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Predicting Factors affecting the Internet use in the

International Marketing
Applying (TAM) and (IDT)

[ntroduction

There has been considerable Research into the adopiion of the

Internet for communication and commerce in recent yedrs. The
need to understand how and why companies ulilize the Internel
is important for researchers and practitioners alike. This study
combines Davis’ model-the Technology Acceptance Model
(TAM)- and Roger’s Theory- the Innovation diffusion Theory
(IDT) to predict factors that affect the internet use in
International marketing purposes or what we call International
Internet Marketing (IIM). It makes a comprehensive review of
information technology, information systems, and marketing

literature to locate such factors.

~ 'The Research Problem

* A number of theoretical frameworks for the rational component
of IT adoption have emerged in the last ten years. These
frameworks provide managers with careful reasoned arguments
~ and enable them to better influence the evaluation, adoption and
*use of Internet technology (Karahanna and Straub, 1999).
- Moreover, recent research into information technology (IT)
" adoption and use has been motivated by the desire to predict
factors, which lead to successful application in a marketing
context (Rose and Straub, 1998). Therefore, the study of
diffusion and adoption of new technologies has gained new

interest after being popular during 1980s.

This new wave of interest is partly initiated by the increasing
diffusion of networking technologies, such as the Internet, and
the decreasing importance of geographical distances (Rose and
Straub, 1998). IT was used in the 1960s to automate the back-
office of companies but currently there is a shift of .emphasis
into the front office. This movement makes the division betwcen
ﬁ‘ont and back-offices less relevant as integrated systems
increasingly remove the distinction between these two domains.
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The Research Objectives

Phis study examines two theoties that have h‘ccn \\-:idcl_\* used
over the past decade to assist in m\derstand!ng Qt the IN1T
adoption and implementation processes and links them to the
marketing context, Firstly, technology acceptance model ('AM)
and secondly, the diffusion of innovation theory (1IDT). These
models offer different, though overlapping perspectives on how
companies use new technologies, TAM focuses on attitudey
toward using a particular IT based on perceived benefits
(usefulness) and case of use. IDT focuses on the relationship
between “perceived attributes” of technology and “rate of
adoption of technology™. .

Background and literature review

Technology Acceptance Model (TAM)

§ystem usage is one of the basic dependent variables of

mfonnan?x} systems (DeLone and McLean, 1992). Researchers

and practitioners often use the Technology Acceptance Mode!

(TAM) to gain a better understanding of the adoption and use of
ation systems (Lederer, et al., 2000). It is one of the most

influential research models i \
i In studies is ol
information systems acceptance, R i
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pavis introduced. an adoption of Theory of Reasoned Action
(TRA), an especially wgll-researched intention model that has
proven o be successful in predicting and explaining behaviour

across @ Wwide variety of domains. but the Technology
Acceptance  Model (TAM) was originally developed to

understand the causal link between external variable and user
acceptance of PC-based applications (Fenech, 1998). TAM uses
TRA as a theoretical basis for specifying the causal linkages
between two key beliefs: Perceived usefulness (PU), and

perceived ease of use (PEU), and how these benefits relate to
users’ attitudes, intentions and actual comp

uter adoption
behaviour (Davis et al., 1989: 983).

According to TAM (see figure: 1) the usage of IT i.e. Internet is
determined by beliefs a user holds about its perceived usefulness
(PU) and it’s’ perceived ease-of-use (PEU) (Karahanna and
Straub, 1999: 238). PU is defined as the degree to which a
person believes that the use of a system can improve his/her
~performance. On the other hand, PEU is degree to which a
person believes that using a particular system will be effortless.
Even though, PU and PEU. were significantly correlated with
usage, Davis (1989) found that PU mediates the effect of PEU
~on usage (Karahanna and Straub, 1999: 238). In other words if
someone believes that a system will improve his/her
performance, he/she is more likely to accept the technology,
even if it is at first difficult to use The model was shown to have
good predictive validity for the use of several information

technologies including E-Mail and WWW (Fenech, 1998: Gefen
and Straub, 1997).: -

-49 .



