, and compatibility all had a substantial impact on the 

adoption of e-marketing. The research gives marketing professionals suggestions for quickening the 

adoption of Internet technologies. Additionally, it provides small- and medium-business owners with 

information that may influence their decision to implement interventions that support e-marketing. 

By examining and evaluating the effects of the decision made by marketers to use marketing methods 

like money-back guarantees, demonstrations, and others, Heiman et al. (2020) add to the body of 

economic work on adoption. 

According to Thoumrungroje and Racela (2021), The adoption of new technology is driven by higher-

level competences like international marketing agility, which creates, integrates, and reconfigures 

resources through the three first-order capabilities to help small and medium businesses exporters deal 

with turbulent circumstances.Small and medium-sized business exporters' judgments of the relative 

advantages of an internet-enabled inventory management system are more likely to be adopted, but 

their perceptions of its complexity are less likely. 

Alford and Page (2015) found that there was a strong desire to use technology for marketing and a 

clear understanding of its benefits, especially in terms of how it could make marketing more focused 

on the market and more flexible while still following the principles of effective reasoning. But not 

knowing enough, especially not being able to figure out the return on investment, made it hard to take 

advantage of these chances. Even though the study's wider implications are limited by its small 

sample size, it does offer a planning model for how technology can be used in marketing, which can 

be looked into in further research. 

Applications can attain a similar adoption rate to Instagram after Wiradinata&Iswandi (2016) 

identified the elements that greatly influence the acceptance of technology similar to Instagram. 

Fan, 2022 It was noted that specific ownerships of investment vehicles, expertise with mobile banking 

for payments and money transfers, and objective and subjective investing knowledge were significant 

influences on mobile investment decision-making. The relationship between mobile investment 

trading and certain types of investment vehicles, as well as subjective investing literacy, risk 

tolerance, familiarity with mobile financial services, and portfolio value, was quite significant. 

Curran &Meuter (2005) contrasted the results of the model tests conducted on the three technologies, 

which offers evidence that a variety of factors impact attitudes toward each of these technologies and 

explains the varying degrees of customer acceptance..This study has shown that there are many 

aspects to take into account when integrating new technologies into customer interactions, and that the 

most important ones might change depending on the technology and where in the adoption process it 

is. 

According to Khemthong& Roberts (2006), The size and readiness of hotels in Thailand that did not 

engage in the early stages of Internet and web-based marketing operations were smaller. The hotels 

that did take part in these projects' early stages of implementation were bigger. Managers of Thai 

hotels in the early adopter stage were more likely to comprehend the advantages of implementing the 
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Internet and web-based marketing initiatives and to recognize compatibility than managers of Thai 

hotels not in the early adopter stage.. Customers' purchasing power and the degree of government 

assistance were seen to be the driving forces for hotels' early adoption of the Internet and web-based 

marketing initiatives. 

According to Mehra et al. (2020), perceived usefulness, perceived enjoyment, compatibility, and 

relative advantage were all antecedents of perceived usefulness; trialability and complexity were 

antecedents of perceived ease of use; and perceived ease of use perceived usefulness were both 

significant predictors of intention to use mobile "Apps." The research's implications and limitations 

were examined. 

According to research by Maduku (2021), Small and medium-sized businesses in South Africa that 

make things or serve tourists are mostly influenced by relative advantage, complexity, support from 

top management, pressure from the market, and support from vendors. But the results show that the 

relative importance of the key factors affecting the adoption of an innovation varies across industries. 

This suggests that differences between industries have a big effect on the decision to adopt mobile 

marketing in the two small and medium enterprise sectors that were studied. The results also show 

that small and medium-sized businesses in the manufacturing sector and the tourism sector have 

different sets of factors that predict whether or not they will use mobile marketing. The results are 

looked at in terms of what they mean for researchers and practitioners who want to get more small 

and medium-sized businesses to use mobile marketing. 

