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ABSTRACT

Thisstudyexaminesthefactorsthatinfluencedecision-makerstoadopte-marketinginsmall-and
medium-sized enterprises (SMEs) in Jordan. There is currently no comprehensive conceptual
frameworkthatexplainse-marketingadoptioninSMEs.Therefore,thisstudydevelopsaconceptual
frameworkbasedon thediffusionof innovation(DOI)and technology-organization-environment
(TOE)theories.Theconceptualframeworkiscomposedoffourcontexts:technological,organizational,
managerial,andenvironmental,andhypothesizeselevenfactorssignificantlyinfluencinge-marketing
adoption in SMEs. A self-administrated questionnaire survey was conducted with 362 SMEs in
Jordan.Logisticregressionwasusedtotesttherelevanthypotheses.Theobtainedresultsshowthat
relativeadvantages,complexity, ITexpertise, topmanagementsupport,manager’s ITknowledge
andexternalpressurehaveasignificantimpactone-marketingadoption.However,compatibility,
cost,firmsize,managerinnovativeness,andgovernmentsupportdonotshowanyassociationwith
e-marketingadoption.
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INTRoDUCTIoN

Smallandmedium-sizedenterprises(SMEs)playanimportantroleineconomicgrowth,creating
newjobopportunitiesandreducingpoverty,particularlyindevelopingcountries(ZafarandMustafa,
2017).Informationcommunicationtechnology(ICT)hasbecomeanindispensabletoolforSMEs,
enablingthemtoreduceoperatingcosts;facilitatingcommunicationwiththeircustomersandsuppliers;
promotingtheirgoodsandservicesglobally;increasingmarketshare;andenhancingtheircompetitive
position(Ghobakhlooetal.,2011;PomffyováandBartková,2016).Inthisregard,theemergenceof
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e-marketingisessentialforSMEstosurviveandthriveinbothdomesticandinternationalmarkets.
Itcanbeviewedasanewbusinessmodelandmarketingstrategyforachievingmarketingobjectives
viacomputernetworksorotherelectronicmeans(Dlodlo&Dhurup,2013;Foroudietal.,2017).

ThepositiveimpactoftechnologiesonthemarketingperformanceofSMEscannotbedenied,
however, compared to largerorganizations,SMEsare relatively slower toadopt e-marketing
(Sharma&Goyal,2019;Aziz&Omar2013).Also,previousstudiesreportthatfactorsaffecting
SMEsintheadoptionofe-marketingaredifferentfromlargeorganizations(Erumetal.,2017;
Taiminen and Karjaluoto, 2015). Moreover, previous studies in the literature on technology
adoption have used the terms ‘e-business’, ‘e-commerce’, ‘electronic’ or ‘online marketing’,
interchangeably,whichisincorrectsincethesetermshavedifferentmeanings(El-Gohary,2010;
Erum et al., 2017). Consequently, this literature cannot fully determine whether the factors
associatedwithe-marketingadoptioninSMEsaresimilartoe-businessande-commerceadoption
ase-marketinghasdifferentcharacteristics.

Manypriorstudieshavebeenconducted toexamine thefactorsassociatedwithe-marketing
adoptionbySMEs inbothdevelopedanddevelopingcountries.However, previous literatureon
technology adoption reveals that e-marketing adoption in SMEs represents an emerging area of
study,particularlyinArabcountries(Qashou&Saleh,2018;El-Gohary,2012).Consequently,itis
importanttoinvestigatethekeyfactorsassociatedwithe-marketingadoptionthatmayhelpSMEs
andgovernmenttodecidesuitableactionregardingtotheadoptionofe-marketing.Inthatregard,this
studyattemptstobridgethegapintheliteraturebydevelopingacomprehensivemodeltoidentifythe
keyfactorsthatmaypotentiallybeassociatedwiththeadoptionofe-marketinginSMEs.Bylooking
ate-marketinginJordan,thisstudyfillsthegapintheexistingliteraturebyprovidinginsightsthat
maybeapplicabletootherArabcountries.InJordan,whilemanystudieshavebeenconductedto
investigatetheadoptionofe-commerce(Al-Adwan,2019;Al-Adwanetal.,2019;Al-Adwanand
Kokash, 2019; Al-Adwan, 2018), limited research has been carried out to examine e-marketing
adoption.Hence,thisstudyaimstoachievethefollowingobjectives:

• To develop a comprehensive conceptual framework to provide a better understanding of
e-marketingadoptionbyJordanianSMEs;

• Toidentifythekeyfactorsassociatedwiththeadoptionofe-marketingbyJordanianSMEs.

