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ABSTRACT

The chapter builds on the current body of knowledge in the field of E-Marketing through a survey and 
organised systematic examination of the published work related to the Technology Acceptance Model 
(TAM), Innovation Diffusion Theory (IDT) and E-Marketing adoption by Small Business Enterprises. 
Furthermore, the chapter illustrates that although many E-Marketing adoption factors are driven from 
the literature of E-Marketing, as well as the technology adoption theories like TAM and IDT, only some of 
these factors are found to significantly affect the adoption of E-Marketing by Small Business Enterprises. 
This review and the results of the fieldwork research conducted by the authors will enable entrepreneurs, 
policy makers, students and practitioners to build a greater understanding of E-Marketing adoption 
in a small business context. Moreover, the chapter will help researchers and scholars in the field of 
E-Marketing to have a clearer view towards suitable future research studies in the field of E-Marketing 
that in turn will contribute to the related accumulated knowledge in the field.
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INTRODUCTION

Small Business Enterprises (SBE’s) play a one of 
the main roles in the world economy today, and 
they are recognised as one of the main contribu-
tors to economic development, innovations and 
employment growth all over the world. According 
to Mulhern (1995), most of the registered European 
companies (99% of the total number of companies 
in Europe) are small and medium sized (SME) and 
had provided 66% of the employment in Europe 
in the period from 1985-1995. That is also true in 
Less Developing Countries (LDC’s) since small 
businesses represent a high percentage of the total 
number of enterprises.

Moreover, the revolution in computer science, 
the Internet, information technology (IT), media 
and communications has changed the ways of 
conduct business today. In the last two decades, 
growing numbers of companies and enterprises 
have been using the Internet and other electronic 
communications to conduct its marketing efforts 
and activities, giving the chance for Electronic 
marketing (as a new marketing phenomenon and 
philosophy) to grow in a dramatic and dynamic 
way.

From the authors point of view, adopting and 
implementing E-Marketing effectively and effi-
ciently by small business enterprise can change 
both the characteristics and nature of SBEs busi-
ness all over the world. As a result of the increased 
usage of the Internet and other Electronic market-
ing tools (i.e.: Intranets, Extranets and Mobile 
phones) in conducting electronic transactions 
not only a lot of opportunities for Small Business 
Enterprises can be created but also this might 
eliminate many of the threats facing SBE’s. From 
this perspective, the Internet and other electronic 
media and Electronic marketing tools are playing 
a vital role in marketing activities within business 
enterprises regardless of type or size.

On the other hand, the adoption of new 
technologies has attracted a lot of interest from 
researchers and practitioners during the last two 

decades to gain a better understanding of how 
they can be used more effectively. Unlike new 
technological innovation, which often appears to 
occur as a single event or jump, the adoption or 
diffusion of technology into practice appears as 
a continuous and rather slow process (Hall and 
Khan, 2003, p:1). However, there are a number of 
accepted theoretical frameworks that have been 
used by researchers to investigate the adoption 
and diffusion of information technology and new 
technologies by the business community. Although 
there are a lot of theories about technology adop-
tion, only three have been rigorously applied by 
the research community namely: the Davis (1989) 
Technology Acceptance Model (TAM), the Rogers 
(1995) Innovation Diffusion Theory (IDT) and 
the Decomposed Theory of Planned Behaviour 
model (TPB) (Looi, 2004).

Moreover, recent research into IT adoption and 
use has been motivated by the desire to predict 
factors, which can lead to successful application 
in a marketing context (Lynn et al., 2002:35; Rose 
and Straub, 1998:39). But E-Marketing is still a 
relatively new concept, particularly for Small 
Business Enterprises that have limited resources 
and can ill afford to make unwise investments. 
Therefore, there is a need to have a much clearer 
understanding of E-Marketing problems as well 
as its opportunities for SBE’s and how these tech-
nologies can be used to carry out the marketing 
process in a more effective way than a reliance 
on traditional practice.

Depending on that, the chapter aims to ex-
plore, analyze and develop a clear and deep un-
derstanding about the different factors affecting 
the adoption of E-Marketing by Small Business 
Enterprises. This understanding will provide ben-
efits for entrepreneurs, policy makers, students, 
practitioners, researchers, and educators though 
providing a clearer view and deep complete under-
standing for all the aspects related to the adoption 
of E-Marketing by Small Business Enterprises. 
The chapter will review the most frequently 
used new technologies adoption models theories 



 

 

20 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/understanding-factors-affecting-adoption-

marketing/66639

Related Content

Mobile Customer Relationship Management (mCRM): Constraints and Challenges
Günter Silbererand Sebastian Schulz (2012). E-Marketing: Concepts, Methodologies, Tools, and

Applications  (pp. 324-340).

www.irma-international.org/chapter/mobile-customer-relationship-management-mcrm/66605

Interactive Brand Experience: The Concept and the Challenges
Mary L. Roberts (2005). Advances in Electronic Marketing (pp. 103-121).

www.irma-international.org/chapter/interactive-brand-experience/4777

Social Oracles as Advertising Tools in Programmable Businesses
Nick V. Flor (2005). Contemporary Research in E-Marketing, Volume 1 (pp. 1-37).

www.irma-international.org/chapter/social-oracles-advertising-tools-programmable/7075

Comparing Effectiveness of E-learning Training and Traditional Training in Industrial Safety and

Health
Norlinda Binti Mohd Rozar, Abdullah Bin Ibrahimand Muhammad Ashlyzan Bin Razik (2011). International

Journal of Online Marketing (pp. 46-61).

www.irma-international.org/article/comparing-effectiveness-learning-training-traditional/56006

Study of Consumer Brand Following Intention on Instagram: Applying the Uses and Gratification

Theory
Simran Kaur Madanand Payal S. Kapoor (2021). International Journal of Online Marketing (pp. 32-51).

www.irma-international.org/article/study-of-consumer-brand-following-intention-on-instagram/274876

http://www.igi-global.com/chapter/understanding-factors-affecting-adoption-marketing/66639
http://www.igi-global.com/chapter/understanding-factors-affecting-adoption-marketing/66639
http://www.irma-international.org/chapter/mobile-customer-relationship-management-mcrm/66605
http://www.irma-international.org/chapter/interactive-brand-experience/4777
http://www.irma-international.org/chapter/social-oracles-advertising-tools-programmable/7075
http://www.irma-international.org/article/comparing-effectiveness-learning-training-traditional/56006
http://www.irma-international.org/article/study-of-consumer-brand-following-intention-on-instagram/274876