Eze et al. (2020) built an extended technology-organization-environment framework that included the 

communication context. This was done to find the 11 critical success factors that affect SMEs' 

adoption of social media marketing technology in Nigeria. The findings of the expanded technology-

organization-environment framework show that they affect how small and medium-sized businesses 

use social media marketing technologies. 

According to Ray et al. (2020) As a result of digitalization and the proliferation of online courses, it is 

becoming more and more challenging to distinguish between a valuable career-focused course and a 

subpar one. In order to reach and entice potential students, a rising number of educational 

organizations have already incorporated or intend to integrate social media apps into their marketing 

strategies, signaling a departure from more conventional forms of marketing. This is a result of the 

expansion of social media platforms for marketing, communication, and social engagement. 

Businesses must monitor client demand if they want to stay ahead of the competition and offer 

courses that are very valuable for particular occupations. 

In order to understand the effects of network relationship properties such as homophily and tie-

strength on innovation diffusion, Wong et al. (2022) suggested that mobile usefulness and mobile 

usability be studied alongside social influence properties such as social norms and perceived critical 

mass on innovation adoption intention. 

Method 

In this study, both first-hand and second-hand information was used. The study also includes taking of 

specific information through the preparation of the questionnaire. The primary data is questionnaire 

based on the likely experience that the consumer had when purchasing the items online. The 

secondary data, on the other hand, is based on an analysis of the literature, a magazine, a newspaper, 

numerous narrated articles, and other web services. For this study researcher try to reaches 200 
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respondents but only from 117 respondents, responses come. So, the actual number of respondents for 

this study is 117 marketers. 

Result and discussion  

According to the findings of electronic commerce adoption score, there are a total of five significant 

factors that contribute to the adoption of electronic commerce. The statistic that was used to determine 

the marketer’s perspective on the most critical factors that led to the acceptance of electronic 

commerce was the mean score of the variables that were included in each significant factor. We have 

calculated the mean score of perception on each major antecedent of electronic commerce adoption 

across the lesser experienced and higher experienced marketers. This score is based on how the lesser 

experienced and higher experienced marketers feel about the antecedent. The t test has been carried 

out in order to determine whether or not there is a meaningful difference between the two groups of 

marketers. The findings are shown in the table1 that follows. 

Table 1: Score on Marketers Perception on Important Antecedents 

Sl.No. Important antecedents Mean score among t-statistic 

Lesser 

Experienced 

Higher 

Experienced 

1. Organization 3.4705 3.0617 2.6568* 

2. Innovation 3.1529 3.0740 0.6033 

3. Communication 3.3124 3.5406 -0.7229 

4. Industry 3.7272 3.4537 1.3085 

5. National 3.2666 3.8937 -2.3081* 

 Overall 3.3945 3.3107 0.2456 

Since the mean scores for industry and organisation are 3.7272 and 3.4705 respectively, lesser 

experienced marketers place a high level of importance on each of these antecedents and perceive 

them as extremely significant. When it comes to higher education marketing, the two that stand out 

the most are national and communication, with mean ratings of 3.8937 and 3.5406 respectively. Given 

that their respective t statistics are significant at the five percent level, it has been determined that 

there is a substantial difference between less experienced and more experienced marketers in the 

perception of crucial antecedents in the cases of organization and national.This difference can be 

attributed to the fact that lesser experienced marketers have a higher level of education. 

An indicator known as the electronic commerce Adoption Index was used to determine the level of 

electronic commerce adoption among businesses that deal in marketing. There is a possibility that the 

adoption of electronic commerce is connected to the profile of the marketers, given that the profile of 

the marketers may help identify whether or not new technology is required and used in the area of 
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marketing. The criteria that are included in this profile include online marketers, the age of the web 

marketers, the level of education, the amount of business experience, the personality score, the 

number of items handled, the turnover of the firm, the market coverage, and the technological 

readiness score. In order to investigate whether or not there is a correlation between the profile of the 

marketers and the stage of electronic commerce adoption that they are now in, a one-way analysis of 

variance was carried out.The resulting statistics for the letter ‘F’ are shown in the table 2 below. 

