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ABSTRACT

Thisarticledescribeshowalthoughtheinternethasbecomeasignificantplatformfortheadvancement
ofmarketing strategiesanddevelopments, therehavebeen inadequateempirical researchefforts
concerningitsadoptionforconductinginternetmarketingindevelopingcountries,specificallyin
theMiddleEastarea,andmoreparticularlyinIran.Previousstudiesinvestigatedinternetmarketing
adoptionandacceptanceextensively,byemployingdifferenttheoriesofnewtechnologyadoption
indevelopedcountries,whiletherehavebeeninadequateempiricalresearcheffortsconcerningits
adoption indevelopingcountries. It iswidelyrecognised that theadoptionof internetmarketing
canoffersubstantialopportunitiesforSmallandMediumSizedEnterprises(SMEs).Indeveloping
countries,internetmarketingopportunitiescanbeameaningfulapproachforSMEstobeableto
competewithlargebusinessesandtoaccess,withlowestpossiblecosts,targetedcustomers.
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1. INTRoDUCTIoN

Small medium enterprises (SMEs) is recognised as one of the main contributors to economic,
developmentandemploymentgrowth.Despiteitplayamajorroleintoday’sworldeconomy,SMEs
iswellknownhavinglimitationandacceptancebarriersinadoptinganewtechnologyalthoughthe
revolutionofinternetandcommunicationchannelhaschangedthewaypeopleconductbusinesstoday.
Itiswidelyknownthattheindustriesandbusinessesoftoday’sneweconomyevolveandchange
rapidly,mainlyasaresultofthewidediffusionofInformationandCommunicationTechnologies
(ICT)withinorganisations.Newtechnologiesenableandfacilitateabroadrangeofbusinessactivities
relatedtothestorage,processing,distribution,transmissionandreproductionofinformation(Fabiani,
Schivardi,andTrento,2005;OngoriandMigiro,2013).Inaddition,ICTsmayinducedramaticchanges
in businesses’ internal processes, radically altering firms’ structure, organisation and operations
(Spanos,Prastacos,andPoulymenakou,2002),withorganisationalandoutputchangessometimes
consideredasspilloverorindirecteffectsfrominvestinginnewtechnologies(BlackandLynch,2004).
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Asignificantvolumeofresearchhighlightsthefundamentalroleofinternetforproductivityand
economicgrowthatthemacroeconomiclevel(BartVanArk,O’Mahony,andTimmer,2008),the
industrylevel(Inklaar,O’Mahony,andTimmer,2005)aswellasthefirmlevel(Arvanitis,2005;
BlackandLynch,2004).Atthefirmlevel,thereisempiricalevidenceofthesubstantialcontribution
ofinternettofirmperformanceintermsoflaborproductivity(Arvanitis,2005)aswellasmultifactor
productivityandoutputgrowth(BrynjolfssonandHitt,2003).Indeed,thegainsofintegratingand
usinginternetaremultipleandtouchupondiverseaspectsofintra-andinter-firmbusinessoperations
andtransactions,beinginturnreflectedinfirmperformance.FocusingonSMEs,relevantliterature
underlinesthebenefitsofadoptinginternetintermsofcostsavings,organisationaleffectiveness,
improvementofservicestocustomersandsuppliers,accesstonewbusinessopportunitiesandmarket
information,competitiveness(Ghobakhloo,SadeghSabouri,SaiHong,andZulkifli,2011;Ongori
andMigiro,2013)and,moregenerally,productivityandgrowth(Barba-Sánchez,MartínezRuiz,
andJiménez-Zarco,2007;OngoriandMigiro,2013).Inaddition,internetmarketingimplementation
usuallyentailsadditionalcosts(e.g.,employeetraining,licensing,organisationalrestructuringand
upgradingexistingfacilities),whichalsoneedtobetakenintoconsideration,especiallyinthecase
ofSMEs(Ghobakhlooetal.,2011).Fromapolicyperspective,promotingtheacquisitionofnew
technologieswithinSMEshasbeengivenhighprioritytofirms.However,duetovariousresource
limitationsandalackofunderstandingoftheinternetrelatedopportunities,SMEsfaceincreased
difficultyinadoptingthenewtechnologies(Nasco,Toledo,andMykytyn,2008)inmanydeveloping
aswellasdevelopedcountries.InthecaseofIran,wheretheoveralleconomicactivityistraditionally
dominatedbySMEs,which,despitetheprogresstheyhavemadeinrecentyears,stillappeartolag
behindtheaverageinassimilatingnewtechnologiesandengagingine-businessactivities(European
Commission,2016).Ataturningpointonitswaytorebalancing,growthinIranmustbeinextricably
linkedtothenewtechnologicalprioritiesestablishedinlightofthedigitalandICTrevolutions.To
thisend,thesuccessfuldesignandimplementationofappropriatepolicyplansandschemesrequire
adequateknowledgeonthefactorsthataffectbusinessdecisionswithrespecttotheadoptionanduse
ofinternetmarketingwithinSMEs.

InternetMarketinghasemergedasaninterestingalternativewayofdoingbusiness,whichhas
emphasiseditsrelevancetothegrowingofthefirmandthestrengtheningofalternativewaysofcreating
valueConstantinides,E. (2010).Essentially, internetmarketing is a typeofmarketing involving
goods,servicesandinformationinwhichtheparties involveddonotalwaysmeetphysicallybut
interactelectronically(Sainiee,S.(1998).Thebenefitofinternetmarketingisevident.Forexample,
thepotentialofplacingorders,transferringsalesdataandinventoryinformation,andconducting
thetransactionsonlinecansignificantlyreducebusinessoperationscostandincreasethespeedof
businessactivities(Senn2004,p.387).SMEsareenterpriseswhichplayaveryimportantrolein
theeconomyofmanycountries,andareessentialcomponentsoftheeconomyofIran,adeveloping
countryStorey(1994).ManagersofSMEsmustbecreativeandautonomous,andstrivetoadaptto
theevolvingworldeconomy.Inordertosucceed,itisessentialthatIranianSMEsbeopentonew
techniques,inparticulartheInternetandinternetmarketing,allofwhichhavebecomeindispensable
businessmanagementtools.Thenewtechnologiesarethekeytoenablingenterprisestoestablish
contactswithenterprises throughout theworld, in turnenablingthemtoparticipate in theworld
economy(RayportandJaworski2001).

Overthelastfewyears,someIranianenterpriseshaveadoptedinternetmarketingandarealready
benefitingfromit.ManyIranianSMEshavebeenunabletoresolvesuchproblemsbythemselves,
whichiswhygovernmentauthorities,financialinstitutionsandlargeenterpriseshaveundertaken
tosupportandencouragethemwiththeirpoliciesandtheirassistanceprograms.Withafewrare
exceptions,Iranianenterprises,likemostenterprisesindevelopingcountries,havenotyetadopted
muchtechnologicalinnovations,oftenbecauseofalackofresources,butalsobecauseofthework
habitsandcultureofthosewhomanagetheseSMEs.Manycannot,orwillnot,accepttheriskinherent
inchangingthewaytheydobusinessandtheirdecision-makingprocesses.Althoughtheinternet
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