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Medium- Sized Enterprises (SMESs) in Palestine
By
Abeer Mahmoud Qashou

Supervisor
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Abstract

This study investigates the factors affecting the acceptance and
implementation of E-marketing in small and medium sized enterprises
SMEs- specifically small and medium-sized restaurants SMRs in Palestine
and the effect of this implementation on marketing performance from the
organization level. The study was applied to the SMRs in Palestine as the
restaurants sector is one of the most active and prosperous sectors in
Palestine. Potential factors were derived and conceptually-modeled for
analysis based on popular acceptance models in literature, namely,
Technology-Organization-Environment (TOE) framework, Technology
Acceptance Model (TAM) and Innovation Diffusion Theory (IDT). More
specifically, three contexts (technological, organizational and
environmental) with sixteen factors were hypothesized to influence the
acceptance and implementation of E-marketing in SMRs.

To conduct the study, the quantitative method was used. Relevant
data were collected from a stratified randomly-selected sample of 223
SMRs working in West Bank in Palestine. Data were reported by
participants using a self-report questionnaire. Pearson Correlation and

multiple linear regression were employed to analyze the collected data



X1X
using Minitab. The results from Person Correlations indicate that all the
individual hypothesized factors have positive significant impact on E-
marketing implementation and the strongest related factors are relative
advantage, market scope, organizational readiness and top management
support. While the regression analysis model shows that collectively, only
three factors, namely, relative advantage (technological context), customer
pressure (environmental context) and market scope (environmental context)
have significant positive impact on E-marketing implementation. Besides,
the regression analysis shows that E-marketing acceptance and
implementation has a positive significant impact on marketing
performance. The implications of the findings in this study which would
benefit all interested stakeholders in SMRs are also highlighted. Some
recommendations are also suggested for those concerned to raise the level
of implementation such as increasing the awareness of the importance of E-
marketing implementation, motivating employees, holding educational
courses and workshops, providing the necessary financial, human and
technological resources, providing a legal supportive environment for E-
marketing, providing financial facilities for SMRs and establishing a real
partnership between SMRs, government, competent Ministries and E-
marketing providers.

Keywords: E-marketing, Small and Medium-Sized Restaurants (SMRs),
Technology Acceptance Model (TAM), Innovation Diffusion Theory
(IDT), Technology-Organization Environment (TOE), Marketing

performance.
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Chapter One
Introduction
1.1. Overview
This chapter introduces a general background of the research title. It
presents the problem statement, motivation of the research, research
objectives, research questions, research general framework, research
hypotheses, research limitations, research population, research sample and
the procedural concepts of the research. At last it clarifies the research
structure.
1.2. General Background

Enormous revolutions in Information and Communication Technology
(ICT) contribute to change the way that business is conducted. The world
economy in the present age is moving from commodity-linked stage only to
the stage of value creation, employment and economic wealth (Dehkordi et
al., 2012). Marketing is one of these sectors that is affected, leading to the
emergence of the so-called Electronic Marketing or E-marketing (Park and
Jun, 2003; Eid and EI-Gohary, 2013; Sin Tan et al., 2013; Babalola and
Babalola, 2015).

Marketing in general is all things that an organization does to create and
share value with customers and thus it is of valuable value in guiding the
enterprise strategy (Silk, 2006). McKenna (1990) says that the development
of marketing is linked to the development of technology as technological
applications enable enterprises to give the consumer what he wants in any

way and whenever he wants. McKenna (1990) also illustrates about the
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inevitable marriage between technology and marketing through the
principle "technology markets technology".

So, E-marketing becomes essential in the present era, which is
characterized by global markets, intense competition and open borders
(Gilmore et al., 2007). E-marketing is part from E-commerce. All
electronic transactions on both sides of sale and purchase are E-commerce,
while transactions and communications on the sales side is E-marketing
(Chaffey, 2009).

Modern and diverse means of communication enable customers to
access to each product or service quickly without bothering about time and
location (Sheth and Sharma, 2005). All these developments make it
incumbent on the institutions to consider new ways of marketing and
reshape the traditional methods of it in order to maintain up its survival and
occupy a competitive place among others (Ali et al., 2015; Babalola and
Babalola, 2015; EI-Gohary et al., 2008).

E-marketing can be defined in different ways. For example the E-
marketing Association defines E-marketing as “the use of electronic data
and applications for planning and executing the conception, distribution,
promotion and pricing of ideas, goods and services to create exchanges that
satisfy individual and organizational objectives” (Bothma and Burgess,
2007, p. 19). Whereas Reedy and Schullo (2004) define it as the process of
using networks with the aim of doing the required connection and dealing
for business easily. While Strauss and Frost (2000) define E-marketing as

the Information Technology (IT) recruitment in a meaningful way for the
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institution and its shareholders, where the technology is used in the
management of the institution's relations with its customers, creating and
delivering added value for them. Since there are many electronic data or
electronic applications used to conduct the marketing activities, different E-
marketing tools emerge. These tools include, Internet marketing, E-mail
marketing, Intranet marketing, Extranet marketing, Mobile marketing and
so on (Evans and King, 1999; Hofacker, 2001; Eid and Trueman, 2004;
Chaffey et al., 2006; El-Gohary, 2010b; EI-Gohary, 2012; Eid and El-
Gohary, 2013).

Sustainability of marketing features is affected positively from the
development and use of technology (Arnott and Bridgewater, 2002;
Mokhtar, 2015). Sales growth and cost reduction are of the most important
opportunities provided by the Internet - that part of the technology, which
iIs becoming a widespread tool among institutions (Yannopoulos, 2011).
Many other benefits can be reaped from E-marketing. Marketers can gain
new customers, new brands, new markets, new market leaders, new market
channels and marketing tools (Tiago and Tiago, 2012; Davidavi¢iené et al.,
2014). As customers represent the core part for the enterprise profitability
(Gupta et al., 2004; Hogan et al., 2002), it is important to build and
maintain good relationships with them. Online activities ease the exchange
of products, services, ideas and information, therefore; each party fulfills
his marketing aims (Gay et al., 2007; Dlodlo and Dhurup, 2013). In

addition, E-marketing allows firms to adapt to customers' needs with
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reduced transaction costs and allows customers to behave without worrying
about time and location (Watson et al., 2002; Sheth and Sharma, 2005).

Within the Palestinian context, there is a dearth of research on E-
marketing. Some researchers discuss certain topics related to this field. For
example, Salem (2016) tries to examine the factors affecting the way in
which the consumers interact with Short Message Service (SMS)
advertising in Palestine. The big share of these researches discusses
Electronic Commerce (E-commerce) in general. Examples include:
Herzallah and Mukhtar (2015) where they discuss E-commerce adoption by
Palestinian Small and Medium — Sized Enterprises (SMEs), Abualrob and
Kang (2015) where they discuss the barriers of E-commerce adoption by
small businesses in Palestine, Qadri (2013) develops a strategic framework
for a successful E-commerce adoption in Palestine and Hasan and Zulhuda
(2015) illustrate legal issues and challenges about cloud computing in E-
commerce in Palestine.

Although various studies are tackling E-marketing adoption by SMEs in
developing countries, few of these studies are conducted in the Arab
countries. This shows a big gap in E-marketing field and specifically E-
marketing in SMEs (El-Gohary, 2012).

After the above, it is vital to study E-marketing adoption and
implementation by SMEs in Palestine. SMEs -which attract the attention of
researchers seriously- play a major role in any country's socio-economic

development (Kazungu et al., 2014; Kazungu et al., 2015). Because SMRs
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are widespread in Palestine and offer many meals and services to citizens
and visitors, they are chosen to represent SMEs in Palestine.

The researcher aims to identify the factors affecting the adoption and the
implementation of E-marketing in SMRs in Palestine as restaurants are the
promising sector among SMEs in Palestine. This research bases its study
on the Technology Acceptance Model (TAM) proposed by Davis (1989),
Innovation Diffusion Theory (IDT) introduced by Rogers (1983) and the
Technology-Organization-Environment (TOE) Framework by Tornatzky
and Fleischer (1990).

1.3. Problem Statement

Despite the growing interest in E-marketing through the last three
decades, very few studies are conducted to examine the factors affecting
the adoption and the implementation of it in SMEs and the effect of this
implementation on marketing performance especially from the institution's
point of view (El-Gohary, 2012). In Palestine, SMEs represent a large
proportion from the working enterprises according to the latest
establishment census conducted by the PCBS (2013a).

In this study, the Palestinian SMRs is the target sector because this
sector is very active and booming in Palestine. It is considered one of the
most widespread tourist activities in Palestine (PCBS, 2011; PCBS, 2012b;
PCBS, 2013b). More specifically, there are many SMRs distributed across
all West Bank cities offering diverse meals and dishes for local Palestinian
as well as visiting customers. Besides, top management of these SMRs are

employing both traditional marketing and recently have started applying E-
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marketing methods (like social media channels) to announce and promote
for their services.

Furthermore, the latest ICT Business Survey of 2011 shows that there is
a high variance in the variable of electronic transactions via Internet; in
2009 the percentage of institutions that have electronic commercial
transactions over the Internet is 2.4%, while this ratio becomes 11.2% in
2011 (PCBS, 2012a). Unfortunately, the Palestinian Central Bureau of
Statistics does not have statistics on E-marketing implementation in SMRs.
This thing stimulates the researcher to conduct more research on E-
marketing. To better understand E-marketing by SMRs, research is needed
on the main factors that affect its adoption and implementation and the
impact of E-marketing implementation on marketing performance from the
organization level. So this research will answer the question: What are the
factors that affect the implementation of E-marketing by Palestinian SMRs
and its impact on marketing performance from the restaurant's point of
view?

1.4. Importance of the Research

The desire to know the factors affecting the achievement of a successful
E-marketing stimulates many researchers and academics to study the use
and adoption of IT (Rose and Straub, 1998; Lynn et al., 2002; EI-Gohary,
2010a; El-Gohary, 2012). However, E-marketing is still in infancy
especially in developing countries where there is a poor infrastructure,

limited resources and strong competition (El-Gohary, 2012). Unfortunately,
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little research on E-marketing is conducted in the Arab countries,
specifically Palestine.

SMRs are among the most important sectors of SMEs in Palestine on
which the study can be applied. This sector in Palestine is one of the vital
sectors characterized by intense competition. SMRs employ many
Palestinian workers contributing in reducing the unemployment rates
among Palestinians (Fallah, 2014). The large number of SMRs in West
Bank facilitates the conduction of this applied research where a good
representative random sample can be obtained and hence the statistical
results can be statistically-inferred and generalized to the entire population
of SMEs working in West Bank in Palestine.

Beside, the adoption and the implementation of E-marketing in the
Palestinian SMRs can help them to achieve more benefits, more progress
and hence help them to overcome many problems facing them. These
things will impact the marketing performance.

The importance of this research is to have better understanding of E-
marketing adoption and implementation by Palestinian SMRs and its
impact on marketing performance from the restaurant's point of view;
furthermore, the main purpose of this research is to determine the key
factors that affect the implementation of E-marketing by Palestinian SMRs
and its impact on marketing performance from the restaurant's point of
view.

1.5. Objectives of the Research

The main objectives of this study are:
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To investigate the factors affecting the implementation of E-
marketing by Palestinian SMRs.

To identify the importance of each of these factors in affecting E-
marketing implementation by SMRs.

To identify E-marketing tools used by Palestinian SMRs when
adopting or using E-marketing.

To examine the relationship between E-marketing implementation

and marketing performance.

1.6. Research Questions

This research aims to answer four main questions:

1.

What are the main factors that may influence the implementation of

E-marketing by SMRs in Palestine?

. What is the importance of each factor in influencing the

implementation of E-marketing by SMRs in Palestine?

What are the different E-marketing tools used by Palestinian SMRs
to accomplish E-marketing?

What is the relationship between E-marketing implementation and

marketing performance?

1.7. Research General Framework

Several authors try to use the two models (TAM and IDT) with the

perceived risk/credibility construct to explain customers’ intentions

towards innovation adoption effectiveness. They do that because TAM

and IDT are among the much-propped theories in this area in different

disciplines (Giovanis et al., 2012). With regard to E-marketing, both
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models ignore some other internal and external factors that may
influence E-marketing adoption. Based on that, when implementing the
two models to investigate E-marketing adoption, they require expansion
and other factors to be included. Furthermore, reviewing literature
reveals a restricted number of research investigating TAM and IDT in
E-marketing particularly (EI-Gohary, 2012). These results stimulate the
researcher for the adoption of these two models in the current research
with the addition of some of other factors that are neglected by the two
models. The other factors will be used based on TOE framework.

Based on the review of literature, this research proposes a model
based on a combination of (TAM model, IDT model and TOE
framework) to have the best explanation of the factors affecting E-
marketing adoption and implementation in SMRs in Palestine.

Consequently, for conducting this research, the factors of E-
marketing implementation by SMRs will be classified into technological
factors, organizational factors and environmental factors.

According to technological factors, the factors resulting from combining
TAM and IDT will be used. They are relative advantage, compatibility,
ease of use (complexity), trialability and observability.

So, in the proposed model, the following variables will be used:

First phase:

- Dependent Variable: E-marketing Implementation

- Independent Variables: Technological factors (relative advantage,

compatibility, ease of wuse (complexity), trialability and
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observability), Organizational factors (top management support,
organizational readiness, ICT experience, organizational culture,
product type and firm size) and Environmental factors (industry
sector, government and IT vendors support, competitive pressure,

customer pressure and market scope).

Second phase:

Dependent Variable: Marketing performance

Independent Variable: E-marketing Implementation

1.8. Research Hypotheses

This research aims to test the following hypotheses:

1) H1: The technological factors have significant and positive

impact on E-marketing implementation by SMRs.

This hypothesis is divided into the following sub-hypotheses:

Hla: E-marketing relative advantage has significant and positive
impact on E-marketing implementation by SMRs.

H1b: E-marketing compatibility has significant and positive impact
on E-marketing implementation by SMRs.

H1c: E-marketing ease of use has significant and positive impact on
E-marketing implementation by SMRs.

H1d: E-marketing trialability has significant and positive impact on
E-marketing implementation by SMRs.

Hle: E-marketing observability has significant and positive impact

on E-marketing implementation by SMRs.
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H2: The organizational factors have significant and positive

impact on E-marketing implementation by SMRs.

This hypothesis is divided into the following sub-hypothesis:

3)

H2a: The top management support has significant and positive
Impact on E-marketing implementation by SMRs.

H2b: The organizational readiness has significant and positive
Impact on E-marketing implementation by SMRs.

H2c: the ICT experience has significant and positive impact on E-
marketing implementation by SMRs.

H2d: The organizational culture has significant and positive impact
on E-marketing implementation by SMRs.

H2e: The type of the product has significant and positive impact on
E-marketing implementation by SMRs.

H2f. The firm size has significant and positive impact on E-
marketing implementation by SMRs.

H3: The environmental factors have significant and positive

impact on E-marketing implementation by SMRs.

This hypothesis is divided into the following sub-hypothesis:

H3a: the industry sector has significant and positive impact on E-
marketing implementation by SMRs.

H3b: the support from government and IT vendors has significant
and positive impact on E-marketing implementation by SMRs.

H3c: The competitive pressure has significant and positive impact on

E-marketing implementation by SMRs.
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e H3d: The customer pressure has significant and positive impact on
E-marketing implementation by SMRs.

e H3e: The market scope has significant and positive impact on E-
marketing implementation by SMRs.

4) H4: E-marketing implementation has significant and positive
impact on Marketing Performance.

1.9. Research Methodology
The Explanatory approach is used in this research. The following

data and information sources are also used in this study:

1. Secondary sources: It is the review and investigation of the related
literature of books, articles, research and university thesis, especially
on the adoption and implementation of technological innovations.

2. Preliminary sources: The preparation of a questionnaire and
distribution to SMRs. Specifically to the owners of SMRs, general
managers, marketing/sales manager or persons responsible for E-
marketing and then analyzing the data using the statistical program
Minitab 17, where the distributions of the demographic factors will
be calculated, calculation of statistical differences, calculation of
Pearson correlation coefficients and then using simple and multiple
regression analysis.

1.10. Research Limitations

- Time limitations: The study is limited to the end of 2016

- Place limitations: This study is determined in the West Bank

governorates of Palestine.
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Human limitations: The study is limited to a sample of SMRs
operating in the West Bank in Palestine.
Other research limitations: Each research is limited by certain
limitations; these limitations can be taken into account when
handling other related researches in the future. Some main
limitations of this research are:
* SMRs' reluctance: Some of SMRs did not give information regarding
some indexes of their marketing performance.
» Lack of previous studies about E-marketing implementation in
SMRs.
« Trust issues: Some restaurant owners were afraid to give any
information that would harm them especially in front of the General
Tax Authority.
«Using a questionnaire. The results may suffer from the bias.
Respondents may answer the survey’s questions in a manner that is
socially or logically acceptable. Though, distributing the survey

randomly may minimize this problem somewhat.

1.11. Research Population

SMRs working in West Bank in Palestine.

1.12. Research Sample

A stratified random sample from SMRs working in West Bank in

Palestine.
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1.13. Procedural Concepts of the Research
- E-marketing

“the use of electronic data and applications for planning and
executing the conception, distribution and pricing of ideas, goods
and services to create exchanges that satisfy individual and
organizational goals" (Strauss and Frost, 2001, p. 454).

- SMEs

There is no consensus on the definition of SMEs. Its definition
Is affected by the economic situation of the country (EI-Gohary et al.,
2008). There are many definitions. In their definitions, the
researchers use multiple criteria such as: capital assets, number of
employees, labor skills, turnover levels, legal status, the method of
production, etc. (Maduku et al., 2016).

For Palestine, the PCBS (2013a) define SME as enterprises
managed by a single owner who assumes full responsibility and
employ 5 to 20 workers.

SMRs
Restaurants that employ 5 to 20 workers.
1.14. The Structure of the Thesis
The thesis consists of six chapters; Chapter One introduces the thesis
subject and objectives of this research; Chapter Two introduces a
literature review and summarizes studies that address E-marketing;
Chapter Three presents the methodology that is followed in this

research. Chapter Four presents the adopted data collection tool which
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includes questionnaires, illustrates the analytical results of research
variables and gives the hypotheses results. Chapter Five discusses the
results. Chapter Six gives brief conclusions on hypotheses results with a

set of recommendations and future research suggestions.



Chapter Two
Literature Review
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Chapter Two

Literature Review

2.1. Overview

This chapter presents the research conceptual framework and discusses
the literature review related to Marketing, E-marketing, SMEs, SMRs, E-
marketing adoption and implementation and the effect of this
implementation on marketing performance. It also browses the factors that
are investigated in the previous studies and its effect on E-marketing
implementation.
2.2. Marketing

Marketing is "the process via which a firm creates value for its chosen
customers” (Silk, 2006, p: 3). While American Marketing Association
(2013) defines it as "Marketing is the activity, set of institutions, and
processes for creating, communicating, delivering and exchanging
offerings that have value for customers, clients, partners, and society at
large."

The marketing process, as Armstrong et al. (2014) indicate, consists of
five steps:
1. Understand the market and customers (customer needs, desires, and

requests).
2. Designing a customer-driven marketing strategy.
3. Building an integrated marketing program that delivers superior value.

4. Building profitable relationships and creating customer delight.
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5. Capture value from customers to create profits and equity.

Sherlekar et al. (2010) show that marketing is an activity which is very
significant. They talk about two types of marketing significance. They are:
A. Importance to the Society: Achieving and raising the living

standard and life quality, fulfilling human needs, increasing employment
opportunities, increasing national income, protecting economic stability
and development, connecting between the consumer and the producer,
creation of utilities and removing imbalance of supply by transferring the
surplus to deficit areas.
B. Importance to Individual/Business Firms: Generating revenue,
base for making decisions, helping the top management to manage
innovations and changes.

Marketing has four tools which are called '4 Ps'. They are: product,
price, promotion and place. These tools are used by the firm to fulfill its
goals in its market (Doyle, 2003).

2.3. E-marketing

E-marketing is a modern approach used in conjunction with classical
methods to meet customers' needs through modern communication
channels (Iddris and Ibrahim, 2015). It is a phenomenon that worth
attention and research.

2.3.1. E-marketing Definition

E-marketing is a new phenomenon that is starting to spread quickly and
grow with the development of ICT. Its definition varies between specialists

according to their views and backgrounds. Brodie et al. (2007) define it as a
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process through which the firm uses internet and other reactive
technologies in order to interact with its customers. Smith and Chaffey
(2005) define it as “achieving marketing objectives through applying
digital technologies” (Smith and Chaffey, 2005, p. 11). While Strauss and
Frost (2001) define it as “the use of electronic data and applications for
planning and executing the conception, distribution and pricing of ideas,
goods and services to create exchanges that satisfy individual and
organizational goals" (Strauss and Frost, 2001, p. 454). Rajarathnam
(2010) on the other hand defines it as a market competence tool used with
suppliers and clients with the aim of doing supply chain business actions
and relationship management via online.

For the purpose of conducting this research, the Strauss and Frost
(2001) definition will be used as it is comprehensive. It includes all kinds
of products, all stages of the marketing process and cares about all
marketing parties.

When you try to browse the literature about the definition of E-
marketing, it is clear that there is confusion between the following
concepts: Electronic business (E-business), E-commerce and E-marketing.
The scope of each concept is different. E-marketing is part of E-commerce,
while E-commerce is part of E-business (Ali et al., 2015; Dehkordi et al.,
2012; El-Gohary, 2010b). More specifically, Babalola and Babalola (2015)
explain the difference between them as follows: E-business means that the
institutions accurately recognize what their customers want in terms of the

nature and specifications of the products they want and this is done by
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means of digital technology thus produces only the products that they need.
All this will give them an increase in productivity, benefit and growth
because it will eliminate the guesswork and get rid of the waste of unsold
inventory. Whereas E-commerce means the institutions' ability to transact
online with its customers, suppliers and all other parties or selling its
products online. As for E-marketing, it includes other things. It means that
the organization uses electronic media to be very close to their customers in
order to understand their needs better, add value to the existing products
and expand its own distribution channels. All of this will lead to increased
sales.

In addition, E-marketing term is used with the term Internet marketing
to demonstrate the same meaning (El-Gohary et al., 2008; Coupey, 2001,
Chaffey et al., 2006). Even though Internet marketing means the outer sight
of using the internet applications (Web, E-mails... etc.) to serve customers,
together with classical modes. Whereas E-marketing is broader as it means
managing digital media, wireless media, customer relationship, supply
chain and more (Chaffey et al., 2009; Gilmore et al., 2007). Nevertheless,
in literature, the most used tools among these are Internet marketing, E-
mail marketing, Intranet marketing, Extranet marketing and Mobile
marketing (EI-Gohary et al., 2008; Eid and Trueman, 2004; Chaffey et al.,
2006). Another alternative term used to refer to E-marketing is Digital
marketing as many specialists in E-marketing field adopt it (Chaffey et al.,

2009).
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2.3.2. E-marketing Benefits

The benefits that can be achieved from E-marketing are very huge.
From these what Gilmore et al. (2007) say about: reaching more markets
with less expenses, using E-mail to market products and reduce the need to
print leaflets for products (less costs). In addition, using effective web site
will help them to react with customers speaking different languages to
answer their questions about products and services.

Expansion of distribution channels, more valuable products, staying
close to customers, listening to their demands and raising sales — are other
benefits that can be cropped from E-marketing (Babalola and Babalola,
2015).

E-marketing gives many advantages and benefits to individuals and
institutions. It makes the process of choosing and buying products and
services easy and quick, as the customer can now review many of the
services and products compare prices and features between the various
suppliers and then choose the best suited to him. Furthermore, it gives
institutions a lot of good benefits such as: current markets' expansion,
entering new markets, introduction of new products and services and
competing in global markets (Ali et al., 2015).

Likewise, Makesh (2013) describes many E-marketing advantages as
follows:

1. It makes unique, easy and cheap customer segmentation using many

criteria such as: geographical distribution, concerns and predilection,

sales history, etc.
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2. It is effective as in many situations the advertiser will pay for E-

marketing only if there is a response from the customer on the
advertisement such as reading the E-mail or clicking the links.

3. The modern technologies used in E-marketing make it easy for the
enterprise to contact directly with the customer or the probable
customer.

4. Using E-marketing enables the enterprise to reach many global
markets and so gain global customers with little cost and effort.

Whilst Iddris and Ibrahim (2015) describe the following benefits:

1. Decreasing the costs of transactions in developing countries by using
Internet and ICT which will participate in business progression and
easing the connection to global E-business.

2. Enabling customers to design products as they wish and in a form
that meets their needs. This happens in the institutions that adopt E-
marketing as a strategy.

3. Supplying customers with unlimited amount of information without
human mediation. This is one of the most important features that
distinguish it from the rest of the other communication means.

2.3.3. E-marketing Disadvantages

E-marketing, like any system in the life, has its advantages and

disadvantages. From these disadvantages the security and privacy issues
(Babalola and Babalola, 2015). Trust and privacy are considered necessary
parts in the virtual environment as a whole and in online purchasing in

particular (Taylor and Strutton, 2010). Trust means that the customer is
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confident in the quality and reliability of products and services offered by
the exchange partner (Garbarino and Johnson, 1999). While the privacy in
E-marketing means not allowing the collection, disclosure and use of
personal data of customers or selling it to other marketers without
permission to do so (Taylor and Strutton, 2010). Another disadvantage as
Babalola and Babalola (2015) illustrate is that E-marketing depends
entirely on the technology that is constantly evolving, which imposes more
maintenance and change costs on the enterprises. On the other hand,
Babalola and Babalola (2015) state that E-marketing leads to intense
competition between institutions due to globalization, especially with
regard to prices of products and services. Because of that institutions must
be committed to a transparent pricing. Finally, and in spite of all these
disadvantages, the advertiser and the customer can exploit this technology
efficiently and effectively to make life easier and make use of its
advantages (Babalola and Babalola, 2015).

2.3.4. E-marketing Tools

E-marketing activities can be done using many tools. These various
tools may be: Internet Marketing (Mokhtar, 2015; Sin Tan et al, 2013;
Roberts and Zahay, 2012) , E-Mail Marketing (Vasudevan, 2013; Ellis-
Chadwick and Doherty, 2012; Gupta, 2015), Intranet Marketing (Kolaric et
al., 2012; Chaffey et al., 2009; EI-Gohary, 2010a), Extranet Marketing (El-
Gohary and Eid, 2012; EI-Gohary, 2010a; Chaffey et al., 2009; Dubas and
Brennan, 2002), Mobile Marketing (Tanakinjal et al., 2010, Persaud and
Azhar, 2012), Tele Marketing (Thamizhchelvan, 2012; Kassim and Bojei,
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2002), Electronic Data Interchange (EDI) for marketing activities (Musawa
and Wahab, 2012; Yazdanifard et al., 2012), Customer Relationship
Management (CRM) (Kumar et al., 2011, Ling-Yee, 2011) and others.

Unfortunately, there are no statistics related to the extent to which these
tools are used in Palestine for the purpose of marketing.

1) Internet Marketing

Despite the enormous technological revolutions in the current era, the
Internet is still considered one of the most important and greatest marketing
tools used globally (Sin Tan et al., 2013). The researchers explain the
advantages of the Internet. They consider it as a platform to sell products
and its benefits are classified into three classes. They are: use it as a tool for
communication between the business process parties, a tool for the
implementation of all kinds of commercial transactions and a tool for the
distribution of products and services (Dehkordi et al., 2012).

According to Chaffey et al. (2006), Internet Marketing is "The
application of the Internet and related digital technologies in conjunction
with traditional communications to achieve marketing objectives” (Chaffey
et al., 2006, p. 8).

The Internet as a marketing tool wins a lot of the researchers' attention
because any organization of any size can benefit from the many advantages
offered by the Internet to facilitate its marketing tasks. The Internet enables
organizations to market their products in a competitive environment and in

pioneering and distinct ways (EI-Gohary, 2010a).
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Internet Marketing provides new strategic opportunities to the
enterprises where they are using modern and advanced methods to market
their products, compete with others and find new ways and channels for

marketing (Ali et al., 2015).

Internet Marketing changes the firms' and customers' behaviors. It
allows firms to be closer to their customers and adopt their demands and
needs with minimum costs. It eliminates the behaviors associated with the
place and time (Sheth and Sharma, 2005).

Internet marketing has many forms such as:

A)  Web Marketing
The use of the Web commercially is not a new subject. It is used long

ago to improve the marketing attributes. It is used among enterprises to

increase efficiency. The reason is that it is cheaper and more capable from
previous used methods to deploy and deliver information on global markets

(Dehkordi et al.,, 2012). According to Evans and King (1999) web

marketing gives marketers many opportunities such as:

1. Varied marketing purposes: As it offers numerous tools that help in
arranging, regulating, and monitoring; research and intelligence; and
management of marketing mixture.

2. Reach the business research: Through online searching engines, firms
can reach to primary and secondary marketing data.

3. Competitive intellect: Organizations can visit Web sites of competitors

and learn about their news, products and future plans.
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Serving customers: Where institutions allocate space on its websites to
answer customer inquiries, access to some documents, download some
programs, participation in collective dialogues and sending Emails to
the competent authorities.

Inventory planning (Just-In-Time): Web often helps firms to minimize
inventory investments and create faster turnover.

Sales aqueduct.

Image improvement.

Cost is effective: Creating web site is inexpensive and reduces many of
the expenses.

Get the latest information available.

10.Information available to marketers and customers 24 hours during 365

B)

Days.
Banner Ads

It is the first sort of advertising on the net. A company's product,

service or offer can be highlighted using a banner. When the customer

clicks the banner, he will be taken to the company's website to see more

information about it. Banner spaces are sold in different ways. The

famous method is click-thru. In this method the company will pay fees

only if the customer clicks on the banner. The company can post its

banner on one site dedicated for banners or on a network of sites. It also

can exchange posting with another company (Essays, UK., 2013).

1.

It has many advantages as mentioned in Essays, UK. (2013) such as:

Simple and easy to use.
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2. It is more appropriate and effective comparing with the other online
advertising methods.
3. It is inexpensive. The company will only pay if the user clicks on the
banner.
4. Sharing information about services and products at anytime and
anywhere.
5. Products' and services' information will be done instantly in addition to
the launch of new products.
C) PopupAds
Pop-ups are the windows that emerge separately from the site when you
visit a Web site. It is part from the web. Pop-ups may contain advertising,
dialogs, notification about a software update or other messages to attract
the user (Abascal et al., 2016). Massive ranges of products emerge through
pop-ups. The goal of this is to give the user the freedom to block these pop-
ups or to allow communicating with them (Dehkordi et al., 2012).
Some researchers as cited by Dehkordi et al. (2012) mention its benefits
as follows:
1) Tentative chance for brands.
2) Display products for a specified period of time.
3) Efficient manner for marketing and creating demand for products
unsold in the store.
4) Get better customer response over the internet.

5) Reactive environment that can link customers with brand agents.
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6) It is a method to share customers' thoughts and perspectives and let
customers take part of retail experience and branding process.

D) Social Media Marketing

Social media is a marketing channel that grows very rapidly in the
world. Social networks marketing (SNM) is different from paid online
advertising (banner, text, and search). It includes launching connections
from customer to another by making company pages and controlling
promotions within most popular social networks, such as Facebook,
YouTube, and Twitter. This marketing channel seems beneficial to SMEs
particularly. The reason for this is its reasonable cost and the elasticity in
the adoption of social networks in SMEs for marketing and developing new
products or services (Pentina et al., 2012).

Social media networks transform the dialogue from the style of one-to-
group approach to group-to-group (Berthon et al., 2012).

Kaplan and Haenlein (2010) define social media as "a group of Internet-
based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User
Generated Content" (Kaplan and Haenlein, 2010, p. 61).

Social media content involves various types such as text, pictures,
videos, and networks. Text is the first type that is used in Blogs (Blogs are
websites owned by individuals, who design their content and allow others
to comment on them. They may include text, graphics, videos, and links to
other blogs, web pages, and usually arranged chronologically in reverse).

Micro-blogs such as Twitter are social networking services that provide a



30
deployment of a limited number of characters messaging service. Images
can be stored and shared between users using photo-sharing sites such as
Flickr. While there are other applications for sharing, uploading and
downloading video files such as YouTube. As for the networks such as
Facebook, they are services a person can whereby find friends, add and
communicate with them, send messages and edit his profile. These social
networks own an important advantage over other types of social media,
where the shift from the individual to the collective (Berthon et al., 2012).