Table 2: Association between Profile of Marketers and their State of electronic commerce 

Adoption 

Sl. No. Profile F-Statistics Table Value at 5 

per cent Level 

Result 

1. Type of marketer 2.2671 2.99 Insignificant 

2. Age of marketer 3.7646 2.37 Significant 

3. Level of education 2.8191 2.37 Significant 

4. Personality index 2.8414 2.37 Significant 

5. Number of products 

dealt 

2.1132 2.37 Insignificant 

6. Business turnover 2.8646 2.37 Significant 

7. Market coverage 3.9132 2.37 Significant 

8. Technology 

readiness index 

2.9698 2.37 Significant 

Age, level of education, business experience, personality score, business turnover, market coverage, 

and technology readiness score are among the significantly associating profile variables with the 

electronic commerce adoption among the marketers because the respective ‘F’ statistics are 

significant at the five per cent level. Other significant associating profile variables include market 

coverage, business turnover, and age. This demonstrates the significance of the profile characteristics 

of the marketers on the extent to which they have adopted electronic commerce. 

The causes that led up to the current stage of electronic commerce adoption are what are known as the 

antecedents of electronic commerce adoption. According to the findings of this particular research, 

these elements arecategorised as organisation, innovation, communication, industry, 

and national. The scores for these factors are derived from the average scores of the antecedents that 

are associated with each component. The total score of these several aspects will serve as the total 

score of the independent variables. The electronic commerce adoption score is a representation of the 

level of electronic commerce adoption currently existing. The score of the dependent variable is 

determined by using these electronic commerce adoption score among the marketers. The impact of 
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major antecedents has been examined using multiple regression analysis (factors)of electronic 

commerce adoption on the electronic commerce adoption score can be analysed. It has been used in 

the context of producers, traders, and service providers, in addition to being applied to pooled data on 

its own. The table 3 that follows provides a summary of the regression coefficients that were obtained 

for major variables that led to the adoption of electronic commerce. 

Table 3: Impact of Antecedents of electronic commerce adoption on the State of electronic 

commerce adoption. 

Sl.No. Antecedents of 

Electronic 

Commerce Adoption 

Regression coefficient Pooled 

Lesser 

Experienced 

Higher 

Experienced 

1. Organization 0.2168* 0.1041 0.2268* 

2. Innovation 0.3714* 0.2468* 0.2961* 

3. Communication 0.1141 0.3817* 0.2164* 

4. Industry 0.0938 0.0914 0.0708 

5. National 0.0464 0.1823* 0.1641 

 Constant 0.9842 1.2142 1.2814 

 R2 0.6824 0.7133 0.7437 

 F – statistics 8.3363* 9.2463* 12.1476* 

*Significant at 5 per cent level. 

When it comes to lesser experienced marketers, the organisation factor and the innovation factor are 

the most critical elements that influence the current status of electronic commerce adoption. An 

increase of one unit in any of the two components mentioned above will result in an increase of 

0.2108 and 0.3714 units, respectively, in the electronic commerce adoption score. Innovation, 

communication, and the national factor are the important variables among higher education marketers, 

and their regression coefficients are 0.2468, 0.3817, and 0.1823 respectively. An increase of one unit 

in organisation, 0.2961 units in invention, and 0.2164 units in communication each leads to an 

increase in electronic commerce adoption score of 0.2268, 0.2961, and 0.2164 units correspondingly, 

according to the analysis of combined data. The variation in the independent variables that were 

included may account for 74.39 percent of the explanation for the variations in electronic commerce 

adoption score. The significance of the regression models’ ‘F’ statistics demonstrates that the 

reliability of the regression model is not in question. 
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Conclusion 

According to the findings of the electronic commerce adoption score, there are a total of five 

significant factors that affect the adoption of electronic commerce. The level of current adoption of 

electronic commerce is shown by the electronic commerce adoption score, which is one of them. 