Pevcelved | e
Usefulness . l

i l

oo

Attitude Behavioural Aclllﬂllf
kxternal Toward |—» Intention |l  Systen |
Variables Using To Use Use |
e (A) (. |

L Perceived I
o Ease-of- |
.‘> Use

- S 3

(——

(Figure 1) Technology Acceptance Model(TAM)

rs argued that usefulness is  probably (he
strongest argument in favour of companies’ use of the Interney
As the level of technology advances in the short-term futyre
that usefulness will increase. However, There are many factor.q’

that affect the usefulness of using the Internct for Internationg
marketing purposes (Poon and Swatman, 1998:40):

Many researche

1) Industry Adoption: Widespread adoption of the Internet -
in the business sector (business partners and
competitors).

2) Value-Chain Adoption: The effect of customer and |
supplier adoption of the Internet on the companies.

3) Market Scope: Market scope of the company has an
effect on how much perceived benefits can be obtained
by having an Internet connection.

4) Product Characteristics: Characteristics include the
physical or information component, usability in
electronic form, value added during the transaction
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process, and customer preference b
forms of the same product and the
process.

5) Management Involvement: Management eagerness has a
strong influence on Internet marketing success (l‘iik o
2000:20) stated that usefulpes ‘ s o S

s of the Internet has
broadened from being a source of information to

becoming a business tool, affecting the nature of
business relationship.

€tween different
related transaction

However, There are many factors that can impede ease of use in
international Intm:net marketing (IIM). Hoffman, et al. (1995)
states that convenience of access is at the core of the adopﬁon of

any technological application and determines its ultimate
success. In the context of the Internet, ease of access is a

multidimensional construct and includes high-speed access (the

“bandwidth” problem), ease of finding a service provider, and

the diffusion of the computer hardware/software/modem bundle.

The secondary barriers to ease of use are, price, and risk, as well
as such factors as privacy and security. Ease of use includes
-issues such as the user friendliness (or not) of the software, ease
of software installation, and the like. Hence, attempts to develop
technology that is user friendly are -as important as the
development of the technology itself.

Innovation Diffusion Theory (IDT) :

Recently, researchers in IS and IT have begun to rely on the
theories of innovation diffusion to study implementation
problems. A major focus of these studies has been how potential
users’ perceptions . of - information technology innovation
influence its adoption. Innovation diffusion theory is often
associated , with research into technology innovation. Rogers
(1983; 1995) has defined eight types of diffusion research from
“earliness of knowing about innovation”, and *“rate of adoption
in different  social systems”, to “opinion leadership”, and
“diffusion networks”, “communication channel use”, and
“consequences of innovation” are also considered. These issues
may have particular significance from a marketing perspective.
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+ The second contribution of IDT is the set of innovati'on
attributes it provides that” affect the rate of adoption. The
attributes include relative advantage, compatibility, complexity,
trialability, visibility, and observability (Rogers, 1983). The five
attributes are reported to explain 49.to 87 percent of the variance
rate of adoption (Rogers, 1995). B |

- Astream of research on innovation diffusion has been based on-
ot these attributes. They appear o have different . relative
~{.. .Importance on the adoption of Innovation, For €xample, Cooper
_,i_,a.nd.Zmud ( L@')O) four}d that technologica] complexity is a

relative advantage,
Y complexity, image and
s needed to assess users’

. cq;nﬂgtil‘);j:lity, trialability, observabiljt
A%
Qluntariness of yge, Each meagyre W
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Combining TAM and IDT

Undoubtedly, Internet marketing is a new type of end-user
information system of Electronic Commerce. and EC is heavily
based on telecommunication technologies (Kalakota and
Whinston, 1996). However, few recent studies have adopted
TAM to study the acceptance of telecommunication
technologies such as E-mail and WWW (Cheung, et al., 2000;
Fenech, 1998; Gefen and Straub, 1997, Lederer, et al., 2000; Lin
and Lu, 2000; Moon and Kim, 2001). Chan and Swatman (2000)
state that there is very little literature that discusses the process
of Internet-based marketing. Therefore, researchers must start
with the literature concerming more general IS/IT
implementation and hope to develop a body of theory, which is
more explicitly focused on the area of Internet marketing.