Enterprises can do many important marketing activities using social
media networks. They can increase the brand awareness, make
advertisement, get feedback from customers on products and services,
implement promotions, guide customers to the enterprise website, collect
market intelligence and communicate with probable customers
inexpensively (Cader and Al Tenaiji, 2013).

2) E-Mail Marketing

E-mail is one of the most important means of communication used by
institutions to communicate with their customers at the lowest cost. It is
used for many purposes such as: giving customers information about
products, product promotion, following-up the customers' orders, alerting
customers, establishing brands, telling customers about the websites of the
organization, etc. (Ali et al., 2015).

E-mail marketing proves its effectiveness in E-marketing. It markets the
products and services at lower costs, better results and customers respond

faster than using traditional methods. It also plays an important role in E-
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commerce. In this context, the Internet is used as an essential tool in the
communication between marketers and customers and this is beneficial to
both as a dialogue between the two arises then develops into a relationship
(Gupta, 2015).

Chaffey et al. (2006) identify two types of E-mail marketing. They are:

1) Outbound E-mail marketing: where direct marketing is conducted
using E-mails. The purpose of this conversation between the
organization and the customers (current and potential) is inducing
customers to buy the products.

2) Inbound E-mail marketing: where the organization responds to the
E-mails from customers that are related to customer questions about
technical support for products.

3) Mobile Marketing

The mobile phone is a modern technological product proves its
effectiveness and acceptance globally in a short period of time compared to
other many technology products. It is vital for most customers in different
age groups. It is accompanied wherever they go. These reasons give
marketers a great opportunity to market their products and services and
enable them to reach the consumer at any time and place easily and
inexpensively (Persaud and Azhar, 2012).

Mobile marketing is defined by Dickinger et al. (2004) as “using
interactive wireless media to provide customers with time and location
sensitive, personalized information that promotes goods, services and ideas,

thereby generating value for all stakeholders.”(Dickinger et al., 2004, p. 2).
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Whilst Leppaniemi et al. (2006) define it as "the use of the mobile medium
as a means of marketing communication" (Leppaniemi et al., 2006, p. 10).

Mobile marketing has many shapes and tools that can be used such as:
SMS (Short Message Service), MMS (Multimedia Messaging Service),
WAP (Wireless Application Protocol), banner advertisements, mobile TV
and Bluetooth (EI-Gohary, 2010a).

A lot of benefits can be obtained from using Mobile marketing. It
enables marketers to communicate and build relationships with customers
easily and rapidly. The messages can be sent to customers one-to-one, one-
to-many and many-to-many. Mobile phones can be used independently for
marketing. Mobile marketing can be applied in establishing customers'
liaison and informing customers about products and services (Ali et al.,
2015). Also it gives enterprises good chances to create customers' loyalty
for brands (Leppaniemi et al., 2006).

But after mentioning the previous benefits, marketers must pay attention
to certain things in Mobile marketing. First, customers may feel annoyed
and upset of Mobile marketing because of privacy issues. So permission
based marketing is essential to overcome this issue (Watson et al., 2002;
Ali et al., 2015). Second, customers may feel no confidence and refrain
from sharing their personal data. Finally, customers may feel
uncomfortable about the products and services marketed by Mobile

marketing (Ali et al., 2015).
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4) Intranet Marketing

Chaffey et al. (2006) define Intranet as "a network within a single
company that enables access to company information using the familiar
tools of the Internet such as email and web browsers. Only staff within the
company can access the intranet, which will be password-protected”
(Chaffey et al., 2006, p. 32).

Intranet is helpful in large enterprises which has multiple locations. It
can be used to ease connection among its members and transfer information
to employees (Vlosky et al., 2000).

Intranet can be used to facilitate internal communications in the
enterprise between the enterprise staff (Chaffey et al., 2006).

Intranet is vital in internal marketing. Internal marketing must be used
to tell employees about the enterprise's running and planned marketing
activities and the way to play a central role to ensure the implementation of
these activities successfully (Proctor, 2010). Internal marketing, as
recommended by Proctor (2010), must go before marketing goods and
services externally.

5) Extranet Marketing

Extranets defined by Chaffey et al. (2006) as "formed by extending the
intranet beyond a company to customers, suppliers, collaborators or even
competitors. This is again password protected to prevent access by general

Internet users™ (Chaffey et al., 2006, p. 32).
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While Vlosky et al. (2000) define it as a network that connects all the

company's work partners together through the internet allowing them to

access to certain areas of the company's intranet.

Chaffey et al. (2006) illustrate that using Extranet gives the enterprise
wonderful opportunities in dealing with major customers in particular
through their personal pages and provides detailed information regarding
promotions, electronic catalogs of products or services and any information
related to their electronic orders. Extranet can be used to facilitate and
control communications between the staff, the suppliers and the
distributors.

Vlosky et al. (2000) mention the benefits of using the Extranet. They
are:

e To speed up communication with partners. In light of fierce
competition, enterprises continue to search for the best and quickest
ways for communication. Moreover Extranet provides a secure
environment for the exchange of data, especially critical data between
all partners.

e The establishment of better relationships with customers, suppliers and
partners. Improving customers' relationships will retain them. Extranet
will provide answers to their questions which will increase their
satisfaction. On the other hand, Extranet can be highly significant in
supporting relations with external business partners and customers.

e Reduce spending which leads to saving time and resources. Extranet

can be used between businesses to establish an order, receive bills, and
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keep track of shipments and payment operations. Thus, the time
becomes available to the salesperson and they can spend it in
establishing close relationships with customers. Figure 2-1 shows the

relationship between internet, intranet and extranet.
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Figure 2-1: The relationship between access to intranets, extranets and the Internet
Source (Chaffey et al., 2006)
2.4. E-marketing In Palestine

E-marketing is an emerging method in Palestine and is still in its
infancy. Until now there are no accurate statistics showing the extent of its
use in institutions, especially in restaurants. Searching the website and the
publications of PCBS will reveal that there are no indexes or statistics
about this new method. But in terms of E-commerce, the data show that the
percentage of enterprises that conducted electronic transactions amounted
to 11.2% of the total enterprises in Palestine in 2011. The percentage of
enterprises that have a website is 4.8% of the total enterprises in Palestine
in 2011 (PCBS, 2012a). This gives an indicator to the development in using
E-business. In terms of using the Internet, the percentage of enterprises

employing the Internet reached 39.2% of the total enterprises in Palestine



36
in 2011 (PCBS, 2012a). This percentage can be used to develop and
upgrade the implementation of E-marketing. While the percentage of
enterprises in Palestine using mobile phones to obtain information about
goods and services in 2011 is 71.1% (PCBS, 2012a). The percentage of
enterprises in Palestine using the Internet to obtain information about goods
and services in 2011 is 34.3% (PCBS, 2012a).

Social Studio (2016) mentions that 53% of users of social access sites in
Palestine use them for business purposes (job search, marketing and
promotion of a service or commodity) while it is 61% in 2015 (Social
Studio, 2015).

As for research on topics related to this subject, Salem (2016) tries to
examine factors affecting consumer attitudes, intentions and behaviors
toward SMS advertising in Palestine (a tool in Mobile marketing). He finds
that there is a relationship between (entertainment, informativeness,
irritation, and credibility) and the consumer attitudes toward SMS
advertising. Other researches discuss E-marketing in Palestinian banks such
as: study of Wadi and Alastal (2011), which discusses the reality of the use
of E-marketing in the banks operating in Gaza, study of Mansour and
Salem (2012) on the level of electronic promotion in the banks of the West
Bank in Palestine, a study of Mansour and Alabed (2014) about the
obstacles to the adoption of E-marketing in Islamic banks in the northern

West Bank from the point of view of dealers.
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2.5. Small and Medium — Sized Enterprises (SMEs)

SMEs are an important pillar of the economy in any country, whether
developed or developing. These institutions account for a large proportion
of the workforce in any country and contribute significantly to boost the
economy and create jobs. This also highlights its role in the social system.
(Alrousan and Jones, 2016)

2.5.1. SMEs Definitions and Benefits

A review of the literature reveals that there is no consensus on the
definition of SMEs, as its definition in the developed countries is different
from in developing countries. Moreover, even in the same country, its
definition is affected by the economic situation of the country (Theng and
Boon, 1996; Watson and Everrett, 1996; El-Gohary et al., 2008). Number
of employees, total net assets, sales and investment level are the generally
used standards to classify the enterprises (Ayyagari et al., 2007). While
other researchers use other criteria such as lawful condition, production
mode, the property and the industry (Maduku et al., 2016).

For Palestine, the PCBS (2013a) uses the following classification of
enterprises for statistical purposes, depending on the volume of
employment.

e Very small enterprise: from 1 to 4 workers

e Small enterprise: from 5 to 9 workers

e Medium enterprise: from 10 to 19 workers.

The last establishment census of 2012 shows that the distribution of

operating establishments in Palestine using the previous employment size
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classification is as follows: 89% of operating establishments are small
establishments with less than 5 employees, 7.6% of total operating
establishments with 5-9 employees, 3.2% of total operating establishments
with 10-19 employees, and 1.1% of total operating establishments with 20
employees or over (PCBS, 2013a).

There is ample evidence in the literature that proves the great role played
by SMEs in the development in many countries. Kuan and Chau (2001) say
that SMEs contribute largely in gross national production (GDP), finding
new jobs, and innovation technology in US. Carayannis et al. (2006) say
that 99.8% from enterprises in Europe are SMEs, contributing in two-thirds
of the workforce. In addition, it helps in poverty reduction and helping poor
people (Bayyoud and Sayyad, 2016).

2.5.2. SMRs in Palestine

The development of the tourism sector is significant due to the
important role it plays in increasing economic growth because of its
interrelationship with various productive and service sectors that positively
affect the increase in the GDP and the employment levels as Fallah (2014)
illustrates. He adds that restaurants with cafes and accommodation are the
most contributing to the added value of tourism production. Table 2-1

displays some statistics related to restaurants in Palestine.
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Table 2-1: Restaurants Statistics in Palestine

Year | Number of | Number Output Total Source
restaurants of value value
employees | (Thousand | added
dollars) | (Thousand
dollars)
PCBS
2010 2,869 8,049 193,300 110,000 (2011)
PCBS
2011 3,241 8,777 113,718 51,017 (2012b)
PCBS
2012 3,490 10,650 175,228 94,208 (2013b)
PCBS
2015 3,685 11,727 238,999 109,587 (20152)

From table 2-1, it is obvious that restaurant's sector is growing and
booming from year to year. In addition, it employs the largest proportion of
workers among various tourism activities.

As for the contribution of the restaurant's (catering) sector to tourism
activities, table 2.2 shows the details.

Table 2-2: Restaurants Contribution in Tourism in Palestine

Production value
i Percentage of
of tourism g

Year o - restaurants Source

activities(million .

contribution
¥)

2012 326.2 29% PCBS (2014)
2013 446.7 45% PCBS (2015b)
2014 603.2 38% PCBS (2016)

2.6. E-marketing Adoption by SMEs

Technology and

unprecedented development in the recent period. Many new applications

telecommunications

sector

are  witnessing
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and media emerge leading to improving the business performance in
marketing activities by SMEs that gain promising opportunities (Gilmore et
al., 2007). The Web enables SMEs reaching many markets quickly and
economically. It links them with new international opportunities, leading to
innovative and integrated ways in dealing with the new and old customers
(Eid and El-Gohary, 2013).

The adoption of IT gives enterprises many benefits. It sustains
competitive features, minimizes the costs for labor and production, adds
value to the products and improves business operations (Nguyen et al.,
2015Db). Therefore the adoption of new technology attracts the attention of
researchers and decision-makers. Many theoretical models are provided.
From these models are :Technology Acceptance Model (TAM), Innovation
Diffusion Theory (IDT), Theory of reasoned Action (TRA), Theory of
Planed Behavior (TPB), Unified theory of acceptance and use of
Technology (UTAUT), Resource-based Theory, Institutional Theory and
the Technology-Organization-Environment Model (TOE). These models
differ from each other. Each model focuses on specific things that are
different from others. Furthermore, every model is interested in examining
certain aspects of the technology adoption process, some are interested in
the external environment of the institution and others are interested in
technological aspects and specifications for innovations (Shah Alam,

2009).
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2.6.1. Technology Acceptance Model (TAM)

TAM is considered as the strongest and most effective model in
illustrating the acceptance attitude of new technology (Davis et al., 1989;
Lymperopoulos and Chaniotakis, 2005). It is a solid ground that can be
relied upon to study the adoption and implementation of modern
technological systems (El-Gohary, 2012). TRA that is used to explain
individuals' behaviors is the base of TAM (Alrousan and Jones, 2016). Two
variables, perceived usefulness (PU) and perceived ease of use (PEOU) are
considered the fundamental determinants for the customer to accept new
technology (Davis, 1989). By “perceived usefulness”, Davis (1989) means
the extent of a person's beliefs about the enhancement of his or her job
performance when using a particular system, and by “perceived ease of
use”’; he means the extent of a person's beliefs that using a particular system
would be effortless (see Figure 2-2).

There are many studies that test the impact of (PU) and (PEOU) on the
adoption of technological innovations. From the studies that prove their
significant positive impact are Leong et al. (2011), Al-Jamal and Abu-
Shanab (2015), Alalwan et al. (2016), Varaprasad et al. (2015) and
Gangwar et al. (2015).

TAM is experimented in many areas of technology and it proves its
success in ability to predict and interpret behavior towards these various
systems. However, a very limited number of studies are conducted to test
TAM in E-marketing (EI-Gohary, 2012). An attempt to extend TAM is

made by Vijayasarathy (2004) where compatibility, privacy, security,
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normative beliefs, and self- efficacy are included. However, after testing
the extended model: compatibility, usefulness, ease of use, and security are
found significant predictors of attitude towards on-line shopping, while

privacy is not (Igbal and EI-Gohary, 2014; EI-Gohary, 2012).

Perceived
Usefulnes
- \
Attitude Behavioral Actual
External Toward Intention to System
Variable Using (A) Use (BI) Use
S
Perceived
Ease of Use

(E)

Figure 2-2: Technology Acceptance Model (TAM)
Source: Davis et al., (1989)

2.6.2. Innovation Diffusion Theory (IDT)

Another new technology acceptance model is Innovation Diffusion
Theory (IDT) by Rogers (1983). Five characteristics of an innovation are
proposed to affect customers’ behavioral intention (BI) to adopt
innovations in IT. These are relative advantage, compatibility, complexity,
trialability and observability (see Figure 2-3).

IDT model is a thorough framework to study an innovation and the
accelerated factors of its adoption. The innovation concept is associated
with new products, ideas, services, methods, and inventions as IDT has
been utilized in several areas such as marketing, economics, sociology, and
technology management (Chang, 2010).

Some studies test IDT (Agarwal and Prasad, 1998; Kolodinsky et al.,
2004; Zolait and Sulaiman, 2008; Phuangthong and Malisuwan, 2008);
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also, Tornatzky and Klein (1982) analyze seventy five diffusion articles.
The result is that only relative advantage, compatibility and complexity are

strongly associated with innovation adoption (Giovanis et al., 2012).
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Figure 2-3: Innovation Diffusion Theory (IDT)
Source: Rogers (1995)

On the other hand, many studies prove that the observability and
trialability are influential factors in the enterprise's adoption of ICT. From

these studies that demonstrate the importance of observability in the
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adoption decision are the following studies: Azam and Quadddus (2009);
Tan et al. (2009); Seyal and Abd Rahman (2003) and Ramdani et al.
(2013). While other studies that demonstrate the importance of trialability,
including Kendall et al. (2001), Brown et al. (2003), Seyal and Abd
Rahman (2003) and Ramdani et al. (2013).

Briefly, in this research, to examine the firm's intention toward E-
marketing adoption and implementation: relative advantage, compatibility,
ease of use or complexity, observability and trialability will be used.

Diverse studies view that IDT and TAM are similar. Perceived
Usefulness (PU) in TAM is considered similar to relative advantage in
IDT, whilst Perceived Ease of Use (PEOU) in TAM is considered similar
to complexity in IDT (Alrousan and Jones, 2016; EI-Gohary, 2012; Tung et
al., 2008).

2.6.3. Technology-Organization-Environment (TOE) Framework

According to E-marketing adoption by SMEs, Iddris and lbrahim
(2015) say that adopting new technology requires E-readiness. In other
words, the firm must be able internally and externally to adopt, implement
and make profit from technology. This highlights the importance of internal
and external factors in the innovation adoption. The TOE (Technology-
Organization-Environment) framework that is developed by Tornatzky and
Fleischer (1990) can be used to find out these internal and external factors.
TOE is considered a comprehensive approach in ICT adoption as it

contains various factors (Ramdani et al., 2009; Ramdani et al., 2013). TOE
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describes how the adoption of technological innovations is influenced by

technological context, organizational context and environmental context

(Tornatzky and Fleisher, 1990). (See Figure 2-4).

Tornatzky and Fleisher (1990) explain these contexts as follows:

1)

2)

3)

Technological context: the factors of technology adoption that are both
now used or will be used later in organizations. This includes the
organization's internal and external technologies.

Organizational context: the organizational internal factors that
influence the adoption of technological innovation, such as firm size,
scope, ICT readiness and awareness among employees, complexity of
managerial structure and financial recourses.

Environmental context: the environment surroundings the organization
with regard to business, competitors, government support, suppliers,

and customers.
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Figure 2-4: Technology-Organization-Environment (TOE) framework.
Source: (Tornatzky and Fleischer, 1990)



46
2.7. Factors that Influence SMEs in Adopting and Implementing E-
marketing

2.7.1. Technological Context

A high impact of this context on SMEs adoption and implementation
for enterprise applications is supposed (Ramdani et al., 2013).

It encompasses two parts: technological infrastructure such as
networks, systems, etc. and expert human resources with required skills to
implement the new innovation. Both are important as they foster the
organization's technological preparation (Oliveira et al., 2014).

In this research, this context includes relative advantage, compatibility,
ease of use, trialability and observability.

a) Relative Advantage

Refers to the extent an innovation is sensed to be more useful and
beneficial than the idea it replaces (Rogers, 1983). It illustrates the benefits
and advantages that can be gained from the innovation such as economic
profitability, social prestige, etc. The type of the benefits is dependent on
the innovation kind and the adapter's traits. It is one of the top factors that
can predict the rate of the innovation adoption and universally it is proved
that there is a positive relationship between relative advantage and the
adoption rate. It has many sub-aspects as economic profitability, low initial
cost, discomfort reduction, social prestige, time and effort savings and the

reward's immediacy (Rogers, 1995).
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Innovations that have obvious and not-vague features in its
effectiveness - strategically and operationally - will give more enthusiasm
to be adopted and implemented (Oliveira et al., 2014).

b) Compatibility

Is defined as “the degree to which an innovation is perceived as
consistent with the existing values, past experiences, and needs of potential
adopters” (Rogers, 1983, p. 15). The likelihood of the innovation's adoption
will be more if it is incorporated into the business operations easily
(Oliveira et al., 2014). It is important as it treats with firms' perceptions
about the innovations' importance in accomplishing the tasks of present and
future (Azam and Quadddus, 2009).

More compatibility of the innovation means less uncertainty of the
possible adapter, more fitness for his life and then innovation becomes
ordinary to him. From the definition of compatibility by Rogers (1995) one
can conclude that compatibility has three dimensions. They are:

(1.) Compatibility with values and beliefs: The innovation must be
compatible with the current values that are deeply ingrained in the
society or its adoption will be denied.

(2.) Compatibility with previously introduced ideas: The innovation's
compatibility with formerly adopted thoughts can accelerate or delay
its adoption rate.

(3.) Compatibility with needs: To what extent the innovation meets and

attains the customers' needs.
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In general there is a positive relationship between the compatibility of
an innovation and its adoption and implementation rate. Because of the
difficulty in measuring the compatibility, some studies consider it less
significant than relative advantage in anticipating adoption rate (Rogers,
1995).

Several studies find that there is a significant correlation exists between
compatibility and new technology adoption.

c) Complexity (Opposite of Ease of Use)

It refers to the degree of hardness in realizing and using the invention
(Rogers, 1983).

A complex and defy IT innovation has less likelihood of adoption and
implementation. The behavioral intention towards innovation use is
impacted by the possible adopters' realization degree that it is free from
effort. This relationship between the complexity of an innovation and the
behavioral intention to adopt it is discussed much in literature at the level
of individuals, but discussed little at the organizational level (Maduku et
al., 2016).

Complexity in technological innovation means more risk in the
decision to adopt this innovation because of the fears and suspicions of the
lack of success in its use. Experiments prove that there is a negative
relationship linking complexity with the adoption of innovations of
information systems and also it is found an important factor for the
adoption and implementation of these innovations in the small-sized

enterprises. (Ramdani et al., 2009)
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When SMEs adopt or implement an innovation it may be faced by
some challenges as the procedures of doing the business will be modified.
So to raise the adoption rate, these new technologies must be easy to use or
understand. Socially there is a negative relationship between complexity
and its rate of adoption (Alshamaila et al., 2013).

d) Trialability

It is the extent to which people can experience the new system for a
period in order to reduce the uncertainty of it (Alrousan and Jones, 2016).
Some innovations can be tried while others cannot. Innovations that can be
split and tested will be adopted faster than that cannot be divided (Rogers,
1995).

Trialability helps in understanding the innovation, how it works and
then eliminating the uncertainty about it. It is positively related to its rate of
adoption and implementation. It seems more important for early adopters
than later adopters (Rogers, 1995).

e) Observability

It is the extent of the clearness of comparative advantages related to the
innovation (Seyal and Abd Rahman, 2003). Some innovations' outcomes
can be noted easily, while others are difficult to do so. The relation between
observability and innovations' adoption rate is positive (Rogers, 1995).

See table 2 in Appendix A to view some studies that test these

innovation attributes and their results.
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2.7.2. Organizational Context

This context is considered to have the most influence on the enterprise
system adoption by SMEs. In the field of SMEs, the organizational factors
seem the most factors that capture the interest and the focus of researchers
(Ramdani et al., 2009).

a) Top Management Support

It refers to the degree of support provided by senior management to
adopt technological innovations and implement them in work. Researchers
propose a positive relationship between top management support and IT
adoption (Alatawi et al., 2013).

Researchers handle it as a supportive factor in new technology adoption
(Alatawi et al., 2013; Ramdani et al., 2013; Wang et al., 2010; Ramdani et
al., 2009). Low et al. (2011) justify that, supportive management provides
suitable environment and necessary resources to adopt the new technology.
Quinn (1985) as cited by Alatawi et al. (2013) justifies the positive
relationship between top management support and IT adoption due to two
different justifications. The first is that the strong support of top
management will ensure adoption of technological innovations without any
defects and problems because of the consequent wide distribution of
organizational resources - financial, technical and human - necessary for
the adoption process. The second is that the adoption of new technological
innovation may result in conflicts between individuals within the
organization. So the support of the senior management to the adoption

process will lead to reduce these conflicts. This is done through the
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development of a long-term vision, proposals, supporting and the
commitment to provide a positive environment for technological
innovations (Quinn, 1985).

The role of the support of top management in the inception, use and
adoption of technology seems apparent in the literature relating to the
adoption of technology. It explains senior officials' conceptions and
behaviors with regard to the benefits of an innovation and the value it adds
to the company when it has been adopted. Top management support means
a lot. It assures long-term perceptions, enhanced values, commitment of
resources, optimized administration for resources, creating an appropriate
regulatory environment, great appreciation of self-efficacy, support to beat
on hurdles and fight change (Gangwar et al., 2015).

Ramdani et al. (2009) mention in their study that the support of top
management is one of the factors that can be used to predict the adoption of
innovations. The vision set by the senior management can stimulate change
through the promotion of values. Several studies present the importance of
senior management support in creating a supportive environment for
technological innovations. In SMEs state, it is very likely for a senior
management to take decisions concerning the institution and therefore its
support becomes necessary in the adoption and the implementation of new
innovation.

Furthermore, implementation of some innovations may involve the

integration of resources and re-engineering of processes and, therefore, the
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top management plays an important role in the adoption process (Low et
al., 2011).

b) Organizational Readiness

Gangwar et al. (2015) define it as “managers perception and evaluation
of the degree to which they believe that their organization has the
awareness, resources, commitment, and governance to adopt an IT"
(Gangwar et al., 2015, p. 113). It refers to the availability extent of the
organizational resources (financial, technical and human) to adopt new
technology (Alatawi et al., 2013).

It includes size, cost, and accessibility of financial, technical and other
resources. More specifically, it can be classified into two categories,
namely: financial readiness which includes the necessary financial
resources for the implementation of new technology and any expenses
associated with its use and technology readiness which includes the
necessary infrastructure and human resources for the implementation of
new technology. It is believed that the technology usefulness raises in the
high organizational readiness companies (Gangwar et al., 2015).

Organizational readiness is examined by many researchers. Rahayu and
Day (2015) find a positive and significant influence of it on SMESs'
adoption of E-commerce. Ramdani et al. (2013) declare that it is a
significant organizational factor in determining enterprise applications
(EA) adoption by SMEs. As well EI-Gohary (2010a) concludes that the
organizational readiness positively and significantly affects E-marketing

adoption indicating that this effect is direct or indirect. Also MacKay et al.
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(2004) mention that from factors impacting on E-commerce adoption in
SMEs is the shortage of organizational readiness such as technological
resources. The researchers explain that there are two types of readiness
according to the model developed by Mehrtens et al. (2001) of Internet
adoption by SMEs. First is the degree of knowledge to use the Internet
among unprofessional employees. Second is the computer systems level
available in the organization. However, since the study of MacKay et al.
(2004) is related to E-commerce adoption in voluntary organizations, they
identify three forms of organizational readiness to fit this type of
institutions. These forms are :(a) ability to attract volunteers and in-kind
donations; (b) ability to raise funds; and (c) strategic readiness.

c) ICT Experience

It describes the firm's experience level in technology. There is an
incremental relationship between technological knowledge and the
adoption of innovations, i.e. the greater the technological know-how owned
by the organization the greater the ability to embrace new innovations
(Ifinedo, 2011). Some researchers indicate that the most important
obstacles to the adoption of innovations such as E-commerce are the
inability to gain skills and technological experience as well as there is a
shortage of the necessary training (Chircu and Kauffman, 2000). Overall,
SMEs that have ICT experience will be better able to understand the
benefits that IT innovations provide and thus the adoption of these
innovations will be easier and faster than that do not have (Pflughoeft et al.,

2003). Other researchers, as cited by Ifinedo (2011), also link the success
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of the adoption of new innovations in SMEs with the executives' and
employees' knowledge in these enterprises of the relationship between
these innovations and business activities in it.

Dholakia and Kshetri (2004) confirm that ICT experience is influential
in the new technology adoption. They mention that current standing
technologies in an enterprise affect the adoption of new technologies in the
future in several ways. The enterprise will pay a little additional cost for the
new system if the basic requirements already exist from the old system and
so is knowledge.

Firms with less ICT experience may feel that adopting new technology
may by risky and so unwilling to adopt it (Ramdani et al., 2009).

d) The Organizational Culture

It describes how people in the organization think and behave. Therefore
it is important to be considered in new technology adoption (Nguyen et al.,
2015b). The adoption of the technology and its success is linked to the
existence of a flexible culture that does not resist change. Owner—
manager’s behaviors, individuality, and values are the strongest factors that
impact the organizational culture in the small enterprises (Dibrell et al.,
2008). There is a special situation in small enterprises as cited by Nguyen
et al. (2015b), where key decisions are based on personal judgment, current
knowledge and communication skills for managers or owners because they
are those who make the key decisions in these enterprises. Moreover, the
commitment of these owners-managers to adopt the technology is also an

influential factor in the adoption. Kotey and Folker (2007) illustrate that the
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success of the adoption of the technology also depends on the extent of
staff awareness, the extent and form of their participation in that process.

In a related context, there must be a communication between
management and staff about the change. The employee must be aware of
the goal of adoption of the technology, his role in this process and his
contribution to it. The failure of this communication will make the
employee: doubt the usefulness of this new technology, take a negative
stance toward the change, feel fear with regard to job security and thus
decrease his support for the new technology adoption decision (Dew et al.,
2004).

In IT adoption process, all functions within the firm must work in
teamwork and agreement. Because of this, management should emphasize
knowledge sharing effectively among all members of the enterprise.
Finally, information technology and its Ilearning could foster
entrepreneurship and growth among members of the organization (Nguyen
et al., 2015b).

Iddris and lbrahim (2015) say that the technological change processes
needs an organizational culture that offers the appropriate settings and roots
the technological change process socially.

From the point of view of Lee et al. (2012), the organizational culture
refers to the distinctive and qualified influence of the organization in the
way in which the workers do things around them. It also determines the
values and standards shared among employees that they apply in their

dealings with each other and with the organization's shareholders.
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A technology sponsoring environment as defined by Zakaria and Yusof
(2001) is an environment that has a culture fostering changes and not
fostering stabilization and certainty mainly. The origin of suspicion and
worry resulting from the change is either technological or organizational. If
the culture is not receptive to changes then reluctance will repeatedly float
on the surface. This also happens because people are unwilling to accept
new ideas and most importantly to maintain the changed circumstances in
the future. If the required technological change does not agree with or prop
the existing organizational culture that stipulated by top management
through the organization's vision and mission, resistance will persist
(Zakaria and Yusof, 2001).

As for Rapp et al. (2008) they state that the organizational culture is a
set of shared values which determine many things, such as standards,
behaviors and attitudes that used by individuals to guide them to do things.
They also illustrate that the organizational culture becomes meaningful
when workers at the enterprise share their beliefs with each other and with
the beliefs of the top management of the enterprise. It must be emphasized
on its importance, because it may support or does not support the initiatives
as well as it has the ability to influence the employee's ability or
willingness to adapt or implement well.

e) Type of the Product

It is considered as one of the important factors in new technology
adoption and implementation. This factor is related to the product

characteristics whether tangible or intangible, requires detailed information
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to be provided to customers, life cycle, etc. Selling products or services

online will be a more normal solution in some industries than in others.

This is determined by the product's nature and by consumers and suppliers’

arrangements. Hence some SMEs adopt E-marketing quicker than others

(El-Gohary, 2010a).

Although Internet retailing can be used to serve customers from
diversified segments and different geographic areas but it does not fit all
enterprises or products from all types (Doolin et al., 2003).

Four service classes according to the use of ICT are identified by
Preissl (2003). The criteria used here are the service's content of
information and how ICT will be used in the service (substantially or
marginally). These four groups are:

e Services in which IT is seldom used such as coiffuring and ballet dance
instructor.

e Services in which IT issued to support its managerial activities such as
restaurants, lawful advice, mend services, retailing, and fire workers.

e Services in which IT is used substantially to perform the main activities
such as consultancy, fiscal services, business services.

e Services that rely mainly on IT to carry out its main activities such as
consultations related to information technology, multimedia services and
telecommunications.

f) The Firm Size

It is investigated as a vital organizational factor by many researchers

(Nguyen et al, 2015b; Rahayu and Day, 2015; El-Gohary, 2010a). The
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argument that the firm size will determine its needs, level of readiness and
ability to bear the consequences from new technology adoption (Ramdani
et al., 2013). A positive relationship is found between the enterprise size
and the use of IT (Del Aguila-Obra and Padilla-Melendez, 2006; Oliveira
and Martins, 2010).

Experimental proofs against this positive relation also exist. E-business
adoption may require basic modification in the organizational structure of
the institution and its business operations. Large enterprises are not flexible
in nature to accept this amendment reversing the small companies that are
flexible and for this reason adoption of E-business in large organizations
may be slow (Oliveira and Martins, 2010).

Some studies show that there is a difference in the ability to adopt
innovations and their application between institutions depending on their
size. Big institutions have abundance of money and resources needed for
adoption and are thus better able to withstand risks arising. While small
enterprises in spite of their diversity, they do not adopt innovations easily
(Oliveira et al., 2014; Thiesse et al., 2011).

On the other hand there are those who believe that the large
organizations rely on multiple levels of bureaucracy and this leads to delay
and obstruct decision-making related to new innovations. While E-business
adoption requires strong cooperation and coordination, which can be easily
achieved in small enterprises (Oliveira and Martins, 2010).

Nguyen et al. (2015b) confirm that the adoption of technology is

important for SMEs because they usually do not have sufficient funding to
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invest. And so they are usually looking for good advantages for any
technological system before deciding to adopt it.