These scores on marketers' usage of electronic commerce are used to calculate the score for the 

dependent variable. Multiple regression analysis has been done so that the impact of important 

antecedents (factors) of adoption of electronic commerce on the adoption score of electronic 

commerce may be examined. Along with being used on its own using pooled data, it has also been 

applied to manufacturers, traders, and service providers. We found the regression coefficients for the 

most important things that affected the spread of electronic commerce. When it comes to less 

experienced marketers, the two most important things that affect how they use the Internet for 

business are how well it is organized and how new it is. The score for electronic commerce adoption 

will rise by one unit for each of the two components described above. Among higher education 

marketers, innovation, communication, and the national element are crucial factors. 

References 

Alford, P., & Page, S. J. (2015). Marketing technology for adoption by small business. Service 

Industries Journal, 35(11–12), 655–669. https://doi.org/10.1080/02642069.2015.1062884 

Curran, J. M., &Meuter, M. L. (2005). Self‐ service technology adoption: comparing three 

technologies. Journal of Services Marketing, 19(2), 103–113. 

https://doi.org/10.1108/08876040510591411 

Dlodlo, N., & Dhurup, M. (2013). Drivers of E-marketing adoption among small and medium 

enterprises (SMEs) and variations with age of business owners. Mediterranean Journal of Social 

Sciences, 4(14), 53–53. https://doi.org/10.5901/mjss.2013.v4n14p53 

Eze, S. C., Chinedu-Eze, V. C., & Bello, A. O. (2020). Some antecedent factors that shape SMEs 

adoption of social media marketing applications: a hybrid approach. Journal of Science and 

Technology Policy Management, 12(1), 41–61. https://doi.org/10.1108/jstpm-06-2019-0063 

Fan, L. (2022). Mobile investment technology adoption among investors. International Journal of 

Bank Marketing, 40(1), 50–67. https://doi.org/10.1108/ijbm-11-2020-0551 

Heiman, A., Ferguson, J., & Zilberman, D. (2020). Marketing and technology adoption and diffusion. 

Applied Economic Perspectives and Policy, aepp.13005. https://doi.org/10.1002/aepp.13005 

Khemthong, S., & Roberts, L. M. (2006). Adoption of Internet and Web technology for hotel 

marketing: A study of hotels in Thailand. Journal of Business Systems Governance & Ethics, 1(2), 

51–70. https://doi.org/10.15209/jbsge.v1i2.74 



 

International Journal of Business Economics and Management Research 
Vol. 9, Issue 9,   September 2018  Impact Factor: 4.963    ISSN: (2229-4848) 
www.skirec.org Email Id: skirec.org@gmail.com 

 

 
      

 

Page 62 

Maduku, D. K. (2021). Antecedents of mobile marketing adoption by SMEs:Does industry variance 

matter? Journal of Organizational Computing, 31(3), 222–249. 

https://doi.org/10.1080/10919392.2021.1956847 

Mehra, A., Paul, J., &Kaurav, R. P. S. (2020). Determinants of mobile apps adoption among young 

adults: theoretical extension and analysis. Journal of Marketing Communications, 1–29. 

https://doi.org/10.1080/13527266.2020.1725780 

Ray, A., Bala, P. K., & Dasgupta, S. A. (2020). Psychological analytics based technology adoption 

model for effective educational marketing. In Digital and Social Media Marketing (pp. 163–174). 

Springer International Publishing. 

Thoumrungroje, A., &Racela, O. C. (2021). Linking SME international marketing agility to new 

technology adoption. International Small Business Journal, 026624262110546. 

https://doi.org/10.1177/02662426211054651 

Wiradinata, T., &Iswandi, B. (2016). The analysis of Instagram Technology adoption as marketing 

tools by small medium enterprise. 2016 3rd International Conference on Information Technology, 

Computer, and Electrical Engineering (ICITACEE), 1–6. 

Wong, L.-W., Tan, G. W.-H., Hew, J.-J., Ooi, K.-B., & Leong, L.-Y. (2022). Mobile social media 

marketing: a new marketing channel among digital natives in higher education? Journal of Marketing 

for Higher Education, 32(1), 113–137. https://doi.org/10.1080/08841241.2020.1834486 

 


