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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



 

 

27 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/article/internet-marketing-adoption-by-iranian-

distribution-industry/203589

Related Content

Factors Promoting Social CRM: A Conceptual Model of the Impact of

Personality and Social Media Characteristics
Ainsworth Anthony Bailey (2015). International Journal of Customer Relationship

Marketing and Management (pp. 48-69).

www.irma-international.org/article/factors-promoting-social-crm/141535

Involvement, Hedonism, and Luxury: Managing Fans in the Music Industry
Monica J. Faviaand Kenneth D. Hall (2020). Handbook of Research on the Impact of

Fandom in Society and Consumerism (pp. 259-279).

www.irma-international.org/chapter/involvement-hedonism-and-luxury/237695

Systematically Exploiting Web 2.0 Social Media in Government for Extending

Communication with Citizens
Charalabidis Yannis, Robert Kleinfeld, Loukis Euripidisand Stephan Steglich (2012).

Customer Relationship Management and the Social and Semantic Web: Enabling

Cliens Conexus  (pp. 113-128).

www.irma-international.org/chapter/systematically-exploiting-web-social-media/57955

An Outsourcing Decision Model Based on AHP and Sensitive Analysis for

Distribution Marketing Companies
Pi-Fang Hsu, Chia-Wen Tsaiand Ying-Hua Chu (2014). International Journal of

Customer Relationship Marketing and Management (pp. 38-51).

www.irma-international.org/article/an-outsourcing-decision-model-based-on-ahp-and-sensitive-

analysis-for-distribution-marketing-companies/118246

Customer Relationship and Satisfaction: The Jumeirah Beach Hotel Case

Study
Abdel Moneim M. B. Ahmed (2011). International Journal of Customer Relationship

Marketing and Management (pp. 19-35).

www.irma-international.org/article/customer-relationship-satisfaction/52043

http://www.igi-global.com/article/internet-marketing-adoption-by-iranian-distribution-industry/203589
http://www.igi-global.com/article/internet-marketing-adoption-by-iranian-distribution-industry/203589
http://www.igi-global.com/article/internet-marketing-adoption-by-iranian-distribution-industry/203589
http://www.irma-international.org/article/factors-promoting-social-crm/141535
http://www.irma-international.org/chapter/involvement-hedonism-and-luxury/237695
http://www.irma-international.org/chapter/systematically-exploiting-web-social-media/57955
http://www.irma-international.org/article/an-outsourcing-decision-model-based-on-ahp-and-sensitive-analysis-for-distribution-marketing-companies/118246
http://www.irma-international.org/article/an-outsourcing-decision-model-based-on-ahp-and-sensitive-analysis-for-distribution-marketing-companies/118246
http://www.irma-international.org/article/customer-relationship-satisfaction/52043