For Rahayu and Day (2015), the firm size is a vital determinant factor in
E-commerce adoption because it determines the extent of the institution's
ability to provide financial and human resources that are required to adopt
and implement this technology. So the greater the size of the enterprise, the
greater the ability to provide these resources and thus the greater their
ability to adopt E-commerce.

2.7.3. Environmental Context

The role of the environmental factors in influencing the adoption and
implementation of the innovation cannot be denied. Enterprise's industrial
sector, market scope, competitive pressure, external ICT support and the
customer pressure represent the main environmental factors that influence
new technology adoption by SMEs (Ramdani et al, 2009).

a) Industry Sector

It means whether the firm works in services, manufacturing or retailing.
Moreover, it is considered influential in technology adoption by SMEs.
Enterprise's industry sector is linked negatively with the adoption of
technology (Das and Das, 2012).

The impact of the industry sector on the IT adoption is discussed. It is
proved that the use of technology differs between different sectors and
between the sub-sectors (Ramdani et al., 2009; Alatawi et al., 2013).

Ramdani et al. (2013) examine the impact of this factor on the adoption

of enterprise applications. They realize that it is influential on ICT
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adoption. Sectors that require much information processing such as
services will adopt ICT. Whereas sectors that depend on goods
transportation will adopt suitable systems such as point-of-sale systems. As
for the manufacturing sector it relies on systems compatible with its nature
such as electronic resource planning systems (ERP).

Alsanea and Wainwright (2014) study the effect of the industry sector
on cloud computing adoption. Iddris and Ibrahim (2015) also examine this
factor and its impact on adopting E-marketing in SMEs. They claim that
the enterprises which rely heavily on the media (television, mobile, etc.)
are more compatible with technology and therefore they have higher
possibility to adopt and use the internet in marketing operations. While the
agriculture sector is the slowest in the adoption of E-marketing.

b) Support from Government and IT Vendors

It is argued to be a strong motivator for new technology adoption
(Alsanea and Wainwright, 2014; Doolin et al., 2003; Zhu and Kraemer,
2005). Some studies state that government regulations and initiatives that
concern E-business encouragement and security risk will have considerable
influence especially in developing countries (Rapp et al., 2008).

In this context, Alatawi et al. (2013) say that the existence of third-
party support will increase the likelihood of the adoption of the enterprises
for technological innovations. This support is significant in IT success and
has a positive impact on the adoption.

El-Gohary (2010a) states that the capability and the willingness of the

enterprise to adopt E-marketing are influenced by the government
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participation in this process. This participation is conducted through
incentives, regulatory initiatives, laws and regulations set by the
government. A credible legal prop has the attention of customers in
commercial transactions. In the same context of incentives, the government
is able to make a lot of small businesses adopt E-marketing. EI-Gohary
(2010a) also indicates that this can be done through the provision of funds
and encourage banks to grant loans to SMEs, to exempt those institutions
from taxes and, the provision of appropriate training courses for the staff of
such institutions and a lot of other incentives.

In a related context, Williamson (1983) as is cited by Zhu and Kraemer
(2005) mention that there are two steps by which the government can
influence the adoption of innovation. First the government can reduce or
push up remunerations such as taxes. Second the government must change
the environment where the innovation will be applied. The experimental
results are identical with the second point. It is assumed that the
government must create a supportive legal environment to encourage the
adoption of E-business and enact laws to deal with cases of fraud and
mistrust of trade through the Internet. It can also encourage the government
E-procurement and contracts by putting incentives and rewards. Here it
must be noted that the lack of legal protection, security and privacy all are
matters of concern for institutions and customers alike (Zhu and Kraemer,

2005).
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c) Competitive Pressure

It is “the degree of pressure that the company feels from competitors
within the industry” (Zhu and Kraemer, 2005, p. 70). It stems from the fear
of the enterprises from losing their competitive advantage in their work
environment. The enterprises may find themselves compelled to adopt and
implement a technology because of competitive pressures, although that
technology will not be useful for them. So the enterprise's positive
behavioral intention towards an innovation may result from competitive
pressure (Maduku et al., 2016).

Competitive pressure proves its effectiveness in technology adoption.
Competition within the industry has positive impact on IT adoption. It is
also a strategic imperative for the adoption of technology. When the
enterprise adopt IT innovation it will have the ability to change competition
rules, the composition of the industry and the superiority of its competitors.
Therefore, the first to adopt the innovation will get a lot of competitive
benefits and maintain the life of the institution (Gangwar et al., 2015;
Lippert and Govindarajulu, 2006).

Oliveira and Martins (2010) also state that experiences show that the
pressure generated by the competition is a key driver for the adoption of
technological innovations.

If any competitor begins using any innovation such as E-commerce, the
company will find a strong push towards the adoption of this innovation

broadly in order to achieve many of the competitive advantages. Thus the
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greater the competition in any industry, the greater the likelihood of the
adoption of technological innovations (Rahayu and Day, 2015).

The enterprises will face enormous pressure, become more aware and
thus trace its competitors to adopt the technology. The reason for this is the
rapid changes that arise from high-tech industries (Low et al., 2011).

d) Customer Pressure and Orientation

Customer pressure describes the degree of the organization's promotion
to adopt E-marketing because of the customer's awareness and culture.
SMEs may adopt a specific IT because of the pressure from its customers
or suppliers. This clearly appears in the multinational companies that force
its subsidiaries and their suppliers to adopt E-commerce to link in the
global production network (Rahayu and Day, 2015).

Maduku et al. (2016) declare that organizations' adoption of IT
technologies is influenced by the features of the relationships between
organizations. The obligation, encouragement and compulsion emerging
from customer are examples of this. Also they tell that the trust and the co-
dependence between the enterprise and its customers are other significant
items. It is proved that using electronic services to satisfy customers' needs
and interact with them easily is a main motivator to innovation adoption.
This means that the enterprises compelled to adopt the technology because
it believes that its customers expect it to do so.

El-Gohary (2010a) in his study, related to E-marketing adoption, refers
to this factor in another form. He describes it as "Cultural orientation

towards E-marketing by SBE customers" (El-Gohary, 2010a, p. 6-22). The
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dominant culture must be encouraging so that the technology can change
the nature of relations between the institution and its customers. Some of
the cultural matters related to the customer that are influential in the
adoption of enterprise for E-marketing are addressed. From these are trust,
security and customer agreement and participation. Trust means
dependability and credibility. It is very important in the virtual transactions
and correlates positively with customer's attitudes. As for security
violation, experiments have proved its effect in user objection to adopt
transactions using Internet (EI-Gohary, 2010a).

e) Market Scope

It means the geographical area in which the enterprise operates i.e. Is it
local or international? The impact of the firm scope in adopting various
types of technology is investigated by researchers (e.g., Lippert and
Govindarajulu, 2006; Zhu et al., 2003).

In terms of the relationship between the scope of work of the enterprise
and the adoption or implementation of technology, previous studies show
that there is a positive relationship between the scope of work, the
implementation of technology and value-added. For example, service
companies, with activities spanning geographically, with branches and
multiple partners, if they use a common technique they will get more
benefits than in the case if they are operating in a narrow scope (Lippert
and Govindarajulu, 2006).

Zhu et al. (2003) define market scope as "the horizontal extent of a

firm's operations" (Zhu et al., 2003, p. 254). They interpret how market
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scope influences on the adoption process of technology through three
views. First, when the scope of work is broader, internal coordination costs
will increase because the nature of the work becomes more complicated
administratively and needs more processing of information. Thus, the
digitization of work will reduce these costs. Second, search costs and
inventory holding costs (from external coordination costs components) will
increase with the increase in the scope of work, despite the ambiguity of
the relationship between the market scope and the cost of external
coordination. An example of this that companies, operating in a wide
geographic area, will pay a higher search costs to look for consumers,
distributors and partners, especially if it has expanded globally to operate in
a market whose segments are not homogeneous. The inventory holding
costs will rise to adjust the uncertainty demand in each sector at the same
time. In the summary to reduce the costs of search for both buyer and seller
and to achieve the accumulation of demand and improving inventory
management, enterprises can take advantage of E-business. So the greater
the scope of work of the enterprise, the greater the adoption of technology.
Third, expanding the scope of work of the enterprise will increase the need
for cooperation between E-business and traditional business. For example
the enterprise could use the Internet to assist customers in determining the
physical locations of the stores, the establishment of a diverse community
of customers, the use of online graphical interfaces to increase ease of
dealing with ERP systems and linking multiple databases with each other

through the Internet.
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Ramdani et al. (2013) illustrate that when the market scope of the
enterprise becomes wider, the complexity scale in legal and cultural matters
will increase. When companies expand the scope of their work, they
become interested in the expansion of infrastructure for IT and in finding
common work systems with other institutions. The reason is the desire to
participate in global and international supply chains to impose restrictions
on the manufacturing resource planning.
Table 2-3 shows the results of some studies that use TOE framework.

Table 2-3: Previous Studies Using TOE Framework

Dependent s| o nl »n ol al a
- o x| WO wn
Stady | \sariable 588'—850'205&)25882

Maduku | Mobile
etal. marketing | v v v
(2016) adoption

Wang et | Mobile
al. (2016) | hotel

reservation v v
systems
adoption
Gangwar | Cloud
etal. computing | V| V|V an4s v
(2015) adoption
Rahayu E-
and Day | commerce | Y| x v X X | x| x

(2015) adoption

Oliveira | Cloud
etal. computing | V| x | v ans v X
(2014) adoption

Low et Cloud
al. (2011) | computing | v'| x | x vl x v ViV
adoption
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Table 2-3: Previous Studies Using TOE Framework (Cont.)

Oliveira | E-business

and adoption v v

Martins

(2010)

Wanget | RFID y 9

al.(2010) | adoption

El- E-

Gohary | marketing | v 4

(2010a) | adoption

Ramdani | ES

etal. adoption v v Vv v

(2009)

This E-

Research | marketing ViIix | x| x| x|x|x|x|[x|x|x|x|x]|x|V|V
implementa
tion

2.8. E-marketing Implementation and Marketing Performance
Although E-marketing is becoming a focus of attention of researchers
and academics, there is a paucity of literature regarding its relationship
with marketing performance. Research results show a contradiction in the
relationship between E-marketing and the performance (Tsiotsou and
Vlachopoulou, 2011). Wu et al. (2003) and Brodie et al. (2007) find a
strong positive relationship between E-marketing and the performance.
While Coviello et al. (2006) reveal that E-marketing and other modern
practices are not found to influence performance. To measure the
performance, financial and non-financial metrics can be used (Hacioglu
and GOk, 2013). The most frequently used financial metrics are
profitability, sales and cash flow (Ambler et al. 2001; Hacioglu and Gok,

2013). According to non-financial metrics: market share, customer



68
satisfaction, customer loyalty, and brand equity can be used to measure
marketing performance (Clark, 1999; Hacioglu and Go6k, 2013). With
regard to E-marketing, a new viewpoint is required to measure the success
of marketing and researchers concentrate on some measures such as:
traffic, visit duration, conversion rate (visit to purchase), catalogue size,
sales value, number of transactions, number of users as measured by the
number of registered user accounts (Rowley, 2001).

Other researchers such as Nguyen et al. (2015b) state that the rapid and
effective use of the technology can be used to measure the success of this
technology, with the aim of adoption is to reach a desirable result. From the
things that can be considered to measure the successful implementation of
the technology is the return on investment, increased sales, increased
revenue, or an increase in the quality of products and services

In this study, the researcher will rely on return on investment, return on
sales, net profit, customer satisfaction, customer loyalty, new customers,
sales costs, service or product quality and new markets as traditional

marketing measures and on number of users as E-marketing measures.
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Chapter 3
Research Methodology

3.1 Overview

This chapter presents the research methods that are used to conduct this
research. It explores the definition, types, approaches and strategy of
research. It also shows the sample size and the sampling techniques.
Furthermore, it illustrates the research framework and clarifies the reasons
for choosing this frame work. Also it presents the quality standards for
selected research tools and finally talks about the statistical analysis
methods that is used in this research.
3.2 Research Methodology

Research methodology is the way that the researcher uses to conduct
his research on a specific topic. The two common methodologies in
scientific research are quantitative and qualitative methods (El-Gohary et
al., 2008).

3.2.1 Quantitative Research

The quantitative methodology is the most widely methodology used
among researchers. Because of its dependence on the numbers, there is a
high confidence of its findings. When using this approach, the hypotheses
about the elements of the study are formulated, the researcher watches the
phenomenon under study, collects data and then statistically analyzes the
results to reject or accept these hypotheses (El-Gohary et al., 2008). It

answers the questions of what, where and when (Rajasekar et al., 2013).
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3.2.2 Qualitative Research

The qualitative methodology uses words instead of numbers to explain
logically the phenomena and issues to be studied. The purpose of
conducting this type of methodology is to depict the case and it tries to
answer the questions of why and how in decision making (Rajasekar et al.,
2013).

To find a solution to the problem statement of the current research,
quantitative approach is chosen as the questions that are related to the study
are (what) questions.

3.3 Research Strategy

Research strategy is "the general plan of how you will go about
answering your research question(s)" (Saunders et al., 2009, p. 136). So
obvious purposes, data origins, research limitations (related to money, time,
and data access) and any ethical matters will be discussed in the research
strategy (Saunders et al., 2009).

Usually the researchers use different strategies such as experiment,
survey, case study, action research, grounded theory, ethnography and
archival research. They can use only one type of them or more than one
type together. Choosing the research strategy depends on several things,
such as: research purposes, research questions, and the range of existing
knowledge, time and resources available and also depends on the special
researcher philosophy (Saunders et al., 2009).

In this research, the survey approach is selected. The justification for

this selection is the research questions which are: What are the main factors
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that may influence the implementation of E-marketing by SMEs in
Palestine? What is the importance of each factor in influencing the
implementation of E-marketing used by SMEs in Palestine? What are the
different E-marketing tools used by Palestinian SMEs to accomplish E-
marketing? What is the relationship between E-marketing implementation
and marketing performance? And because all of these questions are of the
type "what", survey is selected (Saunders et al., 2009).

The survey strategy and the deductive approach are connected together.
There is a trend to use the survey in exploratory and descriptive research
and it is widespread (Saunders et al., 2009). The reason for this according
to Saunders et al. (2009) is due to many advantages possessed by survey
such as:

e Its high ability to collect large amounts of data from a large

community of people and in a very economical way.

e A questionnaire is applied to a sample and the resulting data is
integrated and this leads to easy comparison.

e Survey strategy will enable you to collect quantitative data and then
use statistical and descriptive methods for analysis and get results.

e It enables the researcher to submit models that represent
relationships between research variables as it can propose the causes
for these relations.

e It helps the researcher where it gives him a great ability to control the

research, and when using sampling it will be low-cost because it
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allows him to find a representative sample results without being
obliged to collect the entire study population data.

Based on the above, the best strategy suited to this research is the
survey strategy.

3.4 Research Tool
A self-administered questionnaire is designed to collect data related to

the research topic.

3.4.1 Questionnaire
Questionnaire is a common expression used to describe the mechanism

used to collect the research data by asking respondents to answer the same

predefined questions (Saunders et al., 2009).

Closed-questions method is used in the questionnaire designing in this
research. This method allows the respondents to give quick and accurate
answers to achieve the desired research purposes.

The initial version of the questionnaire is designed as follows:

1. Questionnaire cover, which consists of five parts: the questionnaire
objective, E-marketing definition, who can fill the questionnaire, a
message of thanks and appreciation for the cooperation of respondents
with a promise to keep confidential data, and finally an enquiry about
their desire to obtain a copy of the study abstract so that they can write
their addresses at the end of the questionnaire.

2. The first section consists of two groups of questions. First group is
related to the respondent's personal information such as gender, age

group, qualification, years of experience in restaurants field and the
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respondent's nature of work in the restaurant. The second group
contains questions related to the restaurant's information such as
restaurant age, province name (governorate), number of employees in
the restaurant and the marketing budget.

3. Then in the second section, some questions are developed to examine
the extent of E-marketing implementation and which tools are used in
the restaurant using Likert-style rating scale. Five of points on the
rating scale have been selected. They are: "1" strongly disagrees, "2"

disagree, "3" neutral, "4" agree, "5" strongly agree.

4. Various statements related to the factors that affect E-marketing
implementation are carefully selected and placed in the third section.
The majority of these statements are selected from the literature from
previous studies in the same field or similar fields (see table 3 in
Appendix A). The aim is to measure the factors that affect the research
model. These statements are placed randomly in the questionnaire to
reduce systematic biases as recommended by Sekaran (2006). Likert-
style rating scale is used to measure the statements in the third part of
the questionnaire. Five of points on the rating scale have been
selected. They are: "1" strongly disagrees, "2" disagree, "3" neutral,
"4" agree, "5" strongly agree.

5. Finally, section four, which includes questions about the impact of the
implementation of E-marketing on the performance. Also the answers
of these questions are based on the Likert scale.

6. Then an open-ended question — as recommended by Sekaran (2006) -is
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placed at the end of the questionnaire to give a chance for respondents
to talk about any information not covered in the questionnaire on the
subject of study adequately.

7. The English version of the questionnaire is designed and reviewed
carefully more than one time. The goal is to ensure that the research's
purposes are achievable.

8. After that the questionnaire is translated into Arabic because it is the
mother tongue of respondents. Then it is reviewed by the supervisor
and the necessary adjustments are made to ensure getting the correct
results and the vocalizations used are understandable to all, regardless
of their levels.

9. Distributing a copy of each of: the questionnaire, the research
purposes, the research questions and the hypotheses to six specialists
arbitrators in this field (see Appendix A). Then the appropriate
adjustments on the questionnaire are made to make it suitable.

3.5 The Proposed Conceptual Model
Based on the previous discussions about the models and the factors

related to E-marketing implementation (chapter 2), the most important

factors that affect E-marketing implementation are identified. The proposed
model for this study (Figure 3-1) is based on TOE framework, TAM and

IDT.

3.5.1 The Justification for Choosing TOE Framework.
Some studies regarding examining IT adoption from an organizational

level admit that TOE framework is a successful choice to be used (Alatawi
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et al., 2013). They also add that TOE is a comprehensive framework as it
includes all aspects related to the enterprise (technological, organizational

and environmental). Furthermore, using TOE framework allows for a

preferable description of the spread of innovations inside the enterprise.

Technological Context Organizational Context Environmental
) Top management support Context

Relative advantage (H1a) (H2a) Industry sector (H3a)

ibili Organizational readi
Compatibility (H1b) (Fzgar)nza lonal readiness Support from government
Ease of Use (H1c) ICT experience (H2c) and IT vendors (H3b)
Trialability (H1d) The organizational culture Competitive pressure

. (H2d) (H3c)
Observability (H1e) Type of the product (H2e) Customer pressure (H3d)
The firm size (H2f)
Market scope (H3e)
H1 H2 H3
A\ 4

E-marketinglmplementation

H4

/
Marketing Performance

Figure 3-1: The Proposed Research Framework

Low et al. (2011) illustrate that the environmental context in TOE
framework makes TOE more capable to explain the adoption of internal
innovations of the enterprise and as a result it is fully comprehensive. It has
many characteristics such as the obvious theoretical foundations,
harmonious experimental findings and the possibility of its application in

the adoption of technology innovations.
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3.5.2 The Justification for Choosing IDT and TAM Models

Reviewing literature regarding organizational IT adoption and
implementation reveals that IDT is a popular selection in the technological
context of TOE framework (Alatawi et al., 2013). It appears one of the
most common, vastly agreeable between researchers and linked to IT
adoption mainly. It is tested in a very large number of studies in a variety
of technological areas (EI-Gohary, 2012).

According to TAM, EI-Gohary (2012) says that researchers examine it
for more than two decades in various technology fields and it proves
success in predicting and interpreting behavior towards these technologies.
He also adds that despite numerous attempts to develop TAM and the
appearance of TAM2, TAM3 and UTAUT, but it is still adequate and
successful and still accepted widely in the field of technology adoption.
Moreover TAM2, TAM3 and UTAUT are more appropriate in examination
of the adoption of technology by individuals and this research is concerned
with business level.

3.6 The Required Hypotheses to Test the Relationships between the

Factors

Based on the proposed framework, the required hypotheses in this

research are as follows in table 3-1:
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Table 3-1: Summary of Research Hypotheses' Factors

Hypothesis | Independent Variable Dependent variable Bgsr?d
H1 Technological factors | E-marketing implementation | TOE
: o . TAM,
Hla Relative Advantage E-marketing implementation IDT
H1b Compatibility E-marketing implementation ;I-ISA‘TM’
Hic Ease of Use E-marketing implementation ;I'[,)ATM,
H1d Trialability E-marketing implementation ;I'[,)ATM,
Hle Observability E-marketing implementation ;I'[,)ATM,
H2 Organizational E-marketing implementation | TOE
factors
H2a Top management E-marketing implementation TOE
support
H2b Orga_mlzatlonal E-marketing implementation TOE
readiness
H2c ICT experience E-marketing implementation TOE
H2d Organizational culture | E-marketing implementation TOE
H2e Product type E-marketing implementation TOE
H2f Firm size E-marketing implementation TOE
H3 Environmental E-marketing implementation | TOE
factors
H3a Industry sector E-marketing implementation TOE
H3b Government and IT E-marketing implementation TOE
vendors support
H3c Competitive pressure E-marketing implementation TOE
H3d Customer pressure E-marketing implementation TOE
H3e Market scope E-marketing implementation TOE
H4 !E-marketlng_ Marketing Performance
implementation
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3.7 Sampling Technique

Sampling is the operation that is carried out by the researcher in order

to choose the right elements to be studied (Sekaran, 2006).
3.7.1 Study Population

Population is the overall group of elements that the researcher is
seeking to study (Sekaran, 2006).

In this research the small and medium restaurants SMRs in Palestine
specifically West Bank are selected to be the research population. The
justification is mentioned in chapterl and chapter2.

3.7.2 Study Sample

Sample is a partial set from the research population. Generalizable
results on the study population can be obtained through the sample study
(Sekaran, 2006).

There are two types of sampling techniques: probability or
representative sampling and non-probability or judgmental sampling.

By probability sampling, all cases that might be taken from the
population have the same known probability. This makes it feasible to find
reply for research questions and fulfill the purposes through statically
inference from probability sampling about the population characteristics.
And as a result, the survey and the probability sampling are most likely
linked together.

In contrast, Saunders et al. (2009) state that in the non-probability
sampling, it is impossible to answer research questions that need statistical

deduction about the population features. It is possible to generalize from
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non-probability samples to the population, but not statistically. The
likelihood of the selection for each case from the total population is not
known. Non-probability sampling supplies a domain of alternate methods
to select samples subjectively.

In this research, proportional stratified random sample is used. The
population is divided based on the number of restaurants of each category
(small or medium) and then dividing each group according to the
proportion of its presence in each governorate.

3.7.3 Sample Size

There are various things that control the selection of the sample size
according to Sekaran (2006), such as:

e The needed confidence level: This determines the trust scale of the

ability of selected data features to represent the population features.

e The tolerable error margin: the precision of sample estimates.

e The population size.

e The required analysis type.

Several ways can be used to calculate the required sample size. In this
research, the population size is 525 (SMRs) in West Bank (PCBS, 2013a).
The required confidence level is 95% and the required confidence interval
is 0.05. The suitable formula according to Daniel and Cross (2013) is then

as follows:
B Nz%pq
S d2(N-1) + z%pq

n

(1)

Where:



81
n = the sample size.

Z = is the abscissa of the normal curve which interrupts an area o at the
tails (1 - a equals the required confidence level) (Israel, 1992). In this
research z= 1.96 for 95% confidence level.

p = the population ratio that have the required characteristic
(probability of selecting an element). To give a better estimate of p, let
it equal 0.5 as this thing will give the largest possible value for n
(Daniel and Cross, 2013).

g = (1-p) and this means that q=0.5

d = the required confidence interval. In this research, 0.05has been
adopted.

N = the total population for the research.

So, using equation (1):

525%1.962%0.5%0.5

n=-— 5 = 222.08 restaurants~ 222 restaurants.
0.05°(525-1)+1.96°*0.5*0.5

3.8 Quality Standards for the Research Tool

After collecting the data and completing its filling, the researcher needs
to measure the accuracy and the actuality of the used research tool. The aim
Is to ensure the fineness of measures and to decrease the potency of

obtaining wrong answers (Saunders et al., 2009, Sekaran, 2006).
3.8.1 Reliability

Reliability means the consistency and the constancy of the data that is
collected using the research tool. It means that the same results will be
achieved on other situations or by other researchers using this research tool

(Saunders et al., 2009).
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Various techniques can be used to measure the inner consistency of the

questionnaire. The famous and most used one is Cronbach’s alpha.

Cronbach’s alpha is" a reliability coefficient that indicates how well the
items in a set are positively correlated to one another" (Sekaran, 2006, p.

307).

In this research, Cronbach's alpha was calculated for the main

constructs in the questionnaire as shown in table 3-2:

Table 3-2: Reliability Statistics of Constructs Affecting E-marketing
Implementation

Factor Cronbach’s alpha
Technological factors 0.80
Organizational factors 0.87
Environmental factors 0.80
Fmrgﬁerrlr(](ztrll?zgtion 0.75
E-marketing Performance 0.84
All questions 0.90

The reliability of the main constructs is above 80%, as well as the total

reliability of all questions is 90%. Therefore, the research tool is reliable.

3.8.2 Validity
Validity means that the research tool is measuring what the researcher
intends to measure (Sekaran, 2006).
In this research, different methods are used to measure the validity of
the questionnaire. These methods are:
e The questionnaire's sentences are based on similar studies in literature.

The same case with the research model and hypotheses. Furthermore,
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the validity and reliability are tested in these empirical studies.

e The questionnaire is revised with the supervisor more than once to
verify its ability to achieve its purpose and to make sure from the
simplicity and clarity of statements. Also, it is reviewed by six
specialists arbitrators in this field (see table 1 in Appendix A).

o After filing data to Minitab, the reliability is checked to be sure from
the consistency of the questionnaire.

3.9 Distribution of the Questionnaire
Stratified random sample is considered as an amendment to the

probabilistic sample, where the population is divided into two or more

closely related classes depending on number of properties. It can be
divided into two types: equal stratified random sample and proportional

stratified random sample (Saunders et al., 2009).

In this research, the proportional stratified random sample is adopted
to collect data from the restaurants in West Bank. SMRs spread out in all
West Bank governorates. The number of SMRs in each governorate is
different. For that, the researcher divided the population into mutually
exclusive groups, each subgroup —in terms of employee numbers -
represents a class (Small, Medium and large) which is termed stratum.
Then the stratification followed by random selection of participants from
each stratum based on the proportion of restaurants from each class in the

Palestinian governorates.
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The percentage required for each category of restaurants within these
governorates is calculated using the following formula which is adopted

by Saunders et al. (2009):

strata size

Strata sample size= otal population (2)
Table 3-3: Total Sample Details
Strata
Strata name Stratasize | Required% | Sample
size
Small (5-9) Employees 363 69% 153
Medium (10-19) Employees 110 21% 47
Large (more than 20) 52 10% 22
Total 525 100% 222

Then these numbers are divided between governorates according to
the proportion of restaurants in them. Some governorates cannot be
reached because of the conditions on the ground and some governorates
were e-mailed but did not respond to the request. As a result, the required
share of these governorates was added to the required amount from the
responding governorates. At the beginning of the questionnaire
distribution, the researcher tried her best to distribute according to the
ratios and classes required. However, the lack of responsiveness of some
marketing officials or managers in some restaurants hindered the
implementation of this, where some rejected the questionnaire. Another
part also took it but did not fill it even after several attempts. Another
point is the distribution of questionnaires more than the required number,
in anticipation of not obtaining sufficient number of valid questionnaires.

So the calculated distribution details are in table 3-4:
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Table 3-4: Details for Each Governorate

Governorate Small (5-9) Medium (10-19) Total
Jenin 25 5 30
Tulkarem 25 5 30
Nablus 50 10 60
Ramallah and Al-Bireh 80 5 85
Hebron 40 5 45

Total 220 30 250

When distribution, two hundred and seventy questionnaires were
distributed to ensure a high rate of response and thus obtain the required
sample size. At last, two hundred thirty eight of them were restored and
fifteen were excluded due to not meeting the required conditions. The
explanation for this is that some restaurant owners replied positively the
first question in the second section, which inquiries about their use of the
Internet for marketing. But when they were asked about the used E-
marketing tools, they negatively answered all the tools which means that
they don’t use E-marketing. Whereas others answered only the section of
demographic information and E-marketing tools and completely left the
rest of the sections empty.

Based on the above, the response rate of the questionnaire equals to
82.6%. Table 3-5 displays the details of the distribution of the
questionnaires.

Table 3-5: The Questionnaires Distribution Details

Governorate Distributed | Received | Valid Re;g(zgse
Jenin 30 27 24 80%
Tulkarem 30 29 28 93.3%
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Table 3-5: The Questionnaires Distribution Details (Cont.)

Nablus 78 76 75 96.2%
Qalqgilya 8 5 5 62.5%
Ramallah and Al- 84 65 60 71.4%
Bireh
Hebron 40 36 31 77.5%
Total 270 238 223 | 82.6%.

Table 3-5 shows that the highest response rate is in Nablus. Although
the number of questionnaires distributed in Ramallah is greater because of
the number of restaurants available there, Nablus's response rate is higher
due to better responsiveness of SMRs managements. One of the specialists
who was interviewed said that from his experience in restaurants and E-
marketing in Ramallah and Nablus, Nablus is the highest in the use of E-
marketing, and that its residents are using a lot of E-marketing. They are
more interested in advertising campaigns in the field of restaurants that
launch electronically. In a study on social media in Palestine in 2015, the
final report shows that Nablus has the largest number of Facebook users,
with 356,000 (20%) of the total number of users in Palestine, while 23,400
(13%) in Ramallah. Facebook is one of the most prominent means of social
media used in E-marketing (Social Studio, 2015).

3.10 Analysis Methods

Raw quantitative data carry few meaning to most people. So
guantitative analysis techniques must be applied on these data to convert it
to a useful data called information (Saunders et al., 2009).

In this quantitative research, based on the recommendations of

Saunders et al. (2009), the analysis methods that will be used are:
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Cronbach Alpha: To test the reliability of the questionnaire.

Frequency distributions: Using tables and pie charts to view the
frequency and percent for each one of the demographic variables and
used E-marketing tools.

Descriptive statistics: It is used to describe (and compare) variables
numerically. In this research, central tendency measurements -
specifically the mean — will be computed for each of the questions
related to the factors affecting the implementation of E-marketing. Also
the extent to which values differ from the mean (standard deviation)
will be calculated for each question.

. Anderson-Darling test (AD): To test the data normality.

Kruskal-Wallis test: A nonparametric method that can be used to test
the statistical differences among participants according to different
demographic variables.

. Analysis Of Variance (ANOVA): It will be used if the results of the
Kruskal-Wallis test show that there are statistical differences between
the groups. ANOVA then will be used to find out where is the
difference, specifically where are the groups in which the difference
appears. Although of the assumption that the data for each group must
be normally distributed, but it is considered unimportant provided that
the number of cases in each group is large (30 or more) (Saunders et al.,
2009).

Pearson Correlation Coefficients Calculation: To access the strength

and the direction of the linear relationship between numerical variables.
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8. Simple and Multiple Regression analysis: To assess the strength of a
relationship between one dependent and several independent variables.
Also it will be used to predict the value of a dependent variable from
one or more independent variables. The results will be used to test the
research hypotheses.

9. Box-Cox Transformation: It is used to normalize data if they don't

satisfy the normality criteria.



Chapter Four
Data Analysis and Results
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Chapter 4
Data Analysis and Results

4.1 Overview

This chapter presents the results that were collected via the
questionnaire. It shows the results of descriptive statistics and hypotheses
testing using Minitab software in order to determine the factors influencing
E-marketing implementation by SMRs in Palestine. Minitab is adopted to
analyze the data collected by the questionnaire because of its features and
properties, which can provide proper results and then achieve research
objectives. Several and diversified statistics for each element in the
research questionnaire can be implemented easily by it. In addition, it can
give graphical results. Hence, Minitab is useful to get the relationships
between questionnaire elements.

In addition to the above, this chapter presents E-marketing
implementation framework in Palestine and the factors that are obtained. At
last it shows the relationship between E-marketing and marketing
performance.