TAM and IDT are among the most effective theories in
predicting and explaining system use, user evaluation of systems
and innovation diffusion, respectively. They are chosen as the
bases for predicting the adoption of the Internet in international
marketing because of their solid theoretical foundation and the
fact that they have been proven successful in numerous studies
(see for example Antonides et al., 1999; Cooper and Zmud,
1990; Davis et al., 1989; Drury and Farhoomand, 1996; Fenech,
1998; Ghorab, 1997; Higgins and Hogan, 1999; Igbaria et al.,
1997; Karahanna and Straub, 1999; Rose and Straub, 1998;
Straub e al., 1995; Straub and Brenner, 1997; Teo et al., 1999,
Lederer, 2000; Lin and Lu, 2000; Moon and Kim, 2001).

TAM is specifically designed to understand human behaviour in
the domain of information system, and most of research projects
in the recent years deal with technology innovation. Based on
the more general theory of reasoned actio_n1 TAM tli}S been
tailored to explain computer usage (Rose and Straub, 1998). Lin
and Lu (2000) found that TAM was able to explain behavior
even in an Internet environment, accounting for 64% of the
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;eriecz;rscs gf i the Internet in International marketing,

However, Researchers working with TAM and IDT have
discovered a similar relationship betweep the two Constructs,
namely (relative advantage and complexity) on one side, ang
(perceived usefulness and perceived ease of use) on the othey
side. Moore and Benbasat (1991) stated that Davis’s Technology
Acceptance Theory is quite  similar to the Diffusion of
Innovations Model. Davis included two constructs

¢ Perceived
-Usefulnes_s” and “ Perceived Ease of Use”. The similarities

nstructs and Rogers perceived Relative

Advantage and perceived complexity are clegr.



Rcscarch Model and Hypotheses

The model for this research Iigurc (3) is an extension of both

TAM and IDT.

For IM

H3
Perceived
Compatibility
H1
Perceived H4 Internet Use
RCI&tiVB R i
Advantage
H2
Perceived
Ease of Use

. HA
Figure3: Research Model ’

Because TAM and IDT are used as the baseline model, this
research will verlfy the followmg relatlonshlps in the context of
[IM. ‘
H.I: There is a positive relationship between
Compatibility and percelved relative advantage in the
IIM context.

H.2: There is a positive relationship between Ease of Use
and perceived relative advantage in the IIM context.
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HJL!epehdent upon its Relative Advantage.
H.5: Use of the Internet for international marke ting )
' ;iependent upon its Ease of Use.
Research Methodology

Population and Sample

This research has used two basic characteristics that myg be

presented in each company if it is to be selected in the Tesearch
sample:

- 1. Use the;\lntefnet for markeﬁng purposes, and

2. Work globally to sell its products on the internationg]
market via agent, distributor, or subsidiary.

(Avlonitis and Karayanni, 2000; Bennet, 1997; Shama, 2001).

Population Industries .

: _ ﬂndiﬁgs could be established.
Agriculture, Textile, Chem; als, Computers, and Industria
0] €S cted. Finally, 250 questionnaires

;vg;e sent to the selested Organizations, gf the ZqSO, a total of
Questionnaires wete returned. This included 33 returned 0ot



Measurement Development

In order to develop and validate the instrument, ‘several - steps

were taken:

1. Development of the measure from the hterature
2. [Initial pre-test; and |

3. Pilot test of the measure.

In this regard, the questionnaire was reviewed first by six
‘academic researchers experienced in questionnaire design. They
were asked to provide feedback on the overall design,
particularly .the measurement scales. - Their inputs were then
considered in improving the design. Following from that, the
questionnaire was piloted with two IIM experts known to the
researcher. The pilot took the form of an interview where the
 participant was first handed a, copy of the questionnaire and
asked to complete it and then discuss any 'comments or
. questions he had. The ObJGCthC of this pilot was‘to assess time
required to complete the quest10nna1re clan”cy of-instructions,
simplicity, . consistency of questions, * clear ° ‘language, and
._-eomprehensweness As a result of this pllOt ‘some -amendments
‘were made to, 1mprove the questlonnalre Paftlclpants mdlcated
their agreement using a ﬁve-pomt leert scale

# ]
‘ * vt

Analysis and Results

This section presents the statistics and analytic results of the
research model and hypotheses.