To achieve these objectives, this study is organized as follows: First, a literature review of
technologyadoptionandstudiesrelatedtoe-marketingadoptioninSMEsispresented.Second,the
developmentofaconceptualframeworkandproposedhypothesesispresented.Third,methodology,
datacollection,anddataanalysesarepresented.Fourth,highlightsandkeyfindingsarediscussed.
Finally,theconclusion,implications,andlimitationsarepresented.

LITERATURE REVIEw

The Definition of E-Marketing and its Activities in SMEs
Informationandcommunicationtechnologies(ICTs)havebecomeanessentialpartofdailyroutines
forbothindividualsandorganizations.ICTsenableSMEstoconnecttotheworldandgivethema
platformtodevelopnewbusinessandproducts.Fromamarketingperspective,ICTsprovidethree
mainopportunitiesforSMEs:first,theyallowSMEstoutilizevariousdigitalchannelsformarketing
purposes; second, the accessibility of the digital environment allows marketers to measure the
marketingperformancebycollecting,reporting,andprocessingmarketingactivitiesmoreeffectively
Third, it enablesSMEs to improve their performance and increase its competitiveness inglobal
markets(Sharma&Goyal,2019;Järvinenetal.,2012).



 

 

25 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/factors-affecting-the-adoption-of-e-

marketing-by-decision-makers-in-smes/247115

Related Content

Emerging Standards and Protocols for Governance, Risk, and Compliance

Management
Marcus Spiesand Said Tabet (2012). Handbook of Research on E-Business

Standards and Protocols: Documents, Data and Advanced Web Technologies  (pp.

768-790).

www.irma-international.org/chapter/emerging-standards-protocols-governance-risk/63497

Integrating the Internet of Things Into E-Commerce: The Role of Trust,

Privacy, and Data Confidentiality Concerns in Consumer Adoption
Winnie Ng Picoto, Joana Carlota Abreuand Patricia Martins (2023). International

Journal of E-Business Research (pp. 1-18).

www.irma-international.org/article/integrating-the-internet-of-things-into-e-commerce/321647

E-Banking Development and Applications: Current Issues and Challenges in

Rural Areas and Emerging Nations
Jiaqin Yang (2011). Impact of E-Business Technologies on Public and Private

Organizations: Industry Comparisons and Perspectives  (pp. 97-113).

www.irma-international.org/chapter/banking-development-applications/52003

A Socio-Cultural Analysis of the Present and the Future of the M-Commerce

Industry
Ritanjan Das, Jia Jia Wangand Pouwan Lei (2006). Handbook of Research in Mobile

Business: Technical, Methodological, and Social Perspectives  (pp. 694-707).

www.irma-international.org/chapter/socio-cultural-analysis-present-future/19511

Electronic Business in Developing Countries: The Digitalization of Bad

Practices
Carlos Ferranand Ricardo Salim (2005). Electronic Business in Developing Countries:

Opportunities and Challenges  (pp. 1-35).

www.irma-international.org/chapter/electronic-business-developing-countries/9251

http://www.igi-global.com/article/factors-affecting-the-adoption-of-e-marketing-by-decision-makers-in-smes/247115
http://www.igi-global.com/article/factors-affecting-the-adoption-of-e-marketing-by-decision-makers-in-smes/247115
http://www.igi-global.com/article/factors-affecting-the-adoption-of-e-marketing-by-decision-makers-in-smes/247115
http://www.irma-international.org/chapter/emerging-standards-protocols-governance-risk/63497
http://www.irma-international.org/article/integrating-the-internet-of-things-into-e-commerce/321647
http://www.irma-international.org/chapter/banking-development-applications/52003
http://www.irma-international.org/chapter/socio-cultural-analysis-present-future/19511
http://www.irma-international.org/chapter/electronic-business-developing-countries/9251