4.2 Demographic and Descriptive Statistics

Respondents to the questionnaire differ in personal information in
accordance with the design of the questionnaire. This in turn leads to
different responses toward technology use, E-marketing implementation
and the factors that have impact on implementing E-marketing in SMRs.

The following results show these differences.
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4.2.1. Personal Information
The total number of participating SMRs in West Bank is 223, with a

response rate of 82.6%. The following tables present the participants’

specifications.
e Gender
The sample includes 211 males who form 94.62% of the participants,

and 12 female who form 5.38% of the participants. Figure 4-1 shows the

gender distribution in this research.

Gender Distribution

2
5.4% e
B Female

94.6%

Male
Female

Figure 4-1: Distribution of Gender
e Age

Age is divided into five age groups; Table 4-1 shows the age details in

this research.

Table 4-1: Distribution of Age

Variable Characteristics Frequency | Percent
20 - less than 30 98 43.95%

30 - less than 40 80 35.87%

40- less than 50 32 14.35%

Age 50-60 11 4.93%
Greater than 60 2 0.90%

Total 223 100%
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e Qualification
Qualification in the questionnaire is ranked to five options. Table 4-2
shows the details of respondents’ qualifications.

Table 4-2: Distribution of Qualification

Variable Characteristics Frequency | Percent
Less than high School 12 5.38%

High School 60 26.91%

Qualification Diploma 35 15.70%
Bachelor 110 49.33%

Postgraduate 6 2.69%

Total 223 100%

e  Years of Experience

Years of Experiences variable is divided into four period intervals.
Table 4-3 shows the details of respondents' years of experience.

Table 4-3: Distribution of Years of Experience

Variable Characteristics Frequency | Percent

1 - less than 4 years 58 26.01%

4 - less than 7 years 56 25.11%

Years of Experience 7-10 years 51 22 87%
More than 10 years 58 26.01%

Total 223 100%

° Nature of Work

The participants in the questionnaire are from various functional

positions. So the nature of work is assorted to four options as shown in

table 4-4.
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Table 4-4: Distribution of Nature of Work

Variable Characteristics Frequency | Percent
Restaurant owner 85 38.12%
Director of Marketing / Sales 45 20.18%

Nature of Manager
Work General director 75 33.63%
Responsible for E-marketing 18 8.07%

activities
Total 223 100%

e Restaurant Age

The participating SMRs have different ages and therefore are divided
into five time periods. The results are presented in table 4-5.

Table 4-5: Distribution of Restaurant Age

Variable Characteristics Frequency | Percent
Less than 1 year 28 12.56%

1 - Less than 3 years 30 13.45%

Restaurant Age 3 - Less than 6 years 64 28.70%
6 - 10 years 44 19.73%

More than 10 years 57 25.56%

Total 223 100%

° Governorate

For inclusiveness in the research, questionnaires are distributed to
several governorates where its statistics emerge as shown in table 4-6.

Table 4-6: Distribution of Governorate

Variable Characteristics Frequency | Percent
Ramallah and Al Bireh 60 26.91%

Hebron 31 13.90%

Nablus 75 33.63%

Governorate Jenin 24 10.76%
Tulkarem 28 12.56%

Qalqilya 5 2.24%

Total 223 100%
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e  Number of Employees

Number of employees is one of the main elements in this research that
must be taken into account. Based on that, it is classified into 4 options as it
IS customary in Palestine and according to the agreed bases in the

Palestinian Central Bureau of Statistics and economic institutions. The

resulted statistics are in table 4-7.

Table 4-7: Distribution According to Number of Employees

Variable Characteristics | Frequency | Percent
1-4 0 0%
5-9 112 50.22%
Number of Employees 10-19 64 28.70%
greater than 20 47 21.08%
Total 223 100%

e  Marketing Budget

Each restaurant usually allocates a budget for marketing that may differ
from other restaurants, according to the needs and convictions. Therefore

six options for the percentage of marketing budget are included. Table 4-8

shows the results.

Table 4-8: Distribution of Marketing Budget

Percent

Variable Characteristics | Frequency
Less than 10% 75 33.63%
10% - 20% 53 23.77%
21% - 30% 49 21.97%
Marketing Budget 31% - 40% 25 11.21%
41% - 50% 15 6.73%
More than 50% 6 2.69%
Total 223 100%
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4.2.2. E-marketing Implementation and the Used Tools
In the second section the researcher asks the participants about
implementing E-marketing. Since E-marketing has variety of tools,
respondents are asked about E-marketing tools which they apply. The
results are as shown in table 4-9.

Table 4-9: E-marketing Tools

Tool Frequency Percent Frequency | Percent | Frequency Percent
E-mail 120 53.8% 93 41.7% 10 4.5%
Mobile 157 70.4% 50 22.4% 16 7.2%

Internet (Web 164 73.5% 35 15.7% 24 10.8%

site)

Social Media 222 99.5% 1 0.5% 0 0%
Intranet 85 38.2% 69 30.9% 69 30.9%
Extranet 98 43.95% 60 26.9% 65 29.15%

Global search 62 27.8% 105 47.1% 56 25.1%
engines

Local 172 77.1% 17 7.6% 34 15.3%

Commercial
electronic
directory

4.3 Statistical Differences Among Survey Participants

This section exhibits the statistical differences among participants in
this research. At first, data are checked for normality using Anderson-
Darling test. It is a strong test that can be used to check data normality if
both the mean and the variance are not known (Pettitt, 1977). Because the
results of this test show that the data are not normal, nonparametric
methods can be used to examine differences between respondents. One of

these nonparametric methods is Kruskal-Wallis test. It is the most
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preferable method that is used when the populations that the samples are
taken from are not normally distributed (Daniel and Cross, 2013).

The median test (H-test for Equality of Medians) is "a nonparametric
procedure that may be used to test the null hypothesis that two independent
samples have been drawn from populations with equal medians™ (Daniel
and Cross, 2013, p. 686).

Furthermore, One-Way ANOVA is used when there is a statistical
difference between groups. ANOVA can be used to test the probability if
the difference between groups occurs fortuitously and that's when a
numerical variable has three or more different groups according to a
descriptive variable (Saunders et al., 2009).

In this research, at first Kruskal-Wallis test is conducted on responses
of factors according to one of the demographic variables. If the results
show a significant difference then ANOVA test is executed to see where is
the difference.

4.3.1 Statistical Differences According to Gender

As the proportion of females participants in the survey is low (5.38%),
the examination of the statistical differences between the groups by gender
are neglected.

4.3.2 Statistical Differences According to Age Group

Using Kruskal-Wallis test, no statistical differences are found between
respondents according to their age groups in any factor. Table 4-10 shows
this result. Since (P-Value>0.05) with all factors, it means that there are no

statistical differences according to age group.
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Table 4-10: Independent Samples Test for Age Group Differences

: Age grou

Independent variable Ig-\/galuep
Relative advantage 0.325
Compatibility 0.593
Ease of Use 0.619
Trialability 0.222
Observability 0.619
Top management support 0.832
Organizational readiness 0.122
ICT experience 0.808
Organizational culture 0.153
Product type 0.415
Firm size 0.796
Industry sector 0.301
Government and vendor support 0.327
Competitive pressure 0.743
Customer pressure 0.611
Market scope 0.841
Note difference is significant at the 0.05 level

4.3.3 Statistical Differences According to Qualification

e Organizational Culture:

There is a statistical difference between respondents according to their
qualifications in recognizing the role of the organizational culture in E-
marketing implementation (P = 0.034<0.05). Using One-Way ANOVA,
respondents who hold a Bachelor qualification consider the organizational
culture important in E-marketing implementation (Mean= 3.7257) more
than respondents whose qualification is postgraduate (Mean = 3.000).

Details are in table 4-11:
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Table 4-11: Independent Samples Test for Qualification Differences

Independent variable Quell el
P-Value

Relative advantage 0.264
Compatibility 0.952
Ease of Use 0.133
Trialability 0.704
Observability 0.272
Top management support 0.151
Organizational readiness 0.075
ICT experience 0.135
Organizational culture 0.034
Product type 0.139
Firm size 0.192
Industry sector 0.135
Government and vendor

support 0.808
Competitive pressure 0.085
Customer pressure 0.583
Market scope 0.075
Note difference is significant at the 0.05 level.

4.3.4 Statistical Differences According to Years of Experience

Using Kruskal-Wallis test, no statistical differences are found between
respondents according to their years of experience in any factor. Table 4-12
shows this result. Since (P-Value>0.05) with all factors, it means that there
are no statistical differences according to years of experience.

Table 4-12: Independent Samples Test for Years of Experience
Differences

Independent variable Years of Experience
P-Value

Relative advantage 0.189
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Table 4-12: Independent Samples Test for Years of Experience
Differences (Cont.)

Compatibility 0.699
Ease of Use 0.265
Trialability 0.628
Observability 0.314
Top management support 0.755
Organizational readiness 0.739
ICT experience 0.770
Organizational culture 0.706
Product type 0.521
Firm size 0.090
Industry sector 0.750
Government and vendor

support 0.117
Competitive pressure 0.623
Customer pressure 0.702
Market scope 0.858
Note difference is significant at the 0.05 level.

4.3.5 Statistical Differences According to Nature of Work

e Government and Vendor Support:

There is a statistical difference between respondents according to their
nature of work in recognizing the role of the government and vendor
support in E-marketing implementation (P = 0.006<0.05). Respondents
who are responsible for E-marketing activities consider the government and
vendor support to be important in E-marketing (Mean= 3.368) more than

respondents who are general director (Mean = 2.7391). See table 4-13:
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Table 4-13: Independent Samples Test for Nature of Work Differences

Independent variable NEULIS @ o
P-Value

Relative advantage 0.152
Compatibility 0.999
Ease of Use 0.601
Trialability 0.657
Observability 0.332
Top management support 0.233
Organizational readiness 0.337
ICT experience 0.109
Organizational culture 0.797
Product type 0.822
Firm size 0.105
Industry sector 0.541
Government and vendor 0.006
support

Competitive pressure 0.280
Customer pressure 0.826
Market scope 0.232
Note difference is significant at the 0.05 level.

4.3.6 Statistical Differences According to Restaurant Age:

e Relative Advantage:

There is a statistical difference between respondents according to the
restaurant age in recognizing the advantages and benefits of E-marketing
implementation (P = 0.029<0.05). Respondents in SMRs older than 10
years are less aware of the benefits of E-marketing implementation (Mean=
3.5527) than respondents in SMRs which are (3 - Less than 6 years)
(Mean= 3.9322).
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e Top Management Support:

There is a statistical difference between respondents according to the
restaurant age in recognizing the role of top management support in E-
marketing implementation (P = 0.050= 0.05). Respondents in SMRs which
are less than 1 year are more aware of the role of top management support
in E-marketing implementation (Mean= 3.929) than respondents in SMRs
which are (3 - Less than 6 years) (Mean= 3.6221).

e Firm (Restaurant) Size:

There is a statistical difference between respondents according to the
restaurant age in recognizing the role of firm size in E-marketing
implementation (P = 0.010<0.05). Respondents in SMRs which are (less
than 1 year) are less aware of the role of firm size in E-marketing
implementation (Mean= 3.141) than respondents in SMRs which are (3 -
Less than 6 years) (Mean= 3.4762).

e Industry Sector:

There is a statistical difference between respondents according to the
restaurant age in recognizing the role of industry sector in E-marketing
implementation (P = 0.047<0.05). Respondents in SMRs which are (3-
Less than 6 years) are more aware of the role of industry sector in E-
marketing implementation (Mean= 3.6389) than respondents in SMRs

which are (6 — 10 years) (Mean= 3.324). All details are in table 4-14.
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Table 4-14: Independent Samples Test for Restaurant Age Differences

Independent variable Restaurant age
P-Value

Relative advantage 0.029
Compatibility 0.178
Ease of Use 0.731
Trialability 0.469
Observability 0.236
Top management support 0.050
Organizational readiness 0.075
ICT experience 0.198
Organizational culture 0.307
Product type 0.925
Firm size 0.010
Industry sector 0.047
Government and vendor

support 0.142
Competitive pressure 0.354
Customer pressure 0.138
Market scope 0.960
Note difference is significant at the 0.05 level.

4.3.7 Statistical Differences According to Governorate:

e Relative Advantage:

There is a statistical difference between respondents according to the
governorate in recognizing the advantages and benefits of E-marketing
implementation (P = 0.01<0.05). Respondents from Tulkarem are more
aware of the benefits of E-marketing implementation (Mean= 3.9852) than

respondents from Hebron (Mean= 3.5000).
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e Compatibility:

There is a statistical difference between respondents according to the
governorate in the compatibility of E-marketing implementation with their
work (P = 0.05= 0.05). Respondents from Ramallah and Al Bireh deem
that E-marketing is more compatible with their work (Mean= 3.9770) more
than respondents from Hebron (Mean= 3.598).

e Ease of Use:

There is a statistical difference between respondents according to the
governorate in the Ease of use of E-marketing (P = 0.030<0.05).
Respondents from Tulkarem deem that E-marketing is more easy to use
(less complex) (Mean= 3.9770) than respondents from Hebron (Mean=
3.598).

e Observability:

There is a statistical difference between respondents according to the
governorate in the observability role in E-marketing implementation (P =
0.036<0.05). Respondents from Tulkarem consider that observing the
results of E-marketing has a role in its implementation (Mean= 4.012) more
than respondents from Hebron (Mean= 3.533).

e Government and Vendor Support:

There is a statistical difference between respondents according to
governorate in recognizing the role of the government and vendor support
in E-marketing implementation (P = 0.000<0.05). Respondents from

Hebron consider the government and vendor support to be important in E-
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marketing implementation (Mean= 3.5667) more than respondents from
Jenin (Mean = 2.375). All details are in table 4-15.

Table 4-15: Independent Samples Test for Governorate Differences

Independent variable Governorate
P-Value

Relative advantage 0.01
Compatibility 0.050
Ease of Use 0.030
Trialability 0.252
Observability 0.036
Top management support 0.416
Organizational readiness 0.316
ICT experience 0.274
Organizational culture 0.494
Product type 0.146
Firm size 0.294
Industry sector 0.431
Government and vendor

support 0.000
Competitive pressure 0.541
Customer pressure 0.253
Market scope 0.442
Note difference is significant at the 0.05 level.

4.3.8 Statistical Differences According to Number of Employees:

e Organizational Readiness:

There is a statistical difference between respondents according to the
number of restaurant's employees in the role of organizational readiness in
E-marketing implementation (P = 0.001<0.05). Respondents from small

restaurants (5-9 employees) believe that their restaurants have less
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organizational readiness (Mean= 3.5024) than respondents from large
restaurants (more than 20 employees) (Mean= 3.8837).

e ICT Experience:

Kruskal-Wallis test shows a statistical difference between respondents
according to the number of restaurant's employees in the role of ICT
experience in E-marketing implementation (P = 0.043<0.05). Respondents
from small restaurants (5-9 employees) have less knowledge of
technological know-how in E-marketing (Mean= 3.7623) than respondents
from large restaurants (more than 20 employees) (Mean= 4.0142).

e Organizational Culture:

There is a statistical difference between respondents according to the
number of restaurant's employees in the role of organizational culture in E-
marketing implementation (P = 0.031<0.05). Respondents from small
restaurants (5-9 employees) consider that they have less organizational
culture according to E-marketing implementation (Mean= 3.5234) than
respondents from large restaurants (more than 20 employees) (Mean=
3.8023).

e Service (Product) Type:

Kruskal-Wallis test shows a statistical difference between respondents
according to the number of restaurant's employees in the role of the service
type in E-marketing implementation (P = 0.010<0.05). Respondents from
small restaurants (5-9 employees) consider that service type has a less role
in E-marketing implementation (Mean= 3.7500) than respondents from

large restaurants (more than 20 employees) (Mean= 4.1277).
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e Firm (Restaurant) Size:

There is a statistical difference between respondents according to the
number of restaurant's employees in the role of restaurant size in E-
marketing implementation (P = 0.000<0.05). Respondents from small
restaurants (5-9 employees) consider that restaurant size has a less role in
E-marketing implementation (Mean= 3.0252) than respondents from large
restaurants (more than 20 employees) (Mean= 3.6087).

e Competitive Pressure:

Kruskal-Wallis test shows a statistical difference between respondents
according to the number of restaurant's employees in the role of
competitive pressure in E-marketing implementation (P = 0.038<0.05).
Respondents from large restaurants (more than 20 employees) (Mean=
3.7054) are more certain about the role of competitive pressure in E-
marketing implementation than respondents from medium restaurants (10-
19 employees) (Mean= 3.4140).

e Customer Pressure for Using E-marketing:

There is a statistical difference between respondents according to the
number of restaurant's employees in the role of customer pressure in E-
marketing implementation (P = 0.050). Respondents from small restaurants
(5-9 employees) stress the importance of the role of customer pressure and
the desire to meet the requests in E-marketing implementation (Mean=
3.8511) more than respondents from medium restaurants (10-19

employees) (Mean= 3.5363).
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e Market Scope

There is a statistical difference between respondents according to the
number of restaurant's employees in the role of market scope in E-
marketing implementation (P = 0.019<0.05). Respondents from small
restaurants (5-9 employees) state that the scope of work has less role in E-
marketing implementation (Mean= 3.5429), compared with the respondents
from large restaurants (more than 20 employees) (Mean= 3.8815) who state
that it has a bigger role. All details are in table 4-16.

Table 4-16: Independent Samples Test for Number of Employees
Differences

Independent variable Number of Employees
P-Value

Relative advantage 0.138
Compatibility 0.283
Ease of Use 0.814
Trialability 0.781
Observability 0.057
Top management support 0.166
Organizational readiness 0.001
ICT experience 0.034
Organizational culture 0.031
Product type 0.010
Firm size 0.000
Industry sector 0.065
Government and vendor 0.115
support

Competitive pressure 0.038
Customer pressure 0.050
Market scope 0.019
Note difference is significant at the 0.05 level.
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4.3.9 Statistical Differences According to Marketing Budget:

e Government and Vendor Support:

There is a statistical difference between respondents according to the
marketing budget in the role of the government and vendor support in E-
marketing implementation (P = 0.000<0.05). Respondents from SMRs that
allocate (31% - 40%) as a marketing budget consider the government and
vendor support to be important in E-marketing implementation (Mean=
3.490) more than respondents from SMRs that allocate (Less than 10%) as
a marketing budget (Mean = 2.6159). All details are in table 4-17.

Table 4-17: Independent Samples Test for Marketing Budget
Differences

Independent variable MEMEIY el

P-Value
Relative advantage 0.242
Compatibility 0.847
Ease of Use 0.265
Trialability 0.144
Observability 0.959
Top management support 0.619
Organizational readiness 0.199
ICT experience 0.380
Organizational culture 0.814
Product type 0.975
Firm size 0.513
Industry sector 0.422
Government and vendor support 0.000
Competitive pressure 0.911
Customer pressure 0.511
Market scope 0.124
Note difference is significant at the 0.05 level.
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4.3.10- Statistical Differences According to Various Demographic
Variables on E-marketing Implementation and Performance

Using Kruskal-Wallis test, no statistical differences are found between

respondents according to any of demographic variables on E-marketing

implementation or Marketing performance. Table 4-18 shows this result.

Since (P-Value>0.05) according to all variables, it means that there are no

statistical differences according to any of demographic variables.

Table 4-18: Independent Samples Test According to Demographic

Variables on E-marketing Implementation and Performance

Demographic P-Value P-Value

variable (Implementation) | (Performance)
Gender 0.656 1.000
Age group 0.763 0.793
Qualification 0.442 0.117
Years of experience 0.551 0.893
Nature of work 0.430 0.183
Restaurant age 0.890 0.959
Governorate 0.304 0.558
Number of Employees 0.085 0.897
Marketing budget 0.118 0.342
Note difference is significant at the 0.05 level.

4.4 Hypotheses Testing and E-marketing Implementation Framework
in Palestinian SMRs
A hypothesis is a clear expression concerning one population or more.
It is used to help the researcher reaching to an inference belonging to the
population after testing a sample of it (Daniel and Cross, 2013).
Therefore, Pearson Correlation and multiple regression are used to test

the research hypotheses. Table 4-19 shows the correlation coefficients
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between the independent variables and the dependent variable (E-
marketing Implementation).

Using table 4-19, it is obvious from p-values that the correlations are
positive and significant between E-marketing implementation and all the
used factors. The highest correlation is with relative advantage. While the
lowest correlation is with trialability.

Table 4-19: Correlation Coefficients of the Factors

Dependent variable
Independent variable E-marketing Implementation
Pearson P- Type of
corr.(r) value | Correlation
Relative advantage 0.527 0.000 Positive
Compatibility 0.378 0.000 Positive
Ease of Use 0.356 0.000 Positive
Trialability 0.199 0.006 Positive
Observability 0.435 0.000 Positive
Technological factors 0.539 0.000 Positive
Top management support 0.445 0.000 Positive
Organizational readiness 0.487 0.000 Positive
ICT experience 0.298 0.000 Positive
Organizational culture 0.425 0.000 Positive
Product type 0.335 0.000 Positive
Firm size 0.372 0.000 Positive
Organizational factors 0.541 0.000 Positive
Industry sector 0.427 0.000 Positive
government and vendor 0.281 0.000 Positive
support
Competitive pressure 0.307 0.000 Positive
Customer pressure 0.344 0.000 Positive
Market scope 0.493 0.000 Positive
Environmental factors 0.508 0.000 Positive
Note correlation is significant at the 0.05 level (2-tailed).
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While table 4-20 shows the Pearson correlation matrix which shows the
correlation between the independent variables. The purpose of table 4-20 is
to see the strength of the relationship between independent factors and to
ensure that no multicollinearity exists between them before designing the
model. At the given significance level of 5%, the correlation matrix shows
that most of the factors are significantly correlated to each other but to a
reasonable degree that does not affect the validity. The correlation
coefficients between the independent variables are less than 0.9, then
multicollinearity between data does not exist (Hair et al., 2010; Chong et
al., 2009).
Table 4-20: The Pearson Correlations Matrix

Factor 02?6 COM | EOU TR OBS | TMS OR ITE oC PT

Compatibili !
ty (COM) | 0.000

2

Ease of Use | 0.409 | 0.430
(EOU) 0.000 | 0.000

Trialability | 0.212 | 0.173 | 0.182
(TR) 0.000 | 0.015 | 0.010

Observabili | 0.557 | 0.548 | 0.414 | 0.267
ty (OBS) 0.000 | 0.000 | 0.000 | 0.000

gﬁgp’ﬁ”g' 0.605 | 0.608 | 0.429 | 0.264 | 0.548
e 0.000 | 0.000 | 0.000 | 0,000 | 0.000
ggmness 0474 | 0512 | 0411 | 0.266 | 0.491 | 0.613
0.000 | 0.000 | 0,000 | 0,000 | 0,000 | 0.000
(OR)
'E():(Terience 0.348 | 0.443 | 0.460 | 0.258 | 0.440 | 0.471 | 0.588
(ITFI)E) 0.000 | 0.000 | 0,000 | 0,000 | 0,000 | 0.000 | 0.000
8£?£ure 0478 | 0.622 | 0543 | 0.340 | 0.484 | 0.627 | 0.639 | 0.650
00) 0.000 | 0.000 | 0,000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000
Product 0.413 | 0.440 | 0439 | 0.243 | 0.478 | 0.470 | 0.373 | 0.412 | 0.448

Type (PT) 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

Firm Size 0.245 | 0.223 | 0.173 | 0.378 | 0.236 | 0.298 | 0.329 | 0.260 | 0.347 | 0.194
(FS) 0.000 | 0.001 | 0.013 | 0.000 | 0.001 | 0.000 | 0.000 | 0.000 | 0.000 | 0.005
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Table 4-20: The Pearson Correlations Matrix (Cont.)

Industry 0416 | 0.380 | 0.252 | 0.321 | 0.477 | 0.458 | 0.515 | 0.500 | 0.471 | 0.373
Sector (IS) | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000
Gov and

Vend 0.156 | 0.080 | 0.109 | 0.378 | 0.155 | 0.140 | 0.283 | 0.238 | 0.198 | 0.099
Support 0.000 | 0.259 | 0.119 | 0.000 | 0.026 | 0.045 | 0.000 | 0.001 | 0.004 | 0.153
(GVS)

ggn‘ggﬁ'}g’ 0.399 | 0.322 | 0.308 | 0.305 | 0.432 | 0.402 | 0.289 | 0.266 | 0.360 | 0.385
(CoP) 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000
gﬁ;stgu”r‘gr 0.416 | 0.318 | 0.352 | 0.333 | 0.387 | 0.405 | 0.380 | 0.449 | 0.432 | 0.457
(cuP) 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000
Market 0.314 | 0319 | 0.210 | 0.210 | 0.353 | 0.343 | 0.423 | 0.431 | 0.453 | 0.437
Scope (MS) | 0.000 | 0.000 | 0.000 | 0.003 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

! The Pearson correlation value, 2 The P-value.
Table 4-20: The Pearson Correlations Matrix (Cont.)

Factor FS IS GVS | COP | CUP
0.3581
Industry Sector (IS) 0.000 2
Gov and Vend Support 0.241 0.264
(GVS) 0.000 0.000

0.265 0.516 | 0.160
0.000 0.000 | 0.023
0.232 0.392 | 0.321 | 0.336
0.000 0.000 | 0.000 | 0.000
0.281 0.381 | 0.328 | 0.320 | 0.466
0.000 0.000 | 0.000 | 0.003 | 0.000

1 The Pearson correlation value, 2 The P-value.

Competitive Pressure (COP)

Customer Pressure (CUP)

Market Scope (MS)

Based on the hypotheses' results, the E-marketing implementation
framework in Palestine can be determined.

Abu-Shanab and Haider (2015) illustrate that depending only on
Pearson correlation to test if all the independent variables jointly predict the
dependent variable is not favorable. A common demonstration of variance
will be missing and some factors will be less significant than others when
variables are combined in the analysis. Moreover, because of this, it is
preferred to use multiple regression when there is one dependent variable

(E-marketing implementation) and numerous independent variables.
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Many models were tested using simple regression and multiple
regression analysis as follows.

e Simple Regression

The simple regression model can be expressed in a simple linear
regression equation as follows:

E-marketing implementation = Constant + 31 Construct average + ¢.

1- E-marketing Implementation Depends on Technological Factors

This simple regression model shows that technological factors explain
30.10% from the variability in E-marketing implementation (R?= 30.53%,
Adjusted R?= 30.10%). Table 4-21 shows the results.

Table 4-21:Model 1 Summary
Model number R? Adjusted R? S

1 30.53% 30.10% 0.100146 0

Regression Equation

In(E-marketing implementation) = 0.7168

+ 0.1623 Technological factors
Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal

To test the significance of the regression, the Analysis of Variance
(ANOVA) is used. Table 4-22 illustrates the results. As can be seen from
the table, the ratio of the two mean squares (F) is 71.19 (F value = 71.19,
P=0.000 <0.05). Since the significance level is less than 0.05, the
technological factors influence E-marketing implementation by SMRs.

Table 4-22: ANOVA for Model 1

Source DF Adj Sum of Adj Mean | F-value | P-value
Squares of Squares Significance
level = 0.05
Regression | 1 0.7140 0.713951 71.19 0.000
Error 162 1.6247 0.010029
Total 163 2.3387
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In the previous test, the results show that there is at least one of the
regression coefficients that is significantly different from zero. To
determine which of these coefficients equal zero, t-statistic is used. The
results are shown in table 4-23.

Table 4-23: Regression Coefficients Results (Model 1)
SE T- P-value

Term Coefficient Coefficient | value ?égg;flcgngg VIF
Constant 0.7168 0.0723 9.92 0.000

Technological

factors 0.1623 0.0192 8.44 0.000 1.00

The results in table 4-23 show that, the null hypotheses that the
regression coefficients equal zero can be rejected. Multicollinearity in the
independent variable is in the minimal value. The variance inflation factor
(VIF) equals 1.00, which indicates the reliability of the results.

2- E-marketing Implementation Depends on Organizational

Factors

This simple regression model shows that the organizational factors
explain 29.73% from the variability in E-marketing implementation (R2=
30.15%, Adjusted R?= 29.73%). Table 4-24 shows the results.

Table 4-24 : Model 2 Summary
Model number | R? Adjusted R? S
2 30.15% 29.73% 0.0997927
Regression Equation
In(E-marketing implementation) = 0.8331

+ 0.1336 Organizational factors
Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal

o|>

To test the significance of the regression, the Analysis of Variance

(ANOVA) is used. Table 4-25 illustrates the results. As can be seen from
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the table, the ratio of the two mean squares (F) is 72.93 (F value = 72.93,
P=0.000 <0.05). Since the significance level is less than 0.05, the
organizational factors influence E-marketing implementation by SMRs.

Table 4-25: ANOVA for Model2

Source | DF | AdiSumof | AdjMeanof | F- SP'\_/f;ﬂue
Squares Squares | value | oo =oo0s
Regression | 1 0.7263 0.726326 72.93 0.000
Error 169 1.6830 0.009959
Total 170 2.4093

In the previous test, the results show that there is at least one of the
regression coefficients that is significantly different from zero. To
determine which of these coefficients equal zero, t-statistic is used. The

results are shown in table 4-26.

Table 4-26: Regression Coefficients Results (Model 2)

e Coefficien SE T- P'Yf?'ue V=
t Coefficient | value | 597 meance
Constant 0.8331 0.0574 14.51 0.000
Organizational
0.1336 0.0156 8.54 0.000 1.00
factors

The results in table 4-26 show that, the null hypotheses that the
regression coefficients equal zero can be rejected. Multicollinearity in the
independent variable is in the minimal value. The variance inflation factor

(VIF) equals1.00, which indicates the reliability of the results.
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Depends

on

Environmental

This simple regression model shows that environmental factors explain

26.70% from the variability in E-marketing implementation. (R?= 27.15%,

Adjusted R?= 26.70%). Table 4-27 shows the results.

Table 4-27: Model 3 Summary

Model 5 Adjusted
number K R? . A
3 27.15% 26.70% 0.104091 0

Regression Equation

Ln (E-marketing implementation) = 0.8645

+ 0.1328 Environmental factors.
Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal

To test the significance of the regression, the Analysis of Variance

(ANOVA) is used. Table 4-28 illustrates the results. As can be seen from

the table, the ratio of the two mean squares (F) is 60.74 (F value = 60.74,

P=0.000 <0.05). Since the significance level is less than 0.05, the

environmental factors influence E-marketing implementation by SMRs.

Table 4-28: ANOVA for Model 3

source | DF | Adisumof | AdjMean | F- ~P-value
Squares of Squares | value S'Q“'T;T‘gg level
Regression 1 0.6581 0.658080 60.74 0.000
Error 163 1.7661 0.010835
Total 164 2.4242

In the previous test, the results show that there is at least one of the

regression coefficients that is significantly different from zero. To

determine which of these coefficients equal zero, t-statistic is used. The

results are shown in table 4-29.
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Table 4-29: Regression Coefficients Results (Model 3)
Term Coefficient SE T- P-value | VIF
Coefficient | value

Significance
level = 0.05
Constant 0.8645 0.0589 14.68 0.000
Environmenta 0.1328 0.0170 7.79 0.000 1.00

| factors

The results in table 4-29 show that, the null hypotheses that the
regression coefficients equal zero can be rejected. Multicollinearity in the
independent variable is in the minimal value. The variance inflation factor
(VIF) equals 1.00, which indicates the reliability of the results.

e Multiple Regression

The multiple regression model can be expressed in a multiple linear
regression equation as follows:-

E-marketing implementation= Constant + B1 factorl + 2 factor2 + 3
factor3 + ... + PBn factor n+ ¢
1-E-marketing implementation = Constant + 1 RA + 2 COM + B3
EOU+ B4 TR + B5 OBS+ ¢

This multiple regression model shows that relative advantage,
compatibility, ease of use, trialability and observability explain 32.03%
from the variability in E-marketing implementation. (R?= 34.12%,

Adjusted R?= 32.03%). The results are shown in table 4-30.