Scale reliability and descriptive statistics
Detailed descriptive statistics relating to the Responding
Organisations and Respondents are shown in Table (II).

The reliability of all constructs was assessed by the Cronbach
alpha reliability coefficient (Cronbach, 1951). These coefficients
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Perceived Relative 527+ Internet Use
Advantage ' R* 290"*
R*~, 795% 4 '

 Perceived
* Ease of Use

124

* Significant ai_'a,m . *Significant at 0.05

“ (Figure 4) Internet use: path analysis

.Many researchers r_ecommen'.de'd calculating the overall impact
. of variables on Internet use (Bryman and ,Cramer, 2001).

.. total effects of all variables. =~ ‘
. -In terms of goodness-of-fit indicators, th

Calculating the direct and indirect effect of each variable would
do this. The following table (Table V) shows direct, indirect and

e model account for

- +:899% of the variance in the use of the Internet by companies.

. Figure (4) shows the regression

.Jeterminants of Internet use.
-coefficient=0.226 P< 0.05), Relative ad

. coefficient=0.124 P< 0.01) are all posi
. the Internet for marketing.

" Discussion:

results from testing the
compatibility  H3 (Path
vantage H4 (Path
coefficient=0.527 ‘ P< 0.01), and ease of use HS (Path

itively related to the use of
Compatibility H1 . (Path

P< 0.01) and ease of use H2 (Path

coefficient=0.483
d to relative

coefficient=0.221 P< 0.01) are positively relate

advantage.

Intcmaﬁbnai ‘companies use of the Internel is significantly
affected’ by . their -perception about Relative Advantage
(Usefulness), Compatibility and Ease of Use respectively. In
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researches that show that percetve 1 rle' r?k 1\(’13 advantage
(Usefulness) is significantly more stro.nfgd y I deL t02 IT Usage
(Davis, et al, 1989; Igbaria, et al, 1997; Lin and Lu, 2000, Teo,

et al, 1999).

fact the regression analys!
advantage has the large ©

This study found that perceived corppatiblllty is the second mgg
important determining factor affecting the use of the Internet f,,
international marketing. This means- that When marketers feg]
that the Internet is compatible with their activities, they are mope
likely to use it. This supports the finding of Cooper and Znyyq

(1990) about the necessity that a technology be compatible with
the organisation and its tasks. We also find that the effect of

perceived compatibility “is- ‘mediated by perceived relative

advantage (usefulness). Therefore, the more combatable the -

Internet application is, the greater the relative advantage

(usefulness) perceived by marketers, which, in‘tum, increases

the Internet usage for marketlngpurposes g

On the other hand, perceived ease of use had a less significant

.effect on Internet usage than perceived relative advantage and
perceived compatibility. Therefore, to encourage Internet usage,
top management should promote the Internet’s relative

advantage (usefulness) more than its ease of use.: The results of -
our study. further support prévious findings in that the effect of -
perceived ease of use 'is mediated by perceived relative |
_advantage (Usefulness) (Davis, 1989; Davis et al, 1989; Lin and -
Lu, 2000). That is to say, ‘the less complex the Intemnet
application is, the more relative advantage it'is perceived by |
- marketers to do their marketing actiVities; -which, in turn,

increase the usage of the Internet for marketing purposes.