Table 4-30: Model 4 Summary
Model number R? Adjusted R? S A
4 34.12% 32.03% 0.357660 | 1 (optimal)
Regression Equation
E-marketing implementation = 1.676 + 0.3063 RA -
0.0031 COM +0.1175 EOU + 0.0205 TR + 0.1108 OBS
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To test that there is no linear relationship between the dependent
variable (E-marketing implementation) and the independent variables
(relative advantage, compatibility, ease of use, trialability and
observability); the Analysis of Variance (ANOVA) is used. Table 4-31
shows the results. The table shows that F-value is 16.36 (F-value = 16.36,
P=0.000<0.05). Since the P-value < 0.05, then the technological factors
(relative advantage, compatibility, ease of use, trialability and
observability) have effect on E-marketing implementation by SMRs.

Table 4-31: ANOVA for Model4

Source | DF | Adj Sumof | Adj Mean of | F-value | P-value
Squares Squares Sl IeEEe
level = 0.05
Regression | 5 10.4657 2.09314 16.36 0.000
Error 158 20.2114 0.12792
Total 163 2108.94

In the previous test, the results show that there is at least one of the
regression coefficients that is significantly different from zero. To
determine which of these coefficients equal zero, t-statistic is used. The

results are shown in table 4-32.

Table 4-32: Regression Coefficients Results (Model4)

.. SE T- P-value
Term Coefficient . o VIF
Coefficient | value | significance
level = 0.05
Constant 1.676 0.261 6.41 0.000
Relative 0.3063 0.0653 4.69 0.000 1.71
advantage
Compatibility | -0.0031 0.0708 -0.04 0.965 1.82
Ease of use 0.1175 0.0583 2.02 0.045 1.38
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Table 4-32: Regression Coefficients Results (Model4) (Cont.)
Trialability 0.0205 0.0498 0.41 0.680 1.12

Observability 0.1108 0.0630 1.76 0.081 1.78

The results in table 4-32 show that, the null hypotheses that the
regression coefficients of relative advantage and ease of use equal zero can
be rejected. Multicollinearity between the independent variables is in small
values. The variance inflation factor (VIF) values are ranging from 1.12 to
1.82, which indicates the reliability of the results.

While the null hypotheses that the regression coefficients of
compatibility, trialability and observability equal zero can be accepted.
This means that the partial coefficients for these factors do not contribute
significantly to the model.

The values of Beta coefficients indicate that relative advantage (B =
0.3063) is stronger in demonstrating E-marketing implementation than ease
of use ( B =0.1175).

2- E-marketing implementation = Constant + 1 RA + 2 COM + B3
EOU + B4 TR + p5 OBS + p6TMS + B70R + B8ITE + p9OC + B10PT +
Bl1FS+¢

This multiple regression model shows that technological factors
(relative advantage, compatibility, ease of use, trialability and
observability) and organizational factors (management support,
organizational readiness, ICT experience, organizational culture, product
type and firm size) explain 37.28% from the variability in E-marketing
implementation (R?= 42.10%, Adjusted R?= 37.28%). The results are

shown in table 4-33.
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Table 4-33: Model5 Summary

Model ’ . 2
Aumber R Adjusted R S A
5 42.10%, 37.28% 0.0933904 0

Regression Equation

In(E-marketing implementation) = 0.7464 + 0.0721 RA - 0.0396 COM
+ 0.0253 EOU - 0.0211 TR + 0.0222 OBS + 0.0243 TMS + 0.0226
OR- 0.0189ITE + 0.0314 OC + 0.0035 PT+ 0.0316 FS

Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal

To test that there is no linear relationship between the dependent
variable (E-marketing implementation) and the independent variables
(relative advantage, compatibility, ease of use, trialability, observability
management support, organizational readiness, CT experience,
organizational culture, product type and firm size), the Analysis of
Variance (ANOVA) is used. Table 4-34 shows the results. The table shows
that F-value is 9.98 (F-value = 9.98, P=0.000<0.05). Since the P-value <
0.05, then the technological factors (relative advantage, compatibility, ease
of use, trialability and observability) and the organizational factors
(management support, organizational readiness, ICT experience,
organizational culture, product type and firm size) have effect on E-
marketing implementation by SMRs.

Table 4-34: ANOVA for Model5

Source | DF | AdiSumof | Adj Mean of F- P-value
Squares Squares value | Sonifieance
Regression | 11 0.83722 0.076111 8.73 0.000
Error 132 1.15127 0.008722
Total 143 1.98850

In the previous test, the results show that there is at least one of the

regression coefficients that is significantly different from zero. To
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determine which of these coefficients equal zero, t-statistic is used. The
results are shown in table 4-35.

Table 4-35: Regression Coefficients Results (Model5)

T Coeffici SE T Pvalue | e
erm Oefticlent |~ otficient | value ?ggg;ffg”gg
Constant 0.7464 0.0765 9.75 0.000
Relative 0.0721 0.0202 3.57 0.000 |2.02
advantage
Compatibility | -0.0396 0.0233 2170 | 0092 |2.65
Ease of use 0.0253 0.0180 1.40 0163 | 1.82
Trialability | -0.0211 0.0154 137 | 0174 131
Observability 0.0222 0.0178 1.25 0.214 1.88
Management | ) 5,/ 0.0200 1.21 0.228 | 2.49
support
Organization | g 5,56 0.0190 1.19 0.236 | 2.20
al readiness
ICT 20,0189 00192 | -099| 0326 239
experience
Organization | 394 0.0237 133 | 0187 |367
al culture
Product type 0.0035 0.0155 0.22 0.823 1.74
Firm size 0.0316 0.0132 2.40 0.018 1.33

The results in table 4-35 show that, the null hypotheses that the
regression coefficients of relative advantage and firm size equal zero can be
rejected. Multicollinearity between the independent variables is in small
values. The variance inflation factor (VIF) values are ranging from 1.31 to
3.67, which indicate the reliability of the results.

While the null hypotheses that the regression coefficients of
compatibility, ease of use, trialability, observability, management support,
organizational readiness, ICT experience, organizational culture and
product type equal zero can be accepted. This means that the partial

coefficients for these factors do not contribute significantly to the model.
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Then the only significant factors in this model are relative advantage and
firm size.

The values of Beta coefficients indicate that relative advantage (B =
0.0721) is stronger in demonstrating E-marketing implementation than firm
size ( p =0.0316).

3- E-marketing implementation = Constant + 1 RA + 2 COM + B3
EOU + B4 TR + B5 OBS+ B6TMS + B7OR + BSITE + B9OC + B10PT +
B11 FS +B12 IS + p13 GVS + p14 COP + p15 CUP + 16 MS+ ¢

This multiple regression model shows that technological factors
(relative advantage, compatibility, ease of use, trialability and
observability), organizational factors (management support, organizational
readiness, ICT experience, organizational culture, product type and firm
size) and environmental factors (industry sector, government and vendor
support, competitive pressure, customer pressure and market scope) explain
44.03% from the variability in E-marketing implementation (R?= 51.37%,
Adjusted R?= 44.03%). The results are shown in table 4-36.

Table 4-36: Model 6 Summary
Model number R? Adjusted R? S A

6 51.37% 44.03% 0.0899445 0

Regression Equation

Ln(E-marketing implementation) = 0.6977 + 0.0747 RA -

0.0195 COM + 0.0334 EOU - 0.0062 TR+ 0.0138 OBS + 0.0363 TMS
+0.0107 OR - 0.0247 ITE + 0.0090 OC - 0.0020 PT

+0.0201 FS + 0.025 IS + 0.0115 GVS- 0.0275 COS -

0.0391CUP + 0.0519 MS

Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal
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To test that there is no linear relationship between the dependent
variable (E-marketing implementation) and the independent variables
(relative advantage, compatibility, ease of use, trialability, observability,
management support, organizational readiness, ICT experience,
organizational culture, product type, firm size, industry sector, government
and vendor support, competitive pressure, customer pressure and
market scope ), the Analysis of Variance (ANOVA) is used. Table 4-37
shows the results. The table shows that F-value is 7.00 (F-value = 7.00,
P=0.000<0.05). Since the P-value < 0.05, then the technological factors
(relative advantage, compatibility, ease of use, trialability and
observability), the organizational factors (management support,
organizational readiness, ICT experience, organizational culture, product
type and firm size) and the environmental factors ( industry sector,
government and vendor support, competitive pressure, customer pressure
and market scope ) have effect on E-marketing implementation by SMRs.

Table 4-37: ANOVA for Model 6

Adj Sumof | Adj Mean of F- P-value
SRUIER | 1DIE Squares Squares value | Significance
level = 0.05
Regression | 16 0.90576 0.056610 7.00 0.000
Error 106 0.85754 0.008090
Total 122 1.76330

In the previous test, the results show that there is at least one of the
regression coefficients that is significantly different from zero. To
determine which of these coefficients equal zero, t-statistic is used. The

results are shown in table 4-38.
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Table 4-38: Regression Coefficients results (Model 6)

o SE T- P-value
Term CoefﬂClent ff . i Significance VIF
Coefficient | value | | "~ s
Constant 0.6977 0.0851 | 820 | 0.000
Relative 0.0747 00220 | 339 | 0001 |2.22
advantage
Compatibility 20.0195 00267 | -073| 0.465 |3.00
Ease of use 0.0334 00189 | 1.77 | 0080 |1.84
Trialability 20.0062 00190 | -033 | 0.744 | 1.47
Observability 0.0138 0.0194 0.71 0.477 |2.01
Management 0.0363 00218 | 1.66 | 0.100 |2.77
support
Organizational 0.0107 00209 | 051 | 0610 |2.35
readiness
ICT experience -0.0247 0.0211 -1.17 | 0.245 | 2.63
Organizational 0.0090 00259 | 035 | 0.730 |3.97
culture
Product type -0.0020 0.0180 -0.11 | 0.912 | 211
Firm size 0.0201 0.0142 1.42 0.159 1.40
Industry sector 0.0251 00164 | 153 | 0.129 |2.02
Governmentand | /¢ 00119 | 097 | 0336 |1.50
vendor support
Competitive -0.0275 00157 | -1.75| 0084 |1.68
pressure
Customer pressure -0.0391 0.0187 -209 | 0.039 |1.85
Market scope 0.0519 0.0167 3.10 0.002 |1.88

The results in table 4-38 show that, the null hypotheses that the
regression coefficients of relative advantage, customer pressure and market
scope equal zero can be rejected. Multicollinearity between the

independent variables is in small values. The variance inflation factor (VIF)
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values are ranging from 1.40 to 3.97, which indicate the reliability of the
results.

While the null hypotheses that the regression coefficients of
compatibility, ease of use, trialability, observability, management support,
organizational readiness, ICT experience, organizational culture, product
type, industry sector, government and vendor support, firm size and
competitive pressure equal zero can be accepted. This means that the
partial coefficients for these factors do not contribute significantly to the
model. Then the only significant factors in this model are relative
advantage, customer pressure and market scope.

The values of Beta coefficients indicate that relative advantage (B =
0.0747) is stronger in demonstrating E-marketing implementation than
customer pressure (f = 0.0391) and market scope ( = 0.0519).

In spite that the hypotheses of compatibility, ease of use, trialability,
observability, management support , organizational readiness, ICT
experience, organizational culture, product type, industry sector,
government and vendor support, firm size and competitive pressure are
rejected as one can see from the previous results, simple regression is
conducted to test the individual effect of these factors on the dependent
variable (E-marketing Implementation) and the results are as follows in
table 4-39 and table 4-40:

Table 4-39: Simple Regression Analysis for Insignificant Factors
Factor R? | Adjusted R? S A(Optimal 1)

Rounded=2,

Compatibility | 14.24% 13.79% 0.2.97988 | Liimated=1.84696
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Table 4-39: Simple Regression Analysis for Insignificant Factors

(Cont.)
Ease of use | 12.25% | 11.79% 2.97390 e
] e Rounded=2,
Trialability 3.68% 3.16% 3.06140 Estimated=1 5867
Observability | 18.96% | 18.54% | 0.375469 | . founded=2
TOp 0 0 Rounded=2,
management | 19.17% 18.75% 2.81671 Estimated=17119
support
Organizationa Rounded=2,
| readiness 22.64% 22.24% 2.75998 Estimated=1 777
ICT Rounded=2,
experience 7.95% 7.48% 2.97134 Estimated=1.90892
Organizationa Rounded=2,
| culture 17.32% 16.88% 2.90050 Estimated=1.73092
Producttype | 11.11% | 10.66% | 3.01039 | . ~owded=s
Firmsize |13.32% | 12.87% 297950 | el
Industry secto Rounded=2,
; 16.24% 15.79% 2.85503 Estimated=1.72622
Government Rounded=2
and vendor | 7.34% |  6.85% 3.03522 | gyiriedot eatos
support
Competitive Rounded=2,
pressure 9.44% 8.79% 3.033836 Estimated=1.79313
Table 4-40: ANOVA of Simple Regression for Insignificant Factors
) ) P-
Ad] Ad] F- value
Factor Source DF | Sum of | Mean of value | Sionifica
Squares | Squares ngeoleo\gel
Regression | 1 | 278.77 | 278.771 | 31.39 | 0.000
Compatibility | Error | 189 | 1678.26 | 8.880
Total 190 | 1957.03
Regression | 1 235.91 | 235.907 | 26.67 | 0.000
Ease of use Error 191 | 1689.22 | 8.844
Total 192 | 1925.13
Trialability | Regression | 1 66.55 | 66.554 7.10 | 0.000
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Table 4-40: ANOVA of Simple Regression for Insignificant Factors

(Cont.)
Error 186 | 1743.22 | 9.372
Total 187 | 1809.78
Observabilit Regression 1 6.366 6.3657 | 45.15 | 0.000
Error 193 | 27.209 | 0.1410
y Total | 194 | 33574
Top Regression | 1 363.2 | 363.153 | 45.77 | 0.000
managemen Error 193 | 1531.2 7.934
t support Total 194 | 1894.4
Organizatio | Regression | 1 423.7 | 423.683 | 55.62 | 0.000
nal Error 190 | 1447.3 7.617
readiness Total 191 | 1871.0
IcT Regression | 1 150.2 | 150.240 | 17.02 | 0.000
experience Error 197 | 1739.3 8.829
Total 198 | 1889.5
Organizatio | Regression | 1 336.55 | 336.550 | 40.00 | 0.000
nal culture Error 191 | 1606.87 | 8.413
Total 192 | 1943.42
Product Regression | 1 222.07 | 222.067 | 24.50 | 0.000
type Error 196 | 1776.24 | 9.062
Total 197 | 1998.31
Regression 1 259.27 | 259.273 | 29.21 | 0.000
Firm size Error 190 | 1686.71 | 8.8777
Total 191 | 1945.99
Industry sec Regression 1 292.4 | 292.351 | 35.87 | 0.000
tor Error 185 | 1508.0 8.151
Total 186 | 1899.3
Government | Regression 1 139.4 139.372 | 15.13 | 0.000
and vendor Error 191 | 1759.6 9.213
support Total 192 | 1899.0
Competitive Regression | 1 183.80 | 183.797 | 19.91 | 0.000
oressure Error 191 | 1763.24 9.232
Total 192 | 1947.04
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Table 4-41: Simple Regression Coefficients for Insignificant Factors

Term Coefficient SE T- P-value VIF
Coefficient | value S e
=0.05
Compatibility 2.233 0.399 5.60 0.000 1.00
Ease of use 1.902 0.368 5.16 0.000 1.00
Trialability 1.010 0.379 2.66 0.008 1.00
Observability 0.3040 0.0452 6.72 0.000 1.00
Management 2.161 0.319 6.77 0.000 1.00
support
Organizationa 2.481 0.333 7.46 0.000 1.00
| readiness
ICT 1.305 0.316 4.13 0.000 1.00
experience
Organizationa 2.065 0.327 6.32 0.000 1.00
| culture
Product type 1.491 0.301 4.95 0.000 1.00
Firm size 1.660 0.307 5.40 0.000 1.00
Industry secto 1.810 0.302 5.99 0.000 1.00
r
Government 0.993 0.255 3.89 0.000 1.00
and vendor
support
Competitive 1.511 0.339 4.46 0.000 1.00
pressure

From table 4-41, it is obvious that the observed significance level is
less than 0.05 (required significance level). This means that each factor
from them (compatibility, ease of use, trialability, observability,
management support, organizational readiness, ICT experience,

organizational culture, product type, industry sector, government and
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vendor support, firm size and competitive pressure) has a significant and
positive effect on E-marketing implementation but when it is alone. In
other words, the impact of these factors on E-marketing implementation
when meet together in a multiple regression model will be shaded. Thus the
other factors that are remained impressive (such as relative advantage,
customer pressure and market scope ) will weaken the impact of these
factors (compatibility, ease of use, trialability, observability, management
support , organizational readiness, ICT experience, organizational culture,
product type, industry sector, government and vendor support, firm size
and competitive pressure). This is because the effect of relative advantage,
customer pressure and market scope is much stronger than the effect of
compatibility, ease of use, trialability, observability, management support,
organizational readiness, ICT experience, organizational culture, product
type , industry sector, government and vendor support, firm size and
competitive pressure. The coefficient values in table 4-41 show that the
coefficients of relative advantage, customer pressure and market scope are
the largest among all.
4- E-marketing implementation = Constant + p1Technological factors
+ B2 Organizational factors + 3 Environmental factors+ ¢

This multiple regression model shows that technological factors,
organizational factors and environmental factors explain 33.37% from the
variability in E-marketing implementation (R?= 35.01%, Adjusted R?*=
33.37%). The results are shown in table 4-42.
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Table 4-42: Model 7 Summary
Model number R? Adjusted R? S A

7 35.01% 33.37% 0.0919289 0.5

Regression Equation

E-marketing implementation”0.5 = 1.3365
+ 0.0591 Technological factors
+ 0.0759 Organizational factors+ 0.0301 Environmental factors

Note: Square root is used in Box-Cox Transformation as the residuals of the model is not normal

To test that there is no linear relationship between the dependent
variable (E-marketing implementation) and the independent variables
(technological factors, organizational factors and environmental factors);
the Analysis of Variance (ANOVA) is used. Table 4-43 shows the results
of ANOVA. The table shows that F-value is 21.37 (F-value = 21.37,
P=0.000<0.05). Since the P-value < 0.05, then the technological factors,
organizational factors and environmental factors have effect on E-
marketing implementation.

Table 4-43: ANOVA for Model 7

i Adj P-value
Adj Sum of
Source | DF Squares Mean of | F-value | g cance level =
Squares 0.05
Regression | 3 0.54169 0.180563 21.37 0.000

Error 119 1.00566 0.008451
Total 122 1.54735

In the previous test, the results show that there is at least one of the
regression coefficients that is significantly different from zero. To
determine which of these coefficients equal zero, t-statistic is used. The

results are shown in table 4-44.
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Table 4-44: Regression Coefficients Results (Model 7)

Term Coefficient SE T- P-value VIF
Coefficient | value | Significance
level = 0.05
Constant 1.3365 0.0801 16.69 0.000
Technological 0.0591 0.0373 1.58 0.116 3.14
Organizational 0.0759 0.0328 2.32 0.022 3.37
Environmental 0.0301 0.0234 1.28 0.202 1.82

The results in table 4-44 show that, only the null hypotheses that the
regression coefficient of organizational factors equals zero can be rejected.
Multicollinearity in the independent variable values is in small values. The
variance inflation factor (VIF) values are ranging from 1.82 to 3.37, which
indicate the reliability of the results.

While the null hypotheses that the regression coefficients of
technological factors and environmental factors equal zero can be accepted.
This means that the partial coefficients for these factors do not contribute
significantly to the model.

e Stepwise Regression

It is the most common strategy in the style of multi-linear regression in
order to select the most suitable independent factors. It composes from
several steps. In each step an evaluation of each variable exists in the
model, to make sure that this variable will remain in the model based on a
specific standard (Daniel and Cross, 2013).

This regression model shows that relative advantage, market scope,

organizational readiness, firm size and customer pressure explain 44.08%
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from the variability in E-marketing implementation (R?= 46.37%, Adjusted
R2= 44.08%). The results are shown in table 4-45.

Table 4-45: Model 8 Summary
Model R? Adjusted S A | ato a to
number R? enter | remove

8 46.37% | 44.08% 0.08999005 | 0 | 0.15 0.15

Regression Equation

Ln(E-marketing Implementation) = 0.6952 + 0.0838 RA+ 0.0576 MS
+0.0327 OR + 0.0249 Fs - 0.0287 CUP

Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal

To test that there is no linear relationship between the dependent
variable (E-marketing implementation) and the independent variables
(relative advantage, market scope, organizational readiness, firm size and
customer pressure); the Analysis of Variance (ANOVA) is used. Table 4-
46 shows the results. The table shows that F-value is 20.23 (F-value =
20.23, P=0.000<0.05). Since the P-value < 0.05, then relative advantage,
market scope, organizational readiness, firm size and customer pressure
have effect on E-marketing implementation.

Table 4-46: ANOVA for Model 8

i Adj P-value
Adj Sum of
Source | DF Squares Mean of | F-value | g ccance level =
Squares 0.05
Regression | 5 0.81769 0.163539 | 20.23 0.000

Error 117 0.94560 0.008082
Total 122 1.76330

In the previous test, the results show that there is at least one of the

regression coefficients that is significantly different from zero. To
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determine which of these coefficients equal zero, t-statistic is used. The
results are shown in table 4-47.

Table 4-47: Regression Coefficients Results (Model-8)

o SE T- P-value
Tel’m CoefﬁClent ff . I Significance VIF
Coefficient | value | 0 0s
Constant 0.6952 0.0721 9.65 | 0.000
Relative 0.0838 0.0180 466 | 0000 |1.48
advantage
Market scope 0.0576 0.0148 3.90 0.000 1.47
Organization | 13, 0.0165 199 | 0049 |1.46
al readiness
Firm size 0.0249 0.0129 193 | 0050 |1.16
Customer -0.0287 0.0163 175 | 0082 | 1.41
pressure

The results in table 4-47 show that, the null hypotheses that the
regression coefficients of relative advantage, market scope, organizational
readiness and firm size equal zero can be rejected. Multicollinearity
between the independent variables is in small values. The variance inflation
factor (VIF) values are ranging from 1.16 to 1.48, which indicate the
reliability of the results.

While the null hypotheses that the regression coefficient of customer
pressure equals zero can be accepted. This means that the partial coefficient
for this factor does not contribute significantly to the model.

e Forward Selection

In this method, the correlation between the dependent variable and the
independent variables will be the base in selecting the suitable variables for
the model developing. The independent variable with the highest

correlation with the dependent variable will be selected first in the model.
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Then it will be tested if it achieves the required standard. If yes then it will
be retained, otherwise it will be eliminated. This process will be repeated
with the independent variable that follows in terms of the strength of its
correlation with the dependent variable. These steps will resume until all
the suitable independent variables have been regarded (Daniel and Cross,
2013).

This regression model shows that relative advantage, top management
support, organizational readiness, firm size, customer pressure and market
scope explain 43.86% from the variability in E-marketing implementation
(R?= 46.63%, Adjusted R?= 43.86%). The results are shown in table 4-48.
Table 4-48: Model-9 Summary

Model 9 i ) a to
number 3 Refusiel X 2 x enter
9 46.63% 43.86% 0.08999005 | 0.5 0.25

Regression Equation
E-marketing implementation”0.5 = 1.3622 + 0.0654 RA
+0.0254 TMS+ 0.0234 OR+ 0.0205 FS - 0.0325 CUP + 0.0537 MS

Note: Square Root is used in Box-Cox Transformation as the residuals of the model is not normal

To test that there is no linear relationship between the dependent
variable (E-marketing implementation) and the independent variables
(relative advantage, top management support, organizational readiness,
firm size, customer pressure and market scope), the Analysis of Variance
(ANOVA) is used. Table 4-49 shows the results. The table shows that F-
value is 16.89 (F-value = 16.89, P=0.000<0.05). Since the P-value < 0.05,
then relative advantage, top management support, organizational readiness,
firm size, customer pressure and market scope have effect on E-marketing

implementation.
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Table 4-49: ANOVA for Model 9

Adj Sumof | Adj Meanof | _ P-value
SHiligs DIz Squares Squares Fvalue | significance
level = 0.05
Regression | 6 0.72145 0.120242 16.89 0.000
Error 116 0.82590 0.007120
Total 122 1.54735

In the previous test, the results show that there is at least one of the
regression coefficients that is significantly different from zero. To
determine which of these coefficients equal zero, t-statistic is used. The

results are shown in table 4-50.

Table 4-50: Regression Coefficients Results (Model 9)
Term Coefficient SE T- P-value | VIF
Coefficient | value | Significance
level = 0.05
Constant 1.3622 0.0677 20.13 0.000
Relative 0.0654 0.0186 3.52 0.001 1.80
advantage
Management 0.0254 0.0187 1.36 0.175 2.30
support
Organizational 0.0234 0.0166 1.41 0.163 1.70
readiness
Firm size 0.0205 0.0122 1.68 0.095 1.17
Customer -0.0325 0.0158 -2.06 0.041 1.49
pressure
Market scope 0.0537 0.0139 3.85 0.000 1.48

The results in table 4-50 show that, the null hypotheses that the
regression coefficients of relative advantage, customer pressure and market
scope equal zero can be rejected. Multicollinearity between the

independent variables is in small values. The variance inflation factor (VIF)
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values are ranging from 1.17 to 2.30, which indicate the reliability of the
results.

While the null hypotheses that the regression coefficients of top
management support, organizational readiness and firm size equal zero can
be accepted. This means that the partial coefficients for these factors do not
contribute significantly to the model.

e Backward Elimination

This method starts building the model by selecting all the independent
variables. The correlation between the dependent variable and the
independent variables will be used beside some criteria using F statistic in
selecting the suitable variables for the model developing. The independent
variable with the lowest correlation with the dependent variable and does
not meet the criteria will be eliminated first from the model. This process is
repeated with the least correlated following independent variable, and it
will be removed if it does not achieve the required standard, and so on until
all the variables that do not meet the criteria are eliminated from the model.
The variables that will remain in the model are only who meet the criteria
(Daniel and Cross, 2013).

This regression model shows that relative advantage, ease of use, top
management support, industry sector, competitive pressure, customer
pressure and market scope explain 45.35% from the variability in E-
marketing implementation (R?= 48.49%, Adjusted R?= 45.35%). The

results are shown in table 4-51.
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Table 4-51: Model 10 Summary

MIEEE R | Adjusted R? S | @
number remove
10 48.49% 45.35% 0.0888712 0 0.1

Regression Equation

Ln(E-marketing implementation) = 0.7139 + 0.0761 RA
+0.0279 EOU + 0.0338 TMS + 0.0316 IS - 0.0260 COP -
0.0444 CUP + 0.0597 MS

Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is hot normal

To test that there is no linear relationship between the dependent
variable (E-marketing implementation) and the independent variables
(relative advantage, ease of use, top management support, industry sector,
competitive pressure, customer pressure and market scope), the Analysis of
Variance (ANOVA) is used. Table 4-52 shows the results. The table shows
that F-value is 15.47 (F-value = 15.47, P=0.000<0.05). Since the P-value <
0.05, then relative advantage, ease of use, top management support,
industry sector, competitive pressure, customer pressure and market scope
have effect on E-marketing implementation.

Table 4-52: ANOVA for Model 10

Source | DE | AdiSumof | Adj Mean of F- P-value
Squares Squares value | jonificance
Regression | 7 0.85502 0.122146 15.47 0.000
Error 115 0.90828 0.007898
Total 122 1.76330

In the previous test, the results show that there is at least one of the
regression coefficients that is significantly different from zero. To
determine which of these coefficients equal zero, t-statistic is used. The

results are shown in table 4-53.
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Table 4-53: Regression Coefficients Results (Model 10)

T Coeffici SE T- Pvalue |\
erm oefriclent | -~ tficient | value ?ggg;ffg”gg
Constant 0.7139 0.0724 9.87 0.000
Relative 0.0761 0.0199 3.81 0.000 |1.86
advantage
Ease of use 0.0279 0.0159 1.75 0.083 |1.35
Management |, 1349 00187 | 181 | 0074 |2.08
support
Industry 0.0316 00143 | 221 | 0029 |1.56
sector
Competitive
-0.0260 0.0147 2177 | 0080 |151
pressure
Customer
-0.0444 0.0166 267 | 0009 |1.49
pressure
Market scope 0.0597 0.0147 4.06 0.000 1.48

The results in table 4-53 show that, the null hypotheses that the
regression coefficients of relative advantage, industry sector, customer
pressure and market scope equal zero can be rejected. Multicollinearity
between the independent variables is in small values. The variance inflation
factor (VIF) values are ranging from 1.35 to 2.08, which indicate the
reliability of the results.

4.5 The Adopted E-marketing Implementation Framework in
Palestinian SMRs

By comparing the values of R? and adjusted R? of the various models
(see table 4-54) to reach to the best model explaining E-marketing
implementation, Model 6 is adopted as it has the highest ability to interpret
the implementation of E-marketing by SMRs in Palestine. The resulted R?

for Model 6 is 51.37% while adjusted R?= 44.03%. These values are the
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highest between the models. Model 6 is chosen due to the following
reasons:

a. It has the highest value of R? among the models. Sykes (2009) states that
"a high value of R?, suggesting that the regression model explains the
variation in the dependent variable well, is obviously important if one
wishes to use the model for predictive or forecasting purposes”. Also it
can be used to measure the goodness of your regression equation in the
prediction (Saunders et al., 2009).

b. It has a high value of adjusted R? among the models (except Model 10
that has adjusted R?= 45.35%, which does not differ significantly from
adjusted R? (44.03%) of model 6. Model 10 uses backward elimination
which does not take into consideration the effect of adding or deleting a
variable on the contributions of other variables to the model (Rawlings et
al., 2001)). Saunders et al. (2009) show that adjusted R? is an indicator
that points to the amount of the goodness of fit for the evaluated multiple
regression equation.

c. Constructing model 6 is preceded by constructing model 4 and model 5.
In model 4, where relative advantage, compatibility, ease of use,
trialability and observability are only used, R?= 34.12%, Adjusted R?=
32.03%. In model 5, other factors (management support, organizational
readiness, ICT experience, organizational culture, product type and firm
size) are added to the previous factors and the results show a good
improvement in R?= 42.10%, Adjusted R?= 37.28%. At last when

industry sector, government and vendor support, competitive
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pressure, customer pressure and market scope are added, another good
improvement occurred. The new R?= 51.37.10%, Adjusted R?= 44.03%.
This improvement is worthwhile as explained by Rawlings et al. (2001).
d. Finally it includes all the study constructs and this will be unbiased. Also

it is built based on literature as there are studies that use it such as El-

Gohary (2010a), Wang et al. (2010) and Low et al. (2011).

Table 4-54: All Models Details

Model Dependent ) Adjuste
No. Independent Factor Eactor R d R2
1 Technological factors | . E-Marketln_g 30.53% | 30.10%
implementation
2 Organizational factors | . E-Marketln_g 30.15% | 29.73%
implementation
3| Environmental factors | . CVarketing i 5g 2o00 | 26700
implementation
RA, COM, EOU, E-Marketing 0 0
4 TR,0BS implementation 34.12% | 32.03%
RA, COM, EOU,
TR,0BS - i
5 E-Marketing 15 4000 | 379804
TMS, OR, ITE, OC, implementation
PT, FS
RA, COM, EOU,
TR,0BS
6 TMS, OR, ITE, OC, _ E-Marketm_g 5137% | 44.03%
PT, FS implementation
IS, GVS, COP, CUP,
MS
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Table 4-54: All Models Details (Cont.)

7 Tech., Org., Env. _ E-Marketing 35.01% | 33.37%
implementation
Stepwise (RA,MS, E-Marketing 0 0
8 OR, FS, CUP) implementation 46.37% | 44.08%
Forward (RA, TMS, E-Marketing 0 0
d OR, FS, CUP, MS) implementation 46.63% | 43.86%
Backward ( RA, EOU, ) -
10 | T™s, I1s,cop, cup, | . E-Marketing g sa0n | 45.35%
MS) implementation

Based on this framework, the hypotheses results are as follows in table

4-55,
Table 4-55: Hypotheses Results (Model 6)

Hypotheses

Result

Hla: E-marketing relative advantage has significant and
positive impact on E-marketing implementation by SMEs.

Accepted

H1b: E-marketing compatibility has significant and positive
impact on E-marketing implementation by SMEs.

Rejected

Hlc: E-marketing ease of use has significant and positive
impact on E-marketing implementation by SMEs.

Rejected

H1d: E-marketing trialability has significant and positive
impact on E-marketing implementation by SMEs.

Rejected

HZle: E-marketing observability has significant and positive
impact on E-marketing implementation by SMEs.

Rejected

H2a: The top management support has significant and
positive impact on E-marketing implementation by SMEs.

Rejected

H2b: The organizational readiness has significant and
positive impact on E-marketing implementation by SMEs.

Rejected
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Table 4-55: Hypotheses Results (Model 6) (Cont.)

H2c: The ICT experience has significant impact and | Rejected
positive on E-marketing implementation by SMEs.

H2d: The organizational culture has significant and positive | Rejected
impact on E-marketing implementation by SMEs.

H2e: The type of the product has significant and positive | Rejected
impact on E-marketing implementation by SMEs.

H2f: The firm size has significant and positive impact on E- | Rejected
marketing implementation by SMEs.

H3a: The industry sector has significant and positive | Rejected

impact on E-marketing implementation by SMEs.

H3b: The support from government and IT vendors has | Rejected
significant and positive impact on E-marketing

implementation by SMEs.

H3c: The competitive pressure has significant and positive | Rejected

impact on E-marketing implementation by SMEs.

H3d: The customer pressure has significant and positive | Accepted

impact on E-marketing implementation by SMEs.

H3e: The market scope has significant and positive impact | Accepted

on E-marketing implementation by SMEs

A revised model is constructed. It contains only the significant factors.
The results are as in table 4-56.

Table 4-56: Model Revised 6 Summary

Model R? Adjusted R? S A
number
Revised 6 38.91% 37.87% 0.0939258 0

Regression Equation
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Table 4-56: Model Revised 6 Summary (Cont.)
Ln(E-marketing implementation) = 0.7458 + 0.0850 RA + 0.0027 CP
+0.0667 MS

Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal

This regression model shows that relative advantage, customer pressure
and market scope explain 37.87% from the variability in E-marketing
implementation (R?= 38.91%, Adjusted R?= 37.87%). Table 4-57 shows
the ANOVA results, while table 4-58 shows the regression coefficients
details.

Table 4-57: ANOVA Results (Model Revised 6)

Adj Adj P-Value
Source DF | Sumof | Mean of | F-Value | significance
Squares | Squares level =0.05
Regression 3 0.98907 | 0.32969 37.37 0.000
Relative advantage | 1 0.3097 | 0.3097 35.11 0.000
Customer pressure | 1 0.00035 | 0.00035 0.04 0.843
Market scope 1 | 0.28251 | 0.28251 32.02 0.000
Error 176 | 1.55268 | 0.00882
Total 179 | 2.54176
Table 4-58: Regression Coefficients Results (Model Revised 6)
P-Value
Term Coef. | SE Coef. | T-Value | significance | VIF
level = 0.05
Constant 0.7458 | 0.0584 12.78 0.000
Relative advantage | 0.0850 | 0.0143 5.92 0.000 1.21
Customer pressure | 0.0027 | 0.0137 0.20 0.843 1.36
Market scope 0.0667 | 0.0118 5.66 0.000 1.29

4.6 E-marketing Implementation Effect on Marketing Performance
To find the impact of E-marketing implementation, based on the

proposed framework, hypothesis 4 is assumed.
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H4: E-marketing implementation has significant and positive impact on
marketing performance.
To test this hypothesis, a simple regression and a t-test is conducted.

The results are shown in table 4-59:

Table 4-59: Model 11 Summary

Model ) : )
aumber R Adjusted R S A
11 59.04%, 58.83% 0.0899445 0.5

Regression Equation
Performance avg.”0.5 = 0.9818 + 0.2534 E-marketing implementation
Note: Ln(x) is used in Box-Cox Transformation as the residuals of the model is not normal.

This simple regression model shows that E-marketing implementation
explains 58.83% from the variability in marketing performance (R?=
59.04%, Adjusted R?= 58.83%). This shows that E-marketing
implementation illustrates marketing performance in a very good way.

To test the significance of the regression, the Analysis of Variance
(ANOVA) is used. Table 4-60 illustrates the results. As can be seen from
the table, the ratio of the two mean squares (F) is 286.79 (F value = 286.79,
P=0.000 <0.05). Since the significance level is less than 0.05, E-marketing

implementation influences marketing performance.

Table 4-60: ANOVA for Model 11

: ; P-value
Source DF Adj Sum of | Adj Mean of F-value | signifiance
Squares Squares level = 0.05
Regression | 1 2.3334 2.33336 286.79 0.000
Error 199 1.6191 0.00814
Total 200 3.9524
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In the previous test, the results show that the regression coefficients

significantly different from zero. T-statistic is used. The results are shown

in table 4-61.
Table 4-61: Regression Coefficients results (Model 11)
. SE T- P-value
Term Coefficient Coefficient | value ?égg;flcgngg VIF
Constant 0.9818 0.0569 17.25 0.000
E-marketing
implementatio 0.2534 0.0150 16.93 0.000 |1.00
n

The results in table 4-61 show that, the null hypotheses that the
regression coefficient equals zero can be rejected and hypothesis 4 is
accepted. Multicollinearity in the independent variable is in the minimal
value. The variance inflation factor (VIF) equals 1.00, which indicates the

reliability of the results.
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Chapter 5
Discussion
5.1 Overview

This chapter discusses the research results and findings of analysis for
the data collected via questionnaires. It discusses the results of descriptive
statistics, statistical differences between respondents, hypotheses testing,
the suitable E-marketing implementation frameworkn and the relationship
between E-marketing implementation and marketing performance.

5.2 Personal Information Discussion

The highest percentage of participants is males who form 94.62% of the
respondents. This means that females do not tend to work in managing and
owning restaurants or in marketing management. While the highest
percentage of participants is of age (20 - less than 30), where the
percentage of them is 43.95%. This means that young people are the most
likely to own and manage restaurants. The reason for this is the high
unemployment among young people so they are heading for this area.

In terms of qualification, bachelor holders are the dominant group and
the percentage value of them is 49.33%. This may be justified by the fact
that a large group of bachelor's degree holders do not find work in the
government sector or private companies, so they tend to own or operate a
restaurant, or they are involved in E-marketing or sales management.

While the forefront by years of experience has reached 26.01% and is
captured by two categories: (1 - less than 4 years) and (More than 10

years).This means that the highest percentage of restaurants management
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are newcomers to the management of restaurants and marketing or have
long experience in managing restaurants for more than ten years. So either
they are still beginners in E-marketing implementation or they are by virtue
of their experience of more than 10 years realize the benefits of E-
marketing and know how to use it to serve their work.

The participants in terms of the nature of work, the highest percentage
is for the owners of restaurants and their percentage is 38.12%. This
percentage tells that the main decision in SMRs is taken by the owners and
perhaps the owners do not tend to the appointment of marketing and sales
management personnel.

As for the restaurants itself, the restaurants with ages between 3 to less
than 6 years is the biggest group, with a percentage of 28.70%. A logical
justification may be the boom of the economy and the improvement of the
situation for the period 3-6 years ago, which led to the opening of many
restaurants.

Restaurants from Nablus have the highest participation with a
percentage of 33.63%. The is because the high responsiveness of SMRs in
Nablus. It also reflects the interest of SMRs of Nablus in E-marketing and
their awareness of its importance.

Whereas in terms of number of employees, the small restaurants, which
range in number of employees from 5-9 is the largest group and its
percentage is 50.22%. This is identical to what indicated by the statistical
reports that the small enterprises percentage is the highest percentage

among the institutions working in Palestine. This is because the prevailing
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unstable economic situation and flexibility that characterize SMEs
structure.

Finally, in terms of the marketing budget, the highest percentage is for
restaurants that spend less than 10% with a percentage of 33.63%. This is
because the SMRs are still at the beginning of the road in the marketing
world so they do not spend too much on it.

5.3 E-marketing Implementation Discussion

All the respondents implement E-marketing but in different levels. In
general, Internet marketing is the most used tool. The most method
specifically used is Social Media with a percentage of 99.5%. This is due
to the ease of use and speed of these networks to spread among different
segments of the population, as well as it does not need a lot of technical
equipment and financial resources. It is of little cost compared to other
means of communication with customers. This outcome answers the third
research question; what are the different E-marketing tools used by
Palestinian SMRs to accomplish E-marketing?

5.4 Statistical Differences Discussion
5.4.1. Discussion of Statistical Differences According to Qualification
The results indicate that respondents who hold a Bachelor
qualification have better perception about the organizational culture
importance in E-marketing implementation. This could be because they're
more familiar with the technology, its advantages and its various
applications, by virtue of their university studies. Especially since they

form vast majority in the sample (approximately half of the sample).
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As for the respondents whose qualification is postgraduate, they do
not find such great importance to the culture of the organization on the
implementation of E-marketing. Perhaps because of the big experience
they have, they find that there are other factors more important as well as
they form a smaller section in the sample.

5.4.2. Discussion of Statistical Differences According to Nature of
Work

The results show that respondents who are responsible for E-
marketing activities are more aware of the importance of government and
vendor support in E-marketing implementation. Reason for this is that
they are the most knowledgeable of E-marketing, its needs for technical
support and continuous encouragement through the provision of training
courses in this area. SMRs are unable for funding all of these needs on
their own, so they need vendors support and government incentives. Also
those responsible for E-marketing by virtue of their work, they see the
legal and security problems associated with the use of technology.
Therefore they realize the importance of providing a deterrent laws for
violators and a supportive environment for E-marketing.

As for general managers, they do not give that importance to the
government and vendor support because they are, due to their positions,
the most familiar with the administrative side, financial capacities of
institutions and the need for the support. They are far from E-marketing
needs and laws related, so they may find that other factors are more

important for E-marketing than this factor.



151
5.4.3. Discussion of Statistical Differences According to Restaurant Age
O Relative Advantage

The results denote that respondents in SMRs older than 10 years are
less aware of the benefits of E-marketing implementation. From practice,
the SMRs, which spend at work a long time, will feel a few of the
importance of the benefits of the implementation of E-marketing. They
earn a lot of experience and a large number of customers. Because they
stay a long life in the labor market, they become better able to carry out
their work efficiently and cost less.

The SMRs, which are still in the middle of the road (3 - Less than 6
years), they are still in need for a lot of things that help them to do their job
quickly and efficiently. Furthermore, they still need modern means of
access to the largest number of community to form their special customers.
E-marketing will be suitable for these SMRs to achieve their goals.

O Top Management Support:

The results point that respondents in SMRs which are less than 1 year
are more aware of the role of top management support in E-marketing
implementation. These SMRs are at the beginning of their work and
therefore cannot tolerate any risk. Support of senior management is
essential to the success of any step they take. It is important for the success
of E-marketing implementation to be done within a clear vision laid down
by senior management and circulate it to all staff. Also it must be willing to
spend on technology and be prepared to take risks that might arise after

implementation.
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According to the SMRs, which spend a reasonable period of time at
work (from 3 to less than 6 years), it becomes far away from the danger
stage of the implementation of modern technology such as E-marketing. It
still needs the support of senior management, but to a lesser extent from the
start-up restaurant. So the support of senior management is needed more in
the first stages of the life cycle of new systems.

O Firm Size:

The results indicate that respondents in SMRs which are (3 to Less than
6 years old) are more aware of the role of firm size in E-marketing
implementation. The restaurant size determines its ability to provide
financial, technical and human resources necessary for the implementation
of modern technology. Respondents from this group have sufficient
experience to evaluate the impact of the enterprise size on the modern
technology implementation. They have spent more time in the work than
those who have been working for a short period (less than one year).

O Industry Sector

The results point out that respondents in SMRa which are (3- Less than
6 years) are more aware of the role of industry sector in E-marketing
implementation. The reason behind this refers to the conviction and
experience of these SMRs that they must distinguish themselves from
competitors who may be working before them. So they need to develop
their ways and embrace new innovations such as E-marketing. They also
find that they still need to deliver more information about their services and

meals.
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The respondents of older SMRs (6 — 10 years) see that their industrial
sector has fewer role in E-marketing implementation, because they have
their adherents and most of their information is known to all. They
implement E-marketing for other reasons more important than this one.
5.4.4. Discussion of Statistical Differences According to Governorate

e Relative Advantage:

The results show that respondents from Tulkarem are more aware of
the benefits of E-marketing implementation than respondents from Hebron.
Restaurant sector is still at the beginning of prosperity in Tulkarem.
Meaning that SMRs at Tulkarem still need a lot of good features to prove
themselves. So they are more forthcoming on the benefits of E-marketing.

e Compatibility:

The results indicate that respondents from Ramallah and Al Bireh deem
that E-marketing is more compatible with their work more than
respondents from Hebron. Enterprises in Ramallah and Al Bireh have more
applications so they are more interested in E-marketing compatibility than
other governorates.

e Ease of Use:

The results exhibit that respondents from Tulkarem deem that E-
marketing is easier to use (less complex) than respondents from Hebron.

e Observability:

The results show that respondents from Tulkarem consider that
observing the results of E-marketing has a role in its implementation more

than respondents from Hebron. Perhaps because Hebron is the biggest
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province and suffers tough economic conditions that affect all sectors,
including restaurants. So there are not that highly successful experiences
that attract the others and affect them.

e Government and Vendor Support:

The results indicate that respondents from Hebron consider the
government and vendor support to be important in E-marketing
implementation more than respondents from Jenin. Hebron suffers from a
difficult political situation that has affected its economy so it is in a great
need to the support from the government and the providers of technology
services.

5.4.5. Discussion of Statistical Differences According to Number of
Employees:

e Organizational Readiness:

The results point out that respondents from small restaurants (5-9
employees) believe that their restaurants have less organizational readiness
than respondents from large restaurants (more than 20 employees). Small
restaurants have less human, financial and technical resources than medium
and large restaurants. They mostly do not have specialist marketing staff
consequently they are least readiness.

e ICT Experience:

The results show that the knowledge of technological know-how in E-
marketing of respondents from small restaurants (5-9 employees) is less
than respondents from large restaurants (more than 20 employees). Large

restaurants are more interested in technology and have adequate resources
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to train their staff and as a result they have more experience in technology
applications and how it can be employed to support work.

e Organizational Culture:

The results articulate that respondents from small restaurants (5-9
employees) consider that they have less organizational culture according to
E-marketing implementation compared with respondents from large
restaurants (more than 20 employees). One of the key features in small
restaurants is that key decisions are instituted on personal opinion,
knowledge and skills for managers or owners because they are who make
the key decisions in these enterprises. So the role of the organizational
culture seems few in these small restaurants.

e Product (Service) Type:

The results show that the product type has less role in E-marketing
implementation according to respondents from small restaurants (5-9
employees) than respondents from large restaurants (more than 20
employees). Logical reason for this may be that small restaurants offer less
diversity meals and simpler services than those performed by large
restaurants.

e Firm Size:

The results indicate that the firm size has little role in E-marketing
implementation according to respondents from small restaurants (5-9
employees) than respondents from large restaurants (more than 20

employees). Large restaurants have many and varied services, which must
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be marketed as quickly and in better methods. So they are in dire need of
E-marketing.

e Competitive Pressure:

The results point that respondents from large restaurants (more than 20
employees) are more certain about the role of competitive pressure in E-
marketing implementation than respondents from medium restaurants (10-
19 employees). Large restaurants are afraid from losing their share to
competitors so they are interested in market trends and want to keep their
level. Furthermore, the amount of competition they have is larger than the
other categories.

e Customer Pressure for Using E-marketing:

The results state that respondents from small restaurants (5-9
employees) see that customer pressure for using E-marketing is important
in E-marketing implementation more than respondents from medium
restaurants (10-19 employees). Small restaurants want to achieve the
wishes of their customers in order to keep them because the majority of
customers are now able to use technology.

e Market Scope

The results show that respondents from small restaurants (5-9
employees) state that the scope of work has less role in E-marketing
implementation, compared with the respondents from large restaurants
(more than 20 employees) who state that it has a big role. Large restaurants

tend to have various branches in places far apart and in different cities. So
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they are seeking to implement E-marketing in order to communicate with
the different branches as fast and in less cost.
5.4.6. Discussion of Statistical Differences According to Marketing
Budget:

e Government and Vendor Support:

The results show that respondents from SMRs that allocate (31% -
40%) as a marketing budget consider the government and vendor support to
be important in E-marketing implementation more than respondents from
SMRs that allocate (Less than 10%) as a marketing budget. It seems clear
that these SMRs that devote a high percentage of their funds to the
marketing budget are very interested in it and its developing. So they spend
a lot, but now realize that they need help because of their financial status,
which would be deterred to continue.

5.5 The Main Factors Affecting E-marketing Implementation

The first question in this research is to identify factors that affect the
implementation of E-marketing in SMRs in Palestine . These factors are
identified by reviewing literature. A model based on (TAM, IDT and TOE)
is developed. The factors are categorized into three classes (Technological,
Organizational and Environmental).

In technological context, five factors are identified as factors affecting
the implementation of E-marketing. They are relative advantage,
compatibility, ease of use (complexity), trialability and observability.
While top management support, organizational readiness, ICT experience,

organizational culture, product type and firm size are identified in the
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organizational context. Then in the environmental context industry sector,
government and vendor support, competitive pressure
, customer pressure and market scope are identified.
5.5.1.Correlation, Multiple Regression and Hypotheses Testing
Discussion

Pearson Correlation is used to test the strength and the direction of the
relationship between the dependent variable (E-marketing implementation)
and the independent variables. The bivariate correlations determine if each
factor can significantly impact E-marketing implementation. By
performing this test, the impact of each factor can be insulated and
measured despite its association with other foretellers.

The results show a strongly prop to the derivation related to the
influential factors. So each factor of the previous ones will be used in the
research model. Looking to the p-value in table 4-19 (Chapter 4) will reveal
that all the factors are significant at 99%. Moreover, the correlation matrix
in table 4-20 (Chapter 4) shows that most of the factors are significantly
correlated to each other but to a reasonable degree that does not affect the
validity. Depending only on Pearson correlation to test if all the
independent variables jointly predict the dependent variable is not
favorable. A common demonstration of variance will be missing and some
factors will be less significant than others when variables are combined in
the analysis. Moreover, because of this, it is preferred to use multiple
regression when there is one dependent variable and numerous independent

variables (Abu-Shanab and Haider, 2015).
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As a conceptual model is proposed, the enter method in regression is
appropriate. In the enter method all the factors will be entered in the model
to predict the dependent variable (E-marketing implementation). Because
the residuals from the resulted model are not normal, Box-Cox
transformation is performed in the regression.

After testing different models, Model 6 (Chapter 4) is adopted. The
results of this model exhibit a significant prediction with a demonstration
power up to 44.03% (R?= 51.37%, Adjusted R?= 44.03%, F-value = 7.00,
P=0.000<0.05). Such elevated value of the explication of the variability in
E-marketing implementation shows that it is a good model.

Results indicate that relative advantage, customer pressure and market
scope are important and significantly predict E-marketing implementation.
Whilst compatibility, ease of use, trialability, observability, management
support , organizational readiness, ICT experience, organizational culture,
product type , industry sector, government and vendor support, firm size
and competitive pressure do not contribute significantly to the model. The
values of Beta coefficients indicate that relative advantage (p = 0.0747) is
stronger in demonstrating E-marketing implementation than customer
pressure (B =0.0391) and market scope (B = 0.0519). Multicollinearity
between the independent variables is in small values. The variance inflation
factor (VIF) values are ranging from 1.40 to 3.97, which indicate the

reliability of the results.
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Thus from the regression model (Model 6) , only Hla, H3d and H3e
are accepted while H1b, Hlc, H1d, Hle, H2a, H2b, H2c, H2d, H2e, H2f,
H3a, H3b and H3c are rejected. So the influential factors are:
v" Relative advantage: The results show that relative advantage is the
most important factor influences E-marketing implementation. Hence,
Hypothesis 1a is supported. This means that respondents who have
positive conceptions to the advantages of E-marketing will have the
highest probability for implementing E-marketing. This finding is
consistent with the work of many researchers such as Maduku et al.
(2016), Gangwar et al. (2015), Rahayu and Day (2015), Nguyen et al.
(2015a) and Oliveira et al. (2014). On the other hand, this result
contradicts with Wang et al. (2010), Seyal and Abd Rahman (2003),
Grover (1993) and Chau and Tam (1997). The importance of this factor
may be caused by the fact that the enterprises would not adopt technology
unless they witnessed a real benefit from it, such as to overcome the
performance problems, gain new business opportunities, reduce operating
costs and administrative costs and absorb business growth as well as many
of the good benefits that result from technology adoption or
implementation (Ramdani et al., 2013).
v' Market scope: Another factor that has positive effect on E-
marketing implementation. Hence, Hypothesis 3e is supported. This
finding is in accordance with some studies such as: Ramdani et al. (2013)
who find that market scope has a significant impact on enterprise

applications and Zhu et al. (2003) who state that market scope is the
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strongest factor in E-business adoption. But it contradicts with EI-Gohary
(2010a). An expansive market scope means that the enterprise has many
scattered markets. Thus, the technological innovations become necessary
to be able to serve these markets effectively in light of the fierce
competition in global markets.
v' Customer pressure: Is positively and significantly influences E-
marketing implementation. Hence, Hypothesis 3d is supported. This
finding is consistent with Ghobakhloo et al. (2011) who find that external
pressures resulting from the customers, the government, the suppliers or
the rivals are influential in the adoption of E-commerce in SMEs. It is also
consistent with Maduku et al. (2016), Low et al. (2011) and Wang et al.
(2010). While this result does not agree with the results of Rahayu and
Day (2015) and El-Gohary (2010a). The organization's ability to bring
happiness to its customers and meet their desires is the key factor for its
success especially in restaurants, where intense competition. So
restaurants attract customers by providing various services and offerings
through the latest technological innovations, such as E-marketing
(Maduku et al., 2016).
While Factors that do not affect are:
x Compatibility: The results show that compatibility positively
influences E-marketing implementation but not significantly. Hence,
Hypothesis 1b is not supported. This finding is in accordance with
Rahayu and Day (2015), Low et al. (2011) and Brown et al. (2003).

Whereas this result is not consistent with the findings of Wang et al.
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(2016), Nguyen et al. (2015a), Gangwar et al. (2015), Abu-Shanab and
Haider (2015) and Alshamaila et al. (2013). The reason may be that in
SMRs there are very little technological applications so compatibility is
not necessary. They do not bother about integrating current applications
with E-marketing. While the institutions that have many precedent
technological applications consider this factor important. This is because
the lack of technology compatibility with the work of the enterprises and
their modus operandi will be inevitably an obstacle to the technology
adoption and implementation (Ramdani et al., 2013).

% Ease of use: The regression analysis elucidates that it has positive but

not significant impact on E-marketing implementation. Hence,

Hypothesis 1c is not supported. This result corresponds with the results

of Low et al. (2011), Abu-Shanab and Baker (2011), Suki (2010), Seyal

and Abd Rahman (2003), Brown et al. (2003) and Kendall et al. (2001).

While this result does not agree with the results of Nguyen et al. (2015a),

Gangwar et al. (2015), Iddris and Ibrahim (2015), Abu-Shanab and

Haider (2015) and Oliveira et al. (2014). The reason for this is the

tremendous development in technology and strong appetite to use it,

especially since the vast majority of SMRs implement E-marketing

through social networks characterized by a large spread and easy to use.

Beside the availability of modern software packages which are ready to

use and in a friendly manner. As for advanced applications, it is

important because the shortage of technology experts within the
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organization will make the implementation of technology hard and

complicated (Ramdani et al., 2013).

x Trialability: The regression analysis shows that it has positive but not

significant effect on E-marketing implementation. Hence, Hypothesis 1d

IS not supported. This result is consistent with Al-Jabri and Sohail

(2012), Suki (2010), Azam and Quadddus (2009), Tan et al. (2009) and

Shah Alam et al. (2008). Furthermore, this result is inconsistent with

Ramdani et al. (2013), Alshamaila et al. (2013), Wang et al. (2011),

Ramdani et al. (2009), Brown et al. (2003) and Kendall et al. (2001). The

logical reason for this may be that the initial cost for using E-marketing

iIs not high and they can easily get out after testing E-marketing.

Implementation levels are still primitive and simple. But in more

complex stages, managers in SMRs look to these technological

applications as a significant investment. Therefore they want to test and

evaluate its performance and to find solution for any problem concerning

it before the adoption and implementation. So it is necessary to provide a

trial version of these modern applications (Ramdani et al., 2013). Also it

Is a significant invention characteristic as it helps decreasing doubts

associated with new innovations (Shah Alam et al., 2008).

x Observability: The results indicate that E-marketing observability is
positively but not significantly influence E-marketing implementation.
Hence, Hypothesis le is not supported. This result agrees with Kendall
et al. (2001) but does not agree with Ramdani et al. (2013), Al-Jabri and
Sohail (2012), Wang et al.( 2011), Tan et al. (2009), Shah Alam et al.
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(2008) and Seyal and Abd Rahman (2003). E-marketing is still modern
era. It should be applied for a long time to judge the experiences of others
and take advantage of them. It's practically a surprising result. From the
SMRs owners or managers viewpoint, E-marketing offers an excellent
way to reach to customers easily 24 hours a day and 365 days a year. It
also provides this gain for customers to get needed services. Moreover,
SMRs can easily see the results and follow-up through the various
applications available (Al-Jabri and Sohail, 2012).

x Top management support: Unexpectedly, the regression analysis

results present this factor with positive but not significant effect on E-

marketing implementation. Hence, Hypothesis 2a is not supported.

This finding matches with Wang et al. (2010) but does not match with

Maduku et al. (2016) who find that top management support is the

strongest factor affecting the adoption aim. This also does not match with

what is found by Gangwar et al. (2015), Oliveira et al. (2014), Alatawi et

al. (2013), Low et al. (2011) and Yew Wong and Aspinwall (2005).This

result may be due to the fact that E-marketing is still in its early stage

and is lacking to common criterion. The source of puzzlement of the

result is due to that the stronger the top management support for these

powerful innovations, the greater the opportunity to be adopted and

implemented. In SMRs specifically, all daily administrative decisions

and future investments are taken by senior management. Thus it is

surprising to have this result related to E-marketing implementation. If

the senior management realizes, touches the benefits of these innovations
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and find that its interests exceed its costs, then it will support these
applications strongly (Maduku et al., 2016).
x Organizational readiness: Has emerged as ineffective factor but with
positive effect on E-marketing implementation according to regression
analysis results. Hence, Hypothesis 2b is not supported. This finding is
Iin accordance with Low et al. (2011), EI-Gohary (2010a) and Wang et al.
(2010). Whilst this result does not agree with Gangwar et al. (2015),
Rahayu and Day (2015), Oliveira et al. (2014), Ramdani et al. (2013) and
Oliveira and Martins (2010). In the surveyed SMRs, the most implement
E-marketing through social networks which don't need high
organizational readiness. While in advanced implementation levels,
inadequate financial and technological resources provide sufficient cause
for failing to adopt and implement technology (Ramdani et al., 2013).
x |CT experience: Unexpectedly, it seems positively but not
significantly impact E-marketing implementation. Hence, Hypothesis 2c
is not supported. This result does not differ from the findings of Ifinedo
(2011) who finds that IT competence does not influence Internet/E-
business technologies acceptance and Lynn et al. (2002) who find that
technical sophistication of users and customers with computer does not
affect adoption of the Web in marketing. Also Ramdani et al. (2013) find
that ICT experience does not affect enterprise applications adoption.
While this result is different from Dholakia and Kshetri (2004) who
conclude that earlier knowledge of the use of technology affects the

participation of SMEs in the internet implementation. Perhaps the
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reason for this is the simplicity of E-marketing applications used in the
case of SMRs and the lack of need for such specialized expertise. But in
case of advanced tools and applications, the implementation of
technological innovations in the enterprises lacked the experience and
technological knowledge means more cost and effort in training and
development, especially in SMRs, where the scarcity of resources, and
the difficulty of providing experts and external trainers. So small
institutions with previous technological knowledge is the fastest in the
adoption and implementation of technology (Ifinedo, 2011).

x Organizational culture: Surprisingly, the results show it positive but

insignificant in E-marketing implementation. Hence, Hypothesis 2d is

not supported. This result agrees with Rapp et al. (2008). While it is

inconsistent with Nguyen et al. (2015b), Alsanea and Wainwright (2014),

Alatawi et al. (2013), EI-Gohary (2010a), Zakaria et al.,(2009) and Yew

Wong and Aspinwall (2005). As mentioned earlier, E-marketing is still in

its infancy and employees in SMRs do not realize until now all the

concepts related to it. This result is unexpected because organizational

culture can be an obstacle or a facilitator for the implementation of E-

marketing. It determines to what extent the organization can cope with the

change. Therefore, if the dominant culture in the enterprise contains
beliefs that are not consistent with and do not support E-marketing, it will
not succeed in adopting and implementing E-marketing. So in order to
ensure the success of the enterprise's implementation of E-marketing, it is

Imperative for them to build an organizational culture supportive to E-



167

marketing through the development of coherent vision and share it with
the rest of the staff to ensure accepted implementation (El-Gohary,
2010a).

% Product type: The results of the regression model exhibit it as positive
but insignificant in E-marketing implementation. Hence, Hypothesis 2e
IS not supported. This result matches with EI-Gohary (2010). While it
contradicts with Wang et al. (2010) and Doolin et al. (2003). The
justification for such a result may be because SMRs do not rely on E-
marketing heavily. They only secondarily need to communicate with
customers and to disseminate some information about their meals and
services. But some researchers explain the role of product type. Preissl
(2003) finds that there are enterprises such as restaurants that are using
information technology in administrative and managerial activities to
support their work and increase their effectiveness and efficiency in
work. So despite the fact that their services are tangible, but still there is
some information about products and services that is needed by the

customers. This information can be provided through E-marketing.

x Firm size: It correlates positively with E-marketing implementation
but with no impact. Hence, Hypothesis 2f is not supported. This result
agrees with Rahayu and Day (2015) and Oliveira and Martins (2010).
But it does not agree with Wang et al. (2016), Oliveira et al. (2014),
Ramdani et al. (2013), Das and Das (2012), EI-Gohary (2010a) and Zhu
et al. (2003). Perhaps convincing explanation for this result is that the

size of the enterprise determines the extent of its ability to provide the
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resources necessary for the implementation of E-marketing expenses,
and determines the extent of its ability to withstand the resulting risks.
Because SMRs are still in their early stages in E-marketing
implementation, they still do not realize the need for many of these
expenses. SMRs do not see firm size a paramount factor in E-marketing
Implementation as they are mostly still at a lower level in E-marketing
implementation. SMEs are different from large enterprises. It faces many
restrictions when applying technological innovations. Large enterprises
are the strongest and most capable on the adoption and implementation
of technology. Large enterprise can confront and overcome the risks. Its
characteristics enable it to achieve economies of scale, having slack
resources, as well as its strength that enablesit to impose the partners to
implement the same technology. So it has facilitators for technology
adoption more than SMEs (Sila, 2013).