Thic req

Ihis result is consistent with previous studlies. For instanc® .
- Chan and Swatman (2000); Berezai (2000); Poon and Jevor®
~ {1997); Skinner, (1999) agreed thiat Internet marketing is drive®

by . th

1 pever-ending needs of customers to look for beti*'
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services and products. Competitors’ use of the Internet and
response 10 customers also has a strong effect on the adoption of
the Internet for mark‘eting purposes (Skinner, (1999) (‘l;: an and
Swatrpan.(2000:81) found that IT developments are 1;19(; forcing
organisations 10 b? up-to-date in their use of ‘advanced
technologies regarding delivery of speedy and high quality
information,  as well - as facilitating  greater dcgrccQ ol
communication and integration across business units and
external partners. The increasing awareness of the benefits that
International companies can obtain from using the Internet are a
key driver as }vell (Berezai, 2000:31). Changes in organisational
strategy may involve some Internet uses to bring about the new
business desires. The organisation may set up a strategy that
broadened the use of existing electronic trading technology to
include the Internet as an alternative medium to bring about the
new business desires (Chan and Swatman, 2000:77). Reducing
costs by substituting the Internet for other communications
channels with vendors, customers, information providers, and
business partners may be a driver for many companies to use the
Internet (Cronin, 1996a: 21)

Academic Implications

Based on TAM and IDT, this study proposes factors that-affect
the use of the Internet for international marketing activities. It
thus helps researchers understand the relationships between
relative advantage (usefulness), ease of use and compatibility,
and the adoption of the Internet by Intema{ional companies. It
confirms that the use of the Internet depends on the perceptions
of marketers about its usefulness, ease of use and compatibility.
It also helps to understand the predictors of relative advantage of -

the Internet.

Managerial Implications. _

This study has potential for managerial application in the.
adoption and use of the Internet for marketing purposes. By
confirming the IT theories (TAM and IDT) in the field of
Internet Marketing, it suggests that companies should provide
usefulness, compatibility and ease of use for their Web sites to
encourage their customer to revisit their sites. It also suggests
both specific factors and items that companies might emphasise
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Understanding the theoretical determinants of the use of the
Internet by international companies is an important step, The
research has extended both TAM
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M | 2\\0
Number of completed and returned | 128
"Declined participation """ L. 2%
Response rate %
Table II: Characteristics of the sample
Measure Items  Frequency @
Age Under 30 yrs 23 187
31-40yrs 41 333 |
41-50 yrs 30 244
51-60 yrs 26 211 |
More than 60 y1S 3 24
Position Marketing 68 553
manager 32 26.0
Sales manager 11 8.9
Export manager 12 98 |
IT manager
Participation No 27 20
Yes , 96 78.0
Number of Less than 100 55 447
employees 100-500 46 374
501-1000 16 13.0
More than 1000 6 49
Years of Less than 2 yrs 22 17.9
Internet use 2-3 yrs 29 23.6
3-4 yrs 34 27.6
More than4.00 yrs | 38 309
Type of industry Agriculture 14 11.4
Chemical and 16 13
Allied Products 40 32.5
Computers 41 333
}Il:ldustrial Supplies 12 9.8
avtila
A WAALLAY 4—-_[—//
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Table I1]-: Measure of ¢co

nstructs

———

fm Numbe

Mecan | Standard “Alpha |

4 1 "use . Deviation
e e e 7 80 |0 | |
Intemf;'e 9 38879 | 8162 | 9487 |
van e
?:temet: perceived compatibility

3.8042 | 6979 | .8550
| 39512 | 7285 | 8754

[nternet USe for marketing purposes

Table IV: Correlation matrix

Perceived Perceived
ease of use relative
: advantage -

Perceived Internet use
compatibility for marketing

purposes
. Perceived ease = 1.000

of use
Perceived 134> 1.000
relative
advantage
Perceived A2 764 1.000
compatibility ~
Internet use for  .757* 62" 114 1.000
marketing
urposes _
g l:"p* Correlation is significant at the 0.01 level (2-tailed).
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Table V: Direct, indirect and total effect of different

constructs on Internet use

Dependent Variables Internet Use for IM
Direct Indirect Tota]
Effect Effect Effect
Internet: perceived ease | 0.124 0.116 0240 —
of use
Internet: perceived | 0.527 0.000 0.527 —
relative advantage
Internet: perceived | 0.226 0.254 0.480
compatibility
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