% Industry sector: It has positive but not significant impact on E-
marketing implementation. Hence, Hypothesis 3a is not supported.
This finding is in accordance with Ramdani et al. (2009) who find that
industry sector is insignificant in the adoption of enterprise systems. On
the other hand it is inconsistent with Alatawi et al. (2013) who find that
industry sector has impact on knowledge management system adoption
and Ramdani et al. (2013) who find that industry sector is significant in
enterprise applications adoption in SMEs. It also does not agree with Das
and Das (2012) who discover a negative relationship between enterpri

sesector and IT adoption. This may be because the nature of restaurants'
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work that does not need to introduce advanced technology. But SMEs
operating in the service sector are the most susceptible to the adoption
and implementation of technological innovations in order to enhance
cooperation and coordination with their counterparts in the value chain.
These results confirm also the benefits resulting from the adoption and
implementation of technology. These technology innovations will help
service enterprises to achieve the quality of service and speed up the
delivery of services to customers (Tan et al., 2009).

x Government and IT vendors' support: Multiple regression analysis
presents it as positive but unimportant factor in E-marketing
implementation. Hence, Hypothesis 3b is not supported. This result is
in accordance with Rahayu and Day (2015), Oliveira et al. (2014) and EI-
Gohary (2010a). On the other hand, this result is inconsistent with Das
and Das (2012), Ghobakhloo et al. (2011) and Zhu and Kraemer (2005).
SMRs still do not realize the importance that the government provides a
supportive environment for information technology or the huge cost of
developing E-marketing in the future. Furthermore, some of them state
that they do not want more technology. So the result is surprising. SMEs
suffer from shortage in financial and technical resources and scarcity of
technological expertise. So they can not employ IT specialists within the
enterprise and keep them because this is costly to them. In addition,
training employees to use technological innovations needs money. So
these things will become obstacles in the face of the adoption and

implementation of these innovations. Hence, if any director of these
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enterprises realize that there are vendors who are providing them with
the necessary applications, technical support and required training, they
would be more inclined to adopt and implement E-marketing
(Ghobakhloo et al., 2011). In terms of the supportive legal environment
imposed by the government, the researchers in advanced analysis
illustrate that the government support is essential in developing countries
rather than in developed countries. The reason is that the main
characteristics of markets in developing countries are asymmetric
information and the immature institutional structures. So it becomes an
obligation for the government to protect the electronic business
transactions (Zhu and Kraemer, 2005).

x Competitive pressure: It appears without an effect on the
implementation of E-marketing despite the positive relationship. Hence,
Hypothesis 3c is not supported. This result is not different from Rahayu
and Day (2015), Oliveira et al. (2014) and EI-Gohary (2010a). On the
other hand, it is different from Das and Das (2012) who prove that highly
competitive environments motivate IT adoption. Ghobakhloo et al.
(2011) declare that SMEs which work in more competitive surroundings
have more intention to adopt and use E-commerce. It is also inconsistent
with the results of Gangwar et al. (2015), Low et al. (2011), Oliveira and
Martins (2010) and Wang et al. (2010). Despite the presence of strong
competition among SMRs, but it seems they are not affected by the

pressures of competitors. It may also indicate that SMRs emphasize other
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factors that lead their decision to implement E-marketing rather than
simply to comply with the pressures of competitors.

In spite the hypotheses of compatibility, ease of use, trialability,
observability, management support , organizational readiness, ICT
experience, organizational culture, product type , industry sector,
government and vendor support, firm size and competitive pressure are
rejected, simple regression is conducted to test the individual effect of these
factors on the dependent variable (E-marketing Implementation) . The
results indicate that each factor from them has a significant and positive
effect on E-marketing implementation but when it is alone. In other words,
the impact of these factors on E-marketing implementation when meet
together in a multiple regression model will be shaded. Thus the other
factors that remain impressive will weaken the impact of these factors.

By identifying the influencing and non-influencing factors, the first two
questions in the research are answered; what are the main factors that may
influence the implementation of E-marketing by SMRs in Palestine? What
is the importance of each factor in influencing the implementation of E-
marketing used by SMRs in Palestine?

5.6 E-marketing Implementation and Marketing Performance

Discussion

One of the main goals of this research is to find out the nature of the
relationship between the implementation of E-marketing and marketing
performance in SMRs. To measure this effect, many metrics are relied on

such as: return on investment, return on sales, net profit, customer
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satisfaction, customer loyalty, new customers, sales costs, service or
product quality, new markets and number of users.

The results of Pearson Correlation of hypotheses show that marketing
performance is jointly predicted by E-marketing implementation (p =
0.764, P < 0.05).

The results of data analysis resulting from Pearson Correlation and
simple regression analysis show that there is a positive relationship
between E-marketing implementation and marketing performance (Pearson
Correlation(p)= 0.764). Model 11 (chapter 4) is developed to express this
relationship. It's a very good model as it shows that E-marketing
implementation explains 58.83% of the variability in marketing
performance (R?= 59.04%, Adjusted R?= 58.83%). This percentage is
sufficient for social sciences studies according to Kline (1994), who
believes that the result is compelling if the percentage is 60 or less.

Clear from the foregoing that E-marketing implementation has a
significant and positive impact on marketing performance. This is
consistent with the findings of El-Gohary (2010a) who states that the
current and future performance of marketing depends on the adoption of E-
marketing. Tsiotsou and Vlachopoulou (2011) find that E-marketing affects
performance positively in two ways: directly and indirectly. Shuai and Wu
(2011) illustrate that online marketing positively relates to the performance.
Brodie et al. (2007) mention that E-marketing adoption is linking positively
with performance. Also this result is consistent with Ekemen and Yildirim

(2016), Garbi (2002), Domke-Damonte and Levsen (2002), Drennan and
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McColl-Kennedy (2003), Khan and Motiwalla (2002), and Wu et al.
(2003). All of them find that E-Business permeation has a positive impact
on performance.

On the other hand, this result contradicts with Coviello et al. (2006)
who find that E-marketing and other types of marketing do not influence
performance.

This result answer the fourth question of the research: What is the
relationship between E-marketing implementation and marketing

performance?
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Chapter six

Conclusion and
Recommendations
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Chapter 6
Conclusions and Recommendations
6.1. Overview

This chapter summarizes the research findings and presents the
conclusion. It also develops a set of recommendations based on the
research results. The goal is to better understand E-marketing
implementation by SMRs in Palestine by determining the main factors that
impact its adoption and implementation and the effect of this on marketing
performance. In addition, this chapter discusses the research contribution to
current literature and the suggestions of conducting future studies.

6.2. Findings and Conclusions

The aim of this research is to explore the main factors affecting E-
marketing implementation in SMRs in Palestine and then submit a
comprehensive framework for E-marketing implementation to benefit the
rest of the SMEs in Palestine. Also it examines the relationship between E-
marketing implementation and marketing performance.

The framework is conceived through a comprehensive and thorough
review of the literature relating to adopting and implementing technological
innovations in general and E-marketing in particular. Also some specialists
in this field areconsulted. The research framework relies on Technology
Acceptance Model (TAM), Innovation Diffusion Theory (IDT) and
Technology-Organization-Environment framework (TOE).

The research only uses the quantitative research methodology. This

study covers SMRs in West Bank in Palestine. The data were collected
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from a stratified random sample of n=370 from SMRs in West Bank

through a survey that is specifically designed for this purpose. The

researcher retrieved 238 questionnaires. Then 15 were excluded because
they are invalid due to not meeting the required conditions. Thus the

response rate of the questionnaire equals to 82.6%.

The research's questionnaire is collected, and then its variables were
coded and entered in a suitable manner to Minitab 17. After this, different
statistical analysis tools such as frequency, means, percentages, Anderson-
Darling normality test, Kruskal-Wallis Test, Pearson correlation, simple
and multiple linear regression and ANOVA test were conducted in order to
investigate factors influencing E-marketing implementation in SMRs.

The results indicate obviously some things as follows:

1. The suggested framework has an excellent ability to explain E-
marketing implementation.

2. The most important factors that influence E-marketing implementation
are relative advantage, customer pressure and market scope.

3. Whilst among these factors, relative advantage has the strongest
relationship with E-marketing implementation.

4. It also reveals that compatibility, ease of use, trialability, observability,
top management support, organizational readiness, ICT experience,
organizational culture, product type, industry sector, government and
vendor support, firm size and competitive pressure have not significant

impact on E-marketing implementation.
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5.As well it investigates the relationship between E-marketing
implementation and marketing performance and finds a positive and
significant relationship.

Based on the research findings, the following conclusions can be inferred:

1- SMRs lack clear strategies to adopt and implement E-marketing
technology and most recognize the weakness in their capabilities to
overcome all implementation challenges in the absence of clear
policies set by the SMRs top management in cooperation with E-
marketing officials to implement E-marketing.

2- The technological infrastructure available in SMRs is not suitable for
the development and implementation of E-marketing at higher levels.
Also their staff lacks the expertise and skills required to successfully
implement E-marketing.

3- SMRs lack marketing staff specialized in E-marketing.

4- Financial resources spent on the implementation and development of
E-marketing are insufficient.

5- Many SMRs workers are still unaware of the many benefits of E-
marketing.

6- The prevailing culture among the employees in SMRs towards E-
marketing and the implications of its implementation needs
improvement and development especially that there is a lack of
workshops, training courses and incentives that support the

implementation of E-marketing.
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7- There is a great lack of laws and regulations supporting E-business,
including E-marketing and this creates a state of distrust and fear of
the implementation of E-marketing or the continuation and
development of this aspect.

8- There is a clear lack of government support and financial facilities for
SMRs that implement E-marketing. This creates an additional burden
on them and may result in their inability to continue or to attempt to
develop the implementation of E-marketing for advanced stages or
follow up the new technologies that may appear in the future in this
area.

9- The implementation of E-marketing is still in its infancy in Palestinian
SMRs, especially in light of the severe lack of research and statistics
associated with it in Palestine.

10- Lack of effective partnership between SMRs, government, Ministry of
Technology and Communications and Ministry of Economy in
relation to implementation of technological innovations such as E-
marketing.

11- Lack of sufficient encouragement and awareness provided by E-
marketing providers.

12- Lack of high quality in E-marketing services. As well as their high
costs, especially with regard to advanced E-marketing applications.

13- Some are dissatisfied with the technical support provided by E-

marketing service providers.
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14- Dissatisfaction among SMRs about the credibility of E-marketing
providers and campaigns launched by these providers.
15- Lack of cooperation relationship and active partnerships that seek to
develop E-marketing between E-marketing suppliers and SMRs.
6.3. Recommendations
SMRs in Palestine should make more effort to achieve the maximum
benefits from E-marketing implementation in the most efficient ways.
SMRs should work hard to develop E-marketing strategies and consider
upgrading of E-marketing implementation as part from the future vision.
The government should cooperate with the SMRs to impose a supportive
environment for E-marketing. There is also a responsibility on E-marketing
service providers since they have to be collaborators with SMRs, as well as
the Ministry of Communications and Information Technology and the
Ministry of the Economy that must make efforts to support E-marketing.
s Recommendations for SMRs Managements
1. Since SMRs do not have clear strategies for the implementation of E-
marketing, they must put a clear vision regarding the use of E-
marketing and develop appropriate strategies to do so. Top
management should have a more active role. It must support E-
marketing implementation, be prepared to provide the necessary
resources and take risks resulting from the implementation.
2. SMRs management must provide the necessary infrastructure for

advanced applications of E-marketing. It must also provide the
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necessary human skills through training of staff and encouraging them
to use E-marketing.

A very qualified marketing staff must be provided to promote the
implementation and development of E-marketing. This can be done by
hiring specialists or supplying them from abroad, where there are
many specialized E-marketing companies.

SMRs management must devote more financial resources for the
development of E-marketing.

SMRs management must stimulate their employees to use E-marketing
through talking about the advantages and benefits for its

implementation.

SMRs must focus on the culture of the restaurant staff and their
attitudes towards the implementation of E-marketing. This could be
done through the awards, incentives, workshops and training courses.
SMRs must work to involve them in the process and not make them

feel that they are just implementers.

Increase employee awareness, familiarize all issues related to
technology and removing of uncertainty, which they may feel.
Recommendations for the Government, The Ministry of
Communications and Information Technology and the Ministry of
Economy

They must encourage E-marketing usage by instituting supportive

business laws to protect E-business in general and E-marketing in
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particular. Government agencies must develop deterrent laws to
eliminate fraud, hackers and all legal crimes.
They must provide financial incentives through instructing the
competent authorities to provide financial facilities for SMRs that
want to develop the E-marketing implementation process. Lowering
taxes imposed on these SMRs is recommended.
Conducting further studies about E-marketing due to a shortage of this
topic in Palestine.
The government, the Ministry of Telecommunication and Information
and Ministry of Economy should establish a strong copartner ship with
SMRs to increase the progress of E-marketing and discuss ways of
development through cross collaboration between them.
Recommendations for E-marketing Service Providers
Increasing the awareness among SMRs owners, management and
employees about E-marketing. This can be done via free training
courses and various campaigns to encourage them to develop E-
marketing implementation.

Providing the best services in the lowest possible prices.

. Allowing organizations to experience E-marketing free long enough

before implementing it to see how effective it is.

Providing adequate technical support with a high quality.

Dealing with more credibility as the majority of these suppliers are
aiming only to win customers from marketing campaigns focused on

the financial profit for these suppliers.
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6. Solid relationship should be established between SMRs and IT

vendors to contribute significantly in expansion of technology usage.

6.4. Research Contribution

This study can be rated as a unique study in the scope of E-marketing
in Palestine in general and in Palestinian SMRs in particular. The
outcomes of this research provide useful and important contributionto E-
marketing literature. Examples of this contributionare the following:

1) It gives obvious estimation for E-marketing implementation in
Palestinian SMRs.

2) This study is one of the few studies that investigates practically the
effect of implementing E-marketing by SMRs on marketing
performance.

3) The confirmation of Technology Acceptance Model (TAM),
Innovation Diffusion Theory (IDT) in E-marketing implementation in
developing countries and enhancing their ability by combining them
with Technology-Organization-Environment framework (TOE).

4) It decides the main factors influencing E-marketing implementation in
Palestine.

5) It develops a multi-perspective framework to determine factors
affecting E-marketing implementation by SMRs in Palestine.

6) It confirms that relative advantage, market scope and customer
pressure are the most significant factors affecting E-marketing

implementation by SMRs in Palestine.
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7) The outcomes of this research provide useful and important
information and sights to practitioners. It participates to the literature
of E-marketing from a developing country perspective.

6.5. Limitations and Future Studies

Although this research uses a multi-perspective framework to recognize
the main factors that have effect on E-marketing implementation by
Palestinian SMRs, there are some limitations that provide scope for future
research. They are:

1) The data for this study was only collected from SMRs. To have a
better understanding of E-marketing implementation and to increase
generalizability of the results across the country, future studies
covering other areas of SMEs should thus be performed and also
preferably includes other geographic regions that could not be reached
because of the circumstances on the ground.

2) It would have been better if the study addressed other factors
highlighted by some SMRs owners such as security, trust and
confidence to see its impact on E-marketing implementation.

3) The data used in this research is only quantitative data. So it's best to
hold future studies on qualitative data to listen to the views of
respondents about factors affecting the implementation of E-
marketing. This process may reveal other factors that was not noticed
by the researcher.

4) This study does not investigate any possible relationship between

predictors. While some researchers study these relationships in some
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areas of technology adoption. They indicate that there is a direct and
indirect impact of these factors on the adoption and implementation of
technological innovations.
As E-marketing has many tools (Internet marketing, E-mail marketing,
Intranet marketing, Extranet marketing and Mobile marketing) then it
iIs recommended to examine the factors affecting E-marketing
implementation using each tool individually and the effect of using
this tool of E-marketing on marketing performance.
E-marketing has many forms such as Business to Business (B2B),
Business to Consumer (B2C) and Business to Government (B2G). It is
preferred to study factors affecting the implementation of E-marketing
for each of these forms individually and its effect on marketing
performance.
This study investigates the factors affecting E-marketing
implementation without taking into account the implementation level.
Since some researchers, such as El-Gohary and Eid (2012), illustrate
that there are multiple levels of technological progress then, it is more
accurate to take these levels into consideration when studying the

factors affecting the implementation of E-marketing.
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Head of Business Palestine
Dr. ManalSharabati Managementand E- Te_chnl_cal
Commerce Departmentand University -
Teaching Staff Kadoorie
Tea_chmg_ Staff at | _ndustrlal An-Najah
Dr. Ayham Jaaron Engineering and Director of National
' ABET Centre at the L
: . uUniversity
Engineering Faculty
Consultant and Trainer -
Dr. Mervat Entrepreneurship, U-
Dr. Ghassan Omar . : Palestine
Shahin Assistant Prof (_)f E-Learning Polytechnic
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. Awsat
Dr. Amal Rashd Teaching Staff and Head of Technical
Department .
University -
Kufa - Iraq

Dr. Hisham Mallasi

Coordinator of Administratve
Sciences Programme at Nahda
College
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Table 2: Previous studies using TAM and IDT

No. | Study Subiject (dependent | Factors Relationship
variable)
1. | Azam and B2B E- commerce Relative positively correlated
Quadddus (2009) | adoption advantage
Compatibility positively correlated
Complexity negatively correlated
Trialability No effect
Observability positively correlated
2. | Tanetal. (2009) | Internet-based ICT Relative positively correlated
adoption advantage
Compatibility positively correlated
Complexity negatively correlated
Trialability No effect
Observability positively correlated
3. | Ramdani et al. Enterprise Relative Significant
(2013) applications (EA) advantage
adoption Compatibility Significant
Complexity Significant
Trialability Significant
Observability Significant
4. | EI-Gohary (2012) | E-marketing adoption | Relative Significant
and implementation | advantage
Compatibility Significant
Complexity (Ease | Significant
of use)
Trialability Not tested
Observability Not tested
5. | Al-Jabri and Mobile banking Relative positive impact
Sohail (2012) adoption advantage
Compatibility positive impact
Complexity no significant effect
Trialability no significant effect
Observability positive impact
6. | Seyal and Abd E-commerce Relative no significant effect
Rahman (2003) adoption advantage
Compatibility Positive impact
Complexity no significant effect
Trialability Positive impact
Observability Positive impact
7. | Kendall et al. E-commerce Relative Significant
(2001) adoption advantage
Compatibility Significant
Complexity not significant
Trialability Significant

Observability

not significant
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Table 2: Previous studies using TAM and IDT (Cont.)

8. | Brown et al. Cell phone banking Relative Significant
(2003) adoption advantage
Compatibility not significant
Complexity not significant
Trialability Significant
Observability Not tested
9. | Alshamailaetal. | Cloud Relative Significant
(2013) computing adoption | advantage
Compatibility Significant
Complexity significant
10{ Alshamailaetal. | Cloud Trialability Significant
(2013) computing adoption | Observability Not tested
11} Suki (2010) Internet banking Relative Significant
adoption advantage
Compatibility Significant
Complexity not significant
Trialability not significant
Observability Not tested
12] Wang et al.( RFID adoption Relative positive impact
2011) advantage
Compatibility positive impact
Complexity negative impact
Trialability positive impact
Observability positive impact

Table 3a: Source of Questionnaire Statements - Relative advantage (Usefulness)

Relative advantage (Usefulness)

Using E-marketing enables us to accomplish

tasks more quickly.

Alrousan and Jones (2016), Nguyen et al.
(2015a), Oliveira et al. (2014), Giovanis
et al. (2012), Ghobakhloo et al. (2011),
El-Gohary (2010a).

Using E-marketing improves the quality of the

work we do.

Oliveira et al. (2014), EI-Gohary (2010a),
Lymperopoulos and Chaniotakis(2005).

Using E-marketing makes it easier to do my job.

Giovanis et al. (2012), El-Gohary
(2010a), Lymperopoulos and
Chaniotakis(2005).

Using E-marketing enhances my effectiveness

on my job.

Nguyen et al. (2015a), EI-Gohary
(2010a), Lymperopoulosand
Chaniotakis(2005), Agarwal and Prasad
(1998).

E-marketing reduces the restaurant's overall

operating cost.

Alrousan and Jones (2016), Kendall et al.
(2001).
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Table 3b: Source of Questionnaire Statements - Compatibility

Compatibility

Using E-marketing fits well into my work
style.

Alrousan and Jones (2016), Nguyen et al.
(2015a), Oliveira et al. (2014), Giovanis et
al. (2012),El-Gohary (2010a), Brown et al.
(2003), Agarwal and Prasad (1998).

E-marketing is compatible with the existing
values and mentality of the people in our
society.

Alrousan and Jones (2016), Iddris and
Ibrahim(2015),0Oliveira et al. (2014),
Ghobakhloo et al. (2011), EI-Gohary
(2010a), Wang et al.( 2010).

E-marketing is compatible with the way we
use to accomplish our work.

Giovanis et al. (2012), Al-Jabri and Sohail
(2012), Lin (2011), EI-Gohary (2010a),
Agarwal and Prasad (1998).

E-marketing does not fit with the
technological infrastructure in our restaurant.

Alrousan and Jones (2016).

The restaurant's policy change was necessary
to enable the restaurant to do business using
E-marketing.

Kendall et al. (2001).

Table 3c: Source of Questionnaire Statements — Ease of Use (Complexity)

Ease of Use (Complexity)

| find it easy to use E-marketing tools and
applications (Internet, email, smart mobile
phones..) for conducting my business.

Giovanis et al. (2012), Lin (2011), EI-
Gohary (2010a),Lymperopoulosand
Chaniotakis(2005).

Dealing with E-marketing tools (Internet,
email, smart mobile phones,...) requires me
mental effort.

Maduku et al. (2016), Al-Jabri and Sohail
(2012), Lin (2011), EI-Gohary (2010a).

My interaction with E-marketing is clear and
understandable.

Giovanis et al. (2012), EI-Gohary (2010a),
Agarwal and Prasad (1998).

Learning to use E-marketing is easy for me.

Nguyen et al. (2015a), Giovanis et al.
(2012), El-Gohary (2010a).

Table 3d: Source of Questionnaire Statements — Trialability

Trialability

The start-up cost for using E-marketing was
low.

Alrousan and Jones (2016), Kendall et al.
(2001).

Our restaurant had the opportunity to try a
number of E-marketing applications before
making a decision.

Alrousan and Jones (2016), Brown et al.
(2003).

It is easy to our restaurant to get out after
testing E-marketing.

Alrousan and Jones (2016).

Our restaurant was allowed by vendors to use
E-marketing on a trial basis long enough to
see its true capabilities and effectiveness.

Alrousan and Jones (2016), Al-Jabri and
Sohail (2012).
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Table 3e: Source of Questionnaire Statements — Observability

Observability

Looking at the results of those who use E-
marketing to do business has encouraged us to
use E-marketing.

Kendall et al. (2001).

Our restaurant was unsure whether doing
business using E-marketing will generate the
desired returns in terms of profit.

Kendall et al. (2001).

E-marketing shows improved results over
doing business in the traditional way.

Alrousan and Jones (2016).

E-marketingimproves visibility to connect
with customers at any time.

Alrousan and Jones (2016).

Table 3f: Source of Questionnaire Statements — Top Management Support

Top Management Support

The management of the restaurant is ready to
spend on technology (networks - modern
computers).

Sila (2013), Wang et al.( 2010).

Our top management is willing to take risks
involved in the implementation of E-
marketing.

Oliveira et al. (2014), Sila (2013),Wang et
al.( 2010).

Our restaurant has a clear vision regarding the
use of E-marketing tools (Internet, email,
smart mobile phones...).

Alrousan and Jones (2016), Ifinedo (2011).

Our top management is likely to consider the
implementation of E-marketing applications

as strategically important.

Sila (2013),Wang et al.( 2010).

Table 3g: Source of Questionnaire Statements — Organizational Readiness

Organizational Readiness

Our restaurant has good, qualified and skilled
marketing staff.

El-Gohary (2010a), Oliveira et al. (2014).

We have the technical skills and resources
necessary for E-marketing implementation.

Oliveira et al. (2014).

We cannot conduct E-marketing without good
and enough technological infrastructures.

El-Gohary (2010a)

We have sufficient financial resources in our
restaurant for adopting and implementing E-
marketing.

Alrousan and Jones (2016), EI-Gohary
(2010a).

Table 3h: Source of Questionnaire Statements — Organizational Readiness

ICT experience

Employees in our restaurant are computer
literate.

Alrousan and Jones (2016).

Employees in our restaurant have a good
understanding of how IT can be used to support
our business.

Alrousan and Jones (2016), Oliveira et al.
(2014), Ifinedo (2011), Kuan and Chau
(2001).

Employees in our restaurant have the necessary
knowledge and understanding of E-marketing.

Ifinedo (2011), Wang et al.( 2010), Kuan
and Chau (2001).
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Table 3i: Source of Questionnaire Statements — Organizational Culture

Organizational Culture

The attitude and behavior of our staff goes in | EI-Gohary (2010a).
line with E-marketing implementation.

Our restaurant's tradition is being the first to Teo et al. (1997).
try out new technologies.

The staff at the restaurant has knowledge and | Teo et al. (1997).
expertise of the latest technological
developments.

Marketing team in my restaurant is aware that | EI-Gohary (2010a).
the use of E-marketing is important.

Table 3j: Source of Questionnaire Statements — Type of product

Type of Product

One of the factors influenced our decision of | EI-Gohary (2010a).
implementingE-marketing is the types of
services and meals offered by our restaurant.

We have implemented E-marketing regardless | EI-Gohary (2010a).
of the types of services and meals offered by
our restaurant.

Our services and meals are suitable for E-commerce Specialist
marketing using E-marketing.

Table 3k: Source of Questionnaire Statements — Firm Size

Firm Size

The number of employees at my restaurant is | Wang et al. (2016), Wang et al. (2010).
high compared to the restaurant industry in
general.

The size of our restaurant did affect our El-Gohary (2010a).
decision to implement E-marketing.

The capital of our restaurant is high compared | Wang et al. (2016), Wang et al. (2010).
with the restaurants sector in general.

We have implemented E-marketing, El-Gohary (2010a).
regardless of the size of our restaurant.

Table 3I: Source of Questionnaire Statements — Industry Sector

Industry Sector

E-marketing is not important in the Michaelidou et al. (2011).
restaurants sector.

We have implemented E-marketing to E-commerce Specialist.
differentiate our self from ourcompetitors.

We haveimplementedE-marketing, because E-commerce Specialist.
our business is more dependent on

information.

E-marketing is notappropriate for the sector in | E-commerce Specialist.
which we operate.

One of the factors that has influenced our Grandon and Pearson (2004), Saffu, et al.
decision of implementing E-marketing is our | (2008).
industry sector.
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Table 3m: Source of Questionnaire Statements — Support from Government and

IT Vendors

Support from Government and IT Vendors

There are adequate legal procedures to
provide a supportive work environment for E-
marketing.

Alrousan and Jones (2016), Oliveira et al.
(2014), El-Gohary (2010a), Zhu and
Kraemer (2005).

We have implementedE-marketing because of
incentives offered by the government for this
area.

Alrousan and Jones (2016), EI-Gohary
(2010a), Zhu and Kraemer (2005).

There is enough technical support for E-
marketingoffered by vendors of technology
Services.

Ghobakhloo et al. (2011), Wu and Lee
(2005).

IT services vendorsencouragethe
implementation of E-marketing through the
provision of training courses in this area.

Maduku et al. (2016), Ifinedo (2011),
Ghobakhloo et al. (2011), Wu and Lee
(2005).

Table 3n: Source of Questionnaire Statements — Competitive Pressure

Competitive Pressure

We have implementedE-marketing to avoid
losing our market share to competitors who
are using E-marketing.

El-Gohary (2010a).

Competitive pressure is the main reason for
the implementation of E-marketing in our
restaurant.

Alrousan and Jones (2016), Maduku et al.
(2016), Iddris and Ibrahim(2015),Oliveira et
al. (2014), Sila (2013), Ghobakhloo et al.
(2011), EI-Gohary (2010a), Wang et al.(
2010).

We have implementedE-marketing as a
response to market trends.

El-Gohary (2010a).

We have implementedE-marketing regardless
of market trends.

El-Gohary (2010a).

Table 30: Source of Questionnaire Statements — Customer Pressure

Customer Pressure

The majority of our customers were asking us
to implementE-marketing.

Alrousan and Jones (2016), Ifinedo (2011),
Wang et al.( 2010), Wu et al. (2003).

We have implemented E-marketingin order
not to lose potential customers.

Alrousan and Jones (2016).

The majority of our customers are able to use
technology (e-mail, smart mobile phones...
etc.) and take advantage of them.

El-Gohary (2010a).

Our customers trust in E-marketing tools
(such as the Internet, e-mail, smart mobile
phones).

El-Gohary (2010a).

Table 3p: Source of Questionnaire Statements — Market Scope

Market scope

We have implementedE-marketing because
we plan to expand the scope of our work in
Palestine.

El-Gohary (2010a).
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Table 3p: Source of Questionnaire Statements — Market Scope (Cont.)

Our restaurant has implemented E-marketing
regardless of the possibility of expansion in
Palestine.

El-Gohary (2010a),Zhu and Kraemer
(2005), Zhu et al. (2004).

We have implementedE-marketing to offer
our services in more than one place in
Palestine.

Zhu and Kraemer (2005), Zhu et al. (2004).

We have implementedE-marketing to promote
our meals and services locally.

E-commerce Specialist.

Table (4): Relative Advantage Descriptive Statistics

Question Mean Std. Percentage
Deviation
QL1: Using E-marketing enables us 0
to accomplish tasks more quickly. 4.045 0.6845 99.55%
easier to do my job.
Q5: E-marketing reduces the 3.341 0.9925 97.31%
restaurant's overall operating cost.
Q21: Using E-marketing enhances 3.7511 0.8616 99.10%
my effectiveness on my job.
Q25: Using E-marketing improves
the quality of the work we do. 3.7318 0.8789 98.65%
Relative advantage average 3.7412 0.5697 94.62%
(Q1,Q3,05,Q21,Q25)
Table (5): Compatibility Descriptive Statistics
Question Mean Std. Percentage
Deviation
_Q6: Using E-marketing fits well 3.8797 0.7658 98.65%
into my work style.
Q8: E-marketing is compatible with
the way we use to accomplish our 3.7696 0.7591 97.31%
work.
Q37: E-marketing is compatible
with the existing values and 3.8676 0.8327 98.21%
mentality of the people in our
sncietv
Q49: The restaurant's policy change
was necessary to enable the 3.1765 1.0138 99.10%
restaurant to do business using E-
marketing.
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Table (5): Compatibility Descriptive Statistics (Cont.)

Q56: E-marketing does not fit with

(Q15,Q16,Q18,Q35)

the technological infrastructure in 2.6335 1.0298 99.10%
our restaurant.
Compatibility average 3.8571 0.5414 94.17%
(Q6,Q8,Q37)
Table (6): Ease of Use Descriptive Statistics
Question Mean Std. Percentage
Deviation

Q11: I find it easy to use E-
marketing tools and applications
(Internet, email, smart mobile 3.9238 0.7465 100.00%
phones..) for conducting my
business.
Q12: Dealing with E-marketing
tools (Internet, (_emall, smart mobile 3.2896 1.0943 99.10%
phones,...) requires me mental
effort.
Q13: My interaction with E- 0
marketing is clear and 3.9045 0.7119 98.66%
understandable.
Q41: Learning to use E-marketing 3.7431 0.8523 97.76%
is easy for me.

Ease of Use average 3.8543 0.5796 96.41%

(Q11,Q13,Q41)
Table (7): Trialability Descriptive Statistics
Question Mean Std. Percentage
Deviation

Q15: T_he start-up cost for using E- 3.3657 10118 96.86%
marketing was low.
Q16: Our restaurant had the
opportunity to try a number of E- 3.2227 1.0161 98.66%
marketing applications before
making a decision.
Q18: Our restaurant was allowed by
vendors to use E-marketing on a 3.0404 1.0454 100.00%
trial basis long enough to see its
true capabilities and effectiveness.
Q35: It is easy to our restaurant to 3.5161 0.9184 97.31%
get out after testing E-marketing.

Trialability average 3.2764 0.583 93.27%
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Table (8): Observability Descriptive Statistics

Question Mean Std. Percentage
Deviation

Q19: Looking at the results of those
who use E-marketing to do business 3.6591 0.8532 98.66%
has encouraged us to use E-
marketing.

Q20: Ourrestaurant was unsure
whether doing business using E-

0,
marketing will generate the desired 3.9909 0.8164 98.66%
returns in terms of profit.
Q29: E-marketingimproves 0
visibility to connect with customers 3.8649 0.8973 99.55%
at any time.
Q32: E-marketing shows improved )
results over doing business in the 3.1570 1.0300 100.00%
traditional way.
Observability average 3.8519 0.5890 96.86%
(Q19,Q29,Q32) | | =
Table (9): Top Management Support Descriptive Statistics
Question Mean Std. Percentage
Deviation

Q2: Our restaurant has a clear
vision regarding the use of E-
marketing tools (Internet, email,
smart mobile phones...).

3.8869 0.8533 99.10%

Q10: Our top management is
willing to take risks involved in the 3.6545 0.9406 98.65%
implementation of E-marketing.

Q23: The management of the
restaurant is ready to spend on 3.6787 0.9913 99.10%
technology (networks - modern
computers).

Q26: Our top management is likely
to consider the implementation of 3.8643 0.8632 99.10%
E-marketing applications as
strategically important.

Top Mang. average

0)
(Q19,029,Q32) 3.7744 0.6328 96.41%
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Table (10): Organizational Readiness Descriptive Statistics

being the first to try out new
technologies.

Question Mean Std. Percentage
Deviation
Q22:We have sufficient financial
resources in our restaurant for 3.6261 0.9465 99 55%
adopting and implementing E-
marketing.
Q27: Our restaurant has good,
qualified and skilled marketing 3.4505 1.0089 99.55%
staff.
Q28: We cannotconductE- .
marketing without good and enough 3.758 0.9912 98.21%
technological infrastructures.
Q30: We have the technical skills .
and resources necessary for E- 3.6822 0.8347 95.96%
marketingimplementation.
Organizational Readiness average 3.6386 0.6095 94.62%
(Q22,Q27,Q28,Q30) | | P
Table (11): ICT Experience Descriptive Statistics
Question Mean Std. Percentage
Deviation
Q4: Employees in our restaurant
have a good understanding of how 3.8333 0.8792 99.55%
IT can be used to support our
business.
Q31:Emp|0yegs in our restaurant 37647 0.8938 99 10%
are computer literate.
Q33: Employees in our restaurant .
have the necessary knowledge and 3.5495 0.944 99.55%
understanding of E-marketing.
ICT Experience average 3.7108 0.6694 08.21%
(Q4,Q31,Q33) | | -
Table (12): Organizational Culture Descriptive Statistics
Question Mean Std. Percentage
Deviation
Q7:Marketing team in my
restaurant is aware that the use of 3.9182 0.8668 98.65
E-marketing is important.
Q17: Our restaurant's tradition is
3.4404 1.0108 97.76
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Table (12): Organizational Culture Descriptive Statistics (Cont.)

Q34: The attitude and behavior of
our staff goes in line with E- 3.5882 0.8354 99.10
marketingimplementation.

Q36: The staff at the restaurant has
knowledge and expertise of the 3.5936 0.9006 98.21
latest technological developments.

Organizational Culture average 5 17 70/
(Q7.017,034,Q36) 3.6238 0.63 95.07%
Table (13): Type of Product Descriptive Statistics
Question Mean Std. Percentage
Deviation

Q38: One of the factors influenced
our decision of implementingE-

o : 3.7568 0.9146 99.55%

marketing is the types of services
and meals offered by our restaurant.
Q40: Our services and meals are
suitable for marketing using E- 3.9273 0.7847 98.65%
marketing.
Q45: We have implemented E-
marketing regardless of the types of 3.3028 1.0734 97.76%
services and meals offered by our
restaurant.

Type of Product average 3.8425 0.7033 98.21%

(Q38,Q40,Q59)
Table (14): Firm size Descriptive Statistics
Question Mean Std. Percentage
Deviation

Q14: The size of our restaurant did
affect our decision to implement E- 3.3455 0.974 98.65%
marketing.
Q42:The number of employees at
my restaurant is high compared to 3.1131 1.0094 99.10%

the restaurant industry in general.

Q43: The capital of our restaurant is .
high compared with the restaurants 3.2661 0.9662 97.76%
sector in general.

Q44:We have implemented E- 0
marketing, regardless of the size of 3.6136 0.912 98.65%
our restaurant.

Firm Size average (Q14,042,043) 3.2316 0.6948 95.52%
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Table (15): Industry Sector Descriptive Statistics

Question Mean Std. Percentage
Deviation

Q24: One of the factors that has

!nfluenced_our decision _of _ 3.6441 0.9722 99.55%
implementing E-marketing is our

industry sector.

Q39: E-marketing is not important 23318 1.2692 98.65%

in the restaurants sector.

Q46: We have implemented E-
marketing to differentiate our self 3.5525 0.9957 98.21%
from our competitors.

Q48: E-marketing is notappropriate 22442 1.1548 97.31%
for the sector in which we operate.

Q59: We haveimplementedE-

marketing, because our business is 3.2714 1.0249 94.17%
more dependent on information.

Industry Sector average 3.4829 0.6799 91.93%

(Q24,Q46,Q59)
Table (16): Government and Vendor Support Descriptive Statistics
Question Mean Std. Percentage
Deviation

Q51:We have implementedE-
marketing because of incentives 2 5595 11576 98.21%

offered by the government for this
area.

Q52: There is enough technical
support for E-marketingoffered by 3.1712 1.0668 99.55%
vendors of technology services.

Q53: IT services
vendorsencouragethe
implementation of E-marketing 2.9865 1.0908 99.55%
through the provision of training
courses in this area.

Q63: There are adequate legal
procedures to provide a supportive
work environment for E-marketing.

3.0274 1.1043 98.21%

Government and Vendor Support
average (Q51,052,053,Q63) 2.9272 0.8450 95.52%




230

Table (17): Competitive Pressure Descriptive Statistics

(Q47,Q60,Q64,Q65)

Question Mean Std. Percentage
Deviation
Q9: We haveimplementedE-
marketing as a response to market 3.8899 0.8184 97.76%
trends.
Q54: We have implementedE-
marketing to avoid I03|r_lg our 3.3077 0.9513 99.10%
market share to competitors who
are using E-marketing.
Q55: Competitive pressure is the
main reason for the implementation 3.2237 0.9955 98.21%
of E-marketing in our restaurant.
Q57:We have implementedE- .
marketing regardless of market 3.3023 0.9985 96.41%
trends.
Competitive Pressure average 3.4811 0.6451 95.07%
(Q9,Q54,Q55)
Table (18): Customer Pressure Descriptive Statistics
Question Mean Std. Percentage
Deviation

Q47: We have implemented E-
marketingin order not to lose 3.4001 1.023 98.66%
potential customers.
Q60:The majority of our customers
are able to use technology (e-mail, 0
smart mobile phones...etc.) and take 4.0179 0.9053 100.00%
advantage of them.
Q64:0ur customers trust in E-
marketing too!s (such as the_z 3852 0.865 100.00%
Internet, e-mail, smart mobile
phones).
Q65:The majority of our customers .
were asking us to implementE- 345 0.9662 98.66%
marketing.

Customer Pressure average 3.6809 0.6136 97.31%
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Table (19): Market Scope Descriptive Statistics

Question Mean Std. Percentage
Deviation

Q50: We have implementedE-
marketing because we plan to
expand the scope of our work in
Palestine.

3.6154 0.9777 99.10%

Q58: We have implementedE-
marketing to promote our meals and 3.6948 0.8555 95.52%
services locally.

Q61: We have implementedE-
marketing to offer our services in 3.6516 0.9867 99.10%
more than one place in Palestine.

Q62: Our restaurant has
implemented E-marketing 3.6154 0.9777 99.10%
regardless of the possibility of
expansion in Palestine.

Market Scope average 3.6460 0.6956 94.17%
(Q50,Q58,Q61)
Table (20): Kruskal-Wallis Test for statistical differences according to Age Grou
Factor Age Group N Median Ave Rank Z

18 - lessthan 30 | 92 3.900 114.3 1.74

30 -lessthan41 | 77 3.800 103.5 -0.46

41- less than 51 29 3.800 87.1 -1.80

Relative advantage

51-60 11 3.800 104.5 -0.08

Greater than 60 2 3.800 103.0 -0.07

missing values 12 P=0.325

18 -lessthan 30 | 91 4.000 108.0 0.51

30 -lessthan41 | 78 4.000 106.9 0.26

41- less than 51 28 3.667 88.6 -1.58

Compatibility

51-60 11 4.000 115.0 0.53

Greater than 60 2 4.000 123.0 0.41

missing values 13 P=0.593

18 - lessthan 30 | 96 4.000 110.2 0.47

30 -lessthan 41l | 75 4.000 112.0 0.69

Ease of Use 41-lessthan51 | 31 |  4.000 92.3 152
51-60 11 4.000 102.4 -0.31
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Table (20): Kruskal-Wallis Test for statistical differences according to Age Group (Cont.)

Greater than 60 2 4.000 125.0 0.39

missing values 8 P=0.619
18 - less than 30 92 3.250 107.3 0.60
30 - less than 41 73 3.250 93.7 -1.91
41- less than 51 30 3.250 110.8 0.61
Trialability 51-60 11 | 3500 134.9 172
Greater than 60 2 3.375 111.0 0.15

missing values 15 P=0.222
18 - less than 30 95 4.000 115.3 1.42
30 - less than 41 78 4.000 105.0 -0.62
41- less than 51 30 4.000 1014 -0.67
Observability 5160 11 | 3667 1008 0.42
Greater than 60 2 3.500 71.3 -0.85

missing values 7 P=0.619
18 - less than 30 93 3.750 114.6 1.70
30 - less than 41 77 3.500 102.6 -0.70
Organizational 41- less than 51 30 3.500 84.6 -2.11
Culture 51-60 10 | 4.000 1244 0.95
Greater than 60 2 3.750 118.8 0.28

missing values 11 P=0.153
18 - less than 30 95 3.750 113.1 1.06
30 - less than 41 76 3.750 105.8 -0.38
Top 41- less than 51 31 3.750 99.8 -0.79

management

support 51-60 11 3.500 100.6 -0.41
Greater than 60 2 3.875 118.0 0.23

missing values 8 P=0.832
18 - less than 30 96 3.750 109.3 0.72
30 - less than 41 73 3.750 108.0 0.34
Organizational 41- less than 51 31 3.500 84.3 -2.14
readiness 51-60 9 | 4000 137.1 156
Greater than 60 2 3.500 70.5 -0.83

missing values 12 P=0.122
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Table (20): Kruskal-Wallis Test for statistical differences according to Age Group (Cont.)

IC_T 18 - less than 30 96 4.000 109.5 -0.11
experience

30 - less than 41 80 3.833 111.2 0.21
41- less than 51 30 4.000 101.3 -0.81
51-60 11 4.000 124.5 0.78
Greater than 60 2 4.000 139.5 0.66

missing values 4 P=0.808
18 - less than 30 96 4.000 115.3 1.10
30 - less than 41 79 4.000 108.9 -0.20
41- less than 51 31 4.000 93.6 -1.56

Product type

51-60 11 4.000 124.2 0.76
Greater than 60 2 3.500 75.3 -0.78

missing values 4 P=0.415
18 - less than 30 95 3.333 105.6 -0.29
30 - less than 41 78 3.333 107.0 -0.00
41- less than 51 30 3.333 102.5 -0.43
Firm size 51-60 11 | 3333 125.5 1.04
Greater than 60 2 3.500 136.0 0.67

missing values 7 P=0.796
18 - less than 30 93 3.667 108.4 1.20
30 - less than 41 71 3.333 97.6 -0.96
41- less than 51 31 3.333 90.5 -1.27

Industry sector

51-60 8 3.833 126.7 1.15
Greater than 60 2 3.833 1415 0.92

missing values 18 P=0.301
18 - less than 30 93 3.000 105.3 -0.35
30 - less than 41 76 3.000 105.7 -0.22
Government 41- less than 51 31 3.000 104.1 -0.28

and vendor

support 51-60 11 3.250 122.6 0.86
Greater than 60 2 4.000 191.5 1.95

missing values 10 P=0.327
Competitive 18 - less than 30 95 | 3.333 104.7 -0.39
pressure 30 - less than 41 77 3.333 105.3 -0.22
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Table (20): Kruskal-Wallis Test for statistical differences according to Age Group (Cont.)

41- less than 51 28 3.333 106.0 -0.04
51-60 10 3.667 127.3 1.10
Greater than 60 2 3.833 142.8 0.84

missing values 11 P=0.743
18 - less than 30 96 3.750 109.2 0.04
30 - less than 41 79 3.750 102.5 -1.15
Customer 41- less than 51 30 4.000 117.9 0.84
pressure 51-60 10 | 3875 131.1 114
Greater than 60 2 3.750 112.8 0.08

missing values 6 P=0.611
18 - less than 30 91 3.667 106.7 0.26
30 - less than 41 78 3.667 102.5 -0.56
41- less than 51 30 3.833 110.7 0.51

Market scope

51-60 9 3.667 94.1 -0.57
Greater than 60 2 4.000 140.0 0.81

missing values 13 P=0.841

Table (21): Kruskal-Wallis Test for statistical differences according to Qualification

Factor Qualification N Median Ave Rank Z

Less than high School 12 3.800 94.0 -0.70
High School 57 3.800 97.8 -1.19
Relative diploma 35 4.000 117.7 1.24
advantage Bachelor 103 | 3.800 109.7 0.86
Postgraduate 4 3.500 62.0 -1.46

missing values 12 P=0.264
Less than high School 12 3.833 97.3 -0.48
High School 55 4.000 102.6 -0.41
diploma 35 4.000 109.7 0.45

Compatibility

Bachelor 102 4.000 107.1 0.36
Postgraduate 6 3.833 97.1 -0.34

missing values 13 P =0.952
Less than high School 12 3.667 90.3 -1.01
Ease of Use High School 58 | 4.000 931 213
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Table (21): Kruskal-Wallis Test for statistical differences according to Qualification
(Cont.)

diploma 33 4.000 108.7 0.07
Bachelor 106 4.000 118.0 2.33
Postgraduate 6 4.000 106.3 -0.07
missing values 8 P=0.133
Less than high School 12 3.250 110.8 0.38
High School 58 3.250 107.6 0.46
diploma 32 3.250 114.8 1.05
Trialability Bachelor 101 | 3.250 99.3 121
Postgraduate 5 3.250 92,5 -0.45
missing values 15 P=0.704
Less than high School 12 4.000 114.6 0.35
High School 57 3.667 94.4 -1.98
diploma 34 4.000 103.9 -0.47
Observability Bachelor 107 | 4.000 1157 1.69
Postgraduate 6 4.167 126.9 0.73
missing values 7 P=0.272
Less than high School 11 3.250 75.9 -1.70
High School 60 3.750 103.9 -0.39
Organizational diploma 34 | 3500 101.3 -0.54
culture Bachelor 103 | 3.750 115.7 211
Postgraduate 4 3.125 37.8 -2.26
missing values 11 P =0.034
Less than high School 12 3.625 83.8 -1.39
High School 57 3.750 95.0 -1.84
Top diploma 34 3.750 109.6 0.17
management Bachelor 106 3.750 117.3 2.17
support Postgraduate 6 3.750 105.6 -0.10
Less than high School 12 3.625 83.8 -1.39
missing values 8 P=0.151
Less than high School 11 3.500 91.8 -0.79
Organizational High School 57 | 3500 89.9 232
readiness
diploma 32 3.750 105.1 -0.09
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Table (21): Kruskal-Wallis Test for statistical differences according to Qualification
(Cont.)

Bachelor 105 3.750 117.3 2.68
Postgraduate 6 3.625 91.3 -0.60

missing values 12 P =0.075
explecr:i-l(;nce Less than high School 1 3333 849 135
High School 58 3.667 97.1 -1.81
diploma 35 4.000 107.9 -0.22
Bachelor 109 4.000 120.2 2.38
Postgraduate 6 3.667 107.3 -0.11

missing values 4 P=0.135
Less than high School 12 4.000 98.3 -0.66
High School 60 4.000 93.9 -2.31
diploma 34 4.000 110.5 0.05

Product type

Bachelor 107 4.000 119.3 2.12
Postgraduate 6 4.250 125.6 0.61

missing values 4 P=0.139
Less than high School 11 2.667 81.8 -1.39
High School 58 3.333 101.2 -0.84
diploma 32 3.333 101.5 -0.54
Firm size Bachelor 107 | 3333 115.8 2.10
Postgraduate 5 3.000 75.8 -1.15

missing values 10 P=0.192
Less than high School 11 3.000 82.1 -1.20
High School 56 3.333 90.2 -1.89
diploma 34 3.667 109.7 0.72

Industry sector

Bachelor 100 3.667 111.2 1.92
Postgraduate 4 3.000 77.9 -0.86

missing values 18 P=0.135
Less than high School 12 2.875 100.0 -0.40
Government High School 59 3.000 99.4 -1.11
and vendor diploma 34 3.000 112.3 0.55
support Bachelor 103 3.000 1104 0.78
Postgraduate 5 2.500 106.9 0.00
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(Cont.)

Less than high School 12 2.875 100.0 -0.40

missing values 10 P =0.808
Less than high School 12 3.333 101.5 -0.29
Competitive High School 57 | 3333 874 275

pressure

diploma 34 3.667 117.1 1.10
Bachelor 105 3.667 114.0 1.76
Postgraduate 4 3.500 106.4 0.00

missing values 11 P =0.085
Less than high School 12 3.375 89.7 -1.10
High School 58 3.750 107.7 -0.19
Customer diploma 33 3.750 122.6 1.35
pressure Bachelor 108 | 3.750 107.3 -0.39
Postgraduate 6 4.000 115.3 0.25

missing values 6 P =0.583
Less than high School 12 3.667 98.4 -0.42
High School 57 3.333 87.0 -2.70
diploma 35 3.667 107.5 0.21

Market scope

Bachelor 100 4.000 115.9 2.37
Postgraduate 6 4.000 110.6 0.21

missing values 13 P =0.075

Table (22): Kruskal-Wallis Test for statistical differences according to Years of

Experience

Factor Years of Experience N Median Ave Rank z
1 - less than 4 years 56 3.800 107.8 0.26
4 - less than 7 years 53 4.000 119.7 1.88
Relative 7-10 years 47 | 3.800 945 1,46

advantage
More than 10 years 55 3.800 100.7 -0.74
missing values 12 P=0.189

1 - less than 4 years 56 4.000 113.4 1.14
Compatibility 4 - less than 7 years 54 4.000 100.5 -0.70
7 - 10 years 44 4.000 102.4 -0.38




238
Table (22): Kruskal-Wallis Test for statistical differences according to Years of
Experience (Cont.)

More than 10 years 56 4.000 104.8 -0.10
missing values 13 P =0.699
1 - less than 4 years 56 4.000 114.80 0.95
4 - less than 7 years 53 4.000 116.60 1.15
Ease of Use 7-10 years 48 | 4.000 95.00 164
More than 10 years 58 4.000 104.40 -0.52
missing values 8 P =0.265
1 - less than 4 years 51 3.250 99.80 -0.64
4 - less than 7 years 53 3.250 111.00 0.91
Trialability 7-10 years 48 | 3250 109.20 0.61
More than 10 years 56 3.250 98.60 -0.85
missing values 15 P =0.628
1 - less than 4 years 56 4.000 105.4 -0.43
4 - less than 7 years 56 4.000 120.1 1.62
Observability 7 - 10 years 49 4.000 97.7 -1.38
More than 10 years 55 4.000 109.4 0.13
missing values 7 P=0.314
1 - less than 4 years 57 3.750 112.9 0.93
4 - less than 7 years 53 3.750 108.1 0.22
Orgimfjiona' 7-10 years 47 | 3500 105.1 20.18
More than 10 years 55 3.500 99.5 -0.98
missing values 11 P =0.706
1 - less than 4 years 56 3.750 103.5 -0.63
“op 4 - less than 7 years 53 3.750 110.2 0.29
management 7 - 10 years 49 3.750 103.5 -0.57
Support More than 10 years 57 4.000 114.3 0.89
missing values 8 P =0.755
1 - less than 4 years 56 3.750 100.5 -0.79
4 - less than 7 years 56 3.750 109.9 0.55
Organizational 7-10 years 45 | 3.750 111.9 0.73
readiness
More than 10 years 54 3.500 102.8 -0.45
missing values 12 P=0.739
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Table (22): Kruskal-Wallis Test for statistical differences according to Years of
Experience (Cont.)

1 - less than 4 years 57 4.000 111.8 0.25
4 - less than 7 years 56 4.000 116.3 0.86
ICT 7-10 years 48 | 3833 107.1 035
experience
More than 10 years 58 4.000 104.5 -0.77
missing values 4 P=0.770
1 - less than 4 years 58 4.000 103.1 -0.96
Product type
4 - less than 7 years 55 4.000 117.7 1.05
7 - 10 years 48 4.000 103.9 -0.76
More than 10 years 58 4.000 114.6 0.64
missing values 4 P=0.521
1 - less than 4 years 55 3.000 89.6 -2.43
4 - less than 7 years 54 3.333 110.3 0.46
Firm size 7 - 10 years 48 3.333 118.7 1.50
More than 10 years 56 3.333 110.9 0.55
missing values 10 P =0.090
1 - less than 4 years 52 3.500 95.7 -1.03
4 - less than 7 years 53 3.667 107.5 0.63
Industry sector 7 - 10 years 45 3.667 106.1 0.39
More than 10 years 55 3.667 103.1 0.02
missing values 18 P =0.750
1 - less than 4 years 57 3.000 106.4 -0.08
4 - less than 7 years 55 3.000 109.0 0.27
Government
and vendor 7 - 10 years 50 3.250 121.2 1.86
support
More than 10 years 51 2.750 91.6 -2.05
missing values 10 P=0.117
1 - less than 4 years 57 3.333 99.0 -1.07
4 - less than 7 years 55 3.667 111.0 0.63
Competitive 7-10 years 2 | 333 103.2 20.40
pressure
More than 10 years 56 3.667 112.3 0.82
missing values 11 P =0.623
Customer 1 - less than 4 years 58 3.750 110.1 0.15
pressure 4-lessthan 7 years | 54 3.750 114.0 0.67




240
Table (22): Kruskal-Wallis Test for statistical differences according to Years of
Experience (Cont.)

7 - 10 years 49 3.750 100.0 -1.14
More than 10 years 56 3.750 111.0 0.27

missing values 6 P =0.702
1 - less than 4 years 55 3.667 99.6 -0.84
4 - less than 7 years 54 3.667 107.3 0.25
Market scope 7 - 10 years 46 3.833 109.4 0.49
More than 10 years 55 3.667 106.4 0.12

missing values 13 P =0.858

Table (23): Kruskal-Wallis Test for statistical differences according to Nature of
Factor Nature of Work N Median Ave Rank z

Restaurant owner 83 3.800 109.0 0.57
D"eggolgsofw'\:gggztring " a2 | 3800 99.6 0.76
aﬁiﬁtl;/ge General director 68 | 3.800 1135 1.24
e, |8 | sew | 7| 1w

missing values 12 P =0.152
Restaurant owner 80 4.000 105.6 0.01
Diregﬁ;:{vl'\;'s;ggfng " a2 | 4000 106.1 0.07
Compatibility General director 73 4.000 104.8 -0.12
ey | 15 | w0 | w1 | o

missing values 13 P =0.999
Restaurant owner 81 4.000 115.1 131
Director of Marketing / 43 4.000 104.8 .0.38

Sales Manager

Ease of Use General director 73 4.000 104.4 -0.61
e, | 18| 4o | w3 | om

missing values 8 P =0.601
Restaurant owner 81 3.250 101.4 -0.60
Trialability D'reg;‘ig:msgggtr'”g "' a2 | 3250 113.2 1.05
General director 70 3.250 101.1 -0.58

Work
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Table (23): Kruskal-Wallis Test for statistical differences according to Nature of Work
(Cont.)

Responsible for B- | 15| 4 54 112.8 0.55
marketing activities
missing values 15 P =0.657
Restaurant owner 84 4.000 106.5 -0.38
Director of Marketing / 42 4.000 116.5 0.93
Sales Manager
Observability General director 74 4.000 111.6 0.52
Responsible for E- | 1 | 4 667 84.0 1.63
marketing activities
missing values 7 P =0.332
Restaurant owner 83 3.500 107.6 0.21
Director of Marketing / 42 3625 99.1 -0.87
Sales Manager
Organizational General director 69 3.750 110.7 0.69
culture
Responsible for E- | 10| 55 102.7 0.28
marketing activities
missing values 11 P=0.797
Restaurant owner 83 3.750 109.8 0.33
Director of Marketing / 42 3750 929 175
Sales Manager
Top
management General director 72 3.875 116.8 1.47
support T
Responsible for E- | 15 | 5475 99.8 -0.58
marketing activities
missing values 8 P =0.233
Restaurant owner 82 3.500 97.0 -1.70
Director of Marketing /
Sales Manager 40 3.750 116.6 1.22
Orgam;atlonal General director 72 3.750 110.6 0.79
readiness
Responsible for E- |4\ 5 5 104.9 0.08
marketing activities
missing values 12 P=0.337
Restaurant owner 83 3.667 106.9 -0.57
D'regt‘ir OT\AMarke“”g "'\ 42 | 4000 128.0 2.10
ICT ales Manager
Experience General director 74 4.000 108.3 -0.28
Responsible for E- | g | 3333 87.5 157
marketing activities
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Table (23): Kruskal-Wallis Test for statistical differences according to Nature of Work
(Cont.)

missing values 4 P=0.109
Restaurant owner 84 4.000 112.0 0.37
Director of Marketing / 45 4.000 115.2 0.62
Sales Manager
Product type General director 72 4.000 106.4 -0.58
Responsible for E- = |1 | 5 75 101.8 0.57
marketing activities
missing values 4 P =0.822
Restaurant owner 84 3.167 96.2 -2.06
Firm size Director of Marketing / 40 3333 103.2 -0.43
Sales Manager
General director 72 3.333 119.9 2.18
Responsible for E- | 1| 5 554 114.8 0.54
marketing activities
missing values 10 P =0.105
Restaurant owner 80 3.333 99.6 -0.66
Director of Marketing / 37 3667 105.2 0.25
Sales Manager
Industry sector General director 71 3.667 109.2 1.09
Responsible for E- =147 | 3667 88.2 107
marketing activities
missing values 18 P =0.541
Restaurant owner 83 2.750 101.4 -1.05
Director of Marketing / m 3950 193.4 198
Sales Manager
Government
and vendor General director 69 2.750 94.4 -2.06
support _
Responsible for B- ) 1, | 4 55 142.8 2.50
marketing activities
missing values 10 P =0.006
Restaurant owner 83 3.333 110.2 0.71
Director of Marketing / 40 3333 90.4 184
Sales Manager
Competitive General director 72 | 3667 112.4 1.00
pressure
Responsible for E- 1 | 5 667 101.3 0.36
marketing activities
missing values 11 P =0.280
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Table (23): Kruskal-Wallis Test for statistical differences according to Nature of Work
(Cont.)

Restaurant owner 82 3.750 111.7 0.49
Director of Marketing /
Sales Manager 44 3.750 111.2 0.26
Customer General director | 74 | 3.750 107.6 0.23
pressure
Responsible for E- = |1, | 5 g 96.6 0.85
marketing activities
missing values 6 P =0.826
Restaurant owner 81 3.667 95.8 -1.84
Director of Marketing / 42 4.000 116.9 136
Sales Manager
Market scope
General director 72 3.667 107.1 0.28
Responsible for E- | 15| 4 5 1185 0.86
marketing activities
missing values 13 P=0.232

Table (24): Kruskal-Wallis Test for statistical differences according to Restaurant Age

Factor Restaurant Age N Median Ave Rank Z

Less than 1 year 26 3.900 115.3 0.83
1- Lessthan 3 years 28 3.800 107.2 0.11
Relative 3 - Less than 6 years 59 4.000 124.2 2.70
advantage 6 - 10 years 43 3.800 93.0 -1.56
More than 10 years 55 3.800 91.6 -2.03

missing values 12 P =0.029
Less than 1 year 26 4.000 130.6 2.25
1- Less than 3 years 30 4.000 110.4 0.48
3 - Less than 6 years 58 4.000 104.3 -0.18

Compatibility

6 - 10 years 41 4.000 100.9 -0.55
More than 10 years 55 3.667 95.8 -1.38

missing values 13 P=0.178
Less than 1 year 28 4.000 106.1 -0.18
1- Lessthan 3 years 29 4.000 117.3 0.87
Ease of Use 3 - Less than 6 years 60 4.000 112.1 0.59
6 - 10 years 42 3.833 98.0 -1.16
More than 10 years 56 4.000 107.3 -0.10
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Table (24): Kruskal-Wallis Test for statistical differences according to Restaurant Age
(Cont.)

missing values 8 P=0.731
Less than 1 year 25 3.500 113.2 0.77
1 - Less than 3 years 25 3.250 91.6 -1.14
3 - Less than 6 years 61 3.250 1134 1.38
Trialability 6- 10 years 42 | 3250 100.3 051
More than 10 years 55 3.250 99.7 -0.69

missing values 15 P =0.469
Less than 1 year 25 4.000 117.6 0.77
1 - Less than 3 years 30 4.000 108.3 -0.02
Observability 3 - Less than 6 years 63 4.000 119.6 1.67
6 - 10 years 44 4.000 105.4 -0.37
More than 10 years 54 3.667 94.0 -1.97

missing values 7 P =0.236
Less than 1 year 27 3.750 113.7 0.66
1- Lessthan 3 years 30 3.625 108.3 0.17
Organizational 3 - Less than 6 years 60 3.750 117.5 1.63
culture 6- 10 years 41 | 3500 100.2 0.73
More than 10 years 54 3.500 94.5 -1.67

missing values 11 P =0.307
Less than 1 year 28 4.000 1225 1.32
1 - Less than 3 years 27 4.000 120.4 1.10
Top 3 - Less than 6 years 61 3.750 118.0 1.49

management

support 6 - 10 years 43 3.500 89.6 217
More than 10 years 56 3.750 98.0 -1.40

missing values 8 P =0.050
Less than 1 year 27 3.750 121.3 1.40
1 - Less than 3 years 30 3.750 112.9 0.67
Organizational 3 - Less than 6 years 62 3.750 113.1 1.09
readiness 6- 10 years 41 | 3.750 105.2 0.10
More than 10 years 51 3.500 85.8 -2.71

missing values 12 P =0.075
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Table (24): Kruskal-Wallis Test for statistical differences according to Restaurant Age
(Cont.)

Less than 1 year 28 3.667 119.0 0.80
1 - Less than 3 years 29 4.000 122.9 1.17
ICT 3 - Less than 6 years 63 4.000 117.9 1.17
experience 6 - 10 years 42 3.667 101.2 -1.00
More than 10 years 57 3.667 96.8 -1.83

missing values 4 P=0.198
Less than 1 year 28 4.000 114.0 0.36
1 - Less than 3 years 30 4.000 112.8 0.26
3 - Less than 6 years 62 4.000 113.8 0.56

Product type

6 - 10 years 44 4.000 104.4 -0.66
More than 10 years 55 4.000 106.6 -0.45

missing values 4 P =0.925
Less than 1 year 26 3.000 95.7 -1.00
Firmsize s than 3years | 29 | 3333 104.0 20.29
3 - Less than 6 years 63 3.333 127.8 3.19
6 - 10 years 42 3.000 85.3 -2.54
More than 10 years 53 3.333 106.7 -0.05

missing values 10 P =0.010
Less than 1 year 27 3.667 117.1 1.33
1 - Less than 3 years 29 3.333 102.8 -0.02
3 - Less than 6 years 60 3.667 116.9 2.16

Industry sector

6 - 10 years 37 3.333 86.8 -1.83
More than 10 years 52 3.333 91.2 -1.66

missing values 18 P =0.047
Less than 1 year 27 3.000 127.3 1.83
1- Less than 3 years 28 2.875 113.7 0.62
Government 3 - Less than 6 years 62 3.250 111.3 0.65

and vendor

support 6 - 10 years 43 2.750 101.9 -0.61
More than 10 years 53 2.750 92.3 -2.01

missing values 10 P =0.142
Competitive Less than 1 year 28 3.667 120.4 1.29
pressure 1- Lessthan3years | 29 3.333 101.8 -0.45
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(Cont.)

3 - Less than 6 years 61 3.667 114.9 1.26
6 - 10 years 41 3.333 99.6 -0.80
More than 10 years 53 3.333 97.5 -1.24

missing values 11 P =0.354
Less than 1 year 28 3.750 103.1 -0.53
1 - Less than 3 years 30 3.750 125.7 1.56
Customer 3 - Less than 6 years 62 3.750 119.6 1.57
pressure 6 - 10 years 44 3.625 102.6 -0.76
More than 10 years 53 3.500 95.7 -1.78

missing values 6 P=0.138
Less than 1 year 26 3.833 106.6 0.09
1 - Less than 3 years 29 3.667 100.3 -0.50

Market scope

3 - Less than 6 years 62 4.000 106.9 0.22
6 - 10 years 40 4.000 110.3 0.56
More than 10 years 53 3.667 102.5 -0.41

missing values 13 P =0.960

Table (25): Kruskal-Wallis Test for statistical differences according to Governorate

Factor Governorate N Median Ave Rank Zz
Ramallah and Al Bireh | 53 3.800 108.9 0.40
Hebron 30 3.500 73.7 -3.13
Nablus 73 3.800 108.3 0.40
as\f;tt';’gee Jenin 23 | 4.000 107.0 0.08
Tulkarem 27 4.000 133.7 2.53
Qalgilya 5 3.600 80.7 -0.94

missing values 12 P =0.010

Ramallah and Al Bireh 58 4.000 118.4 1.91
Hebron 29 | 3.667 79.4 -2.50
Compatibility Nab?us 70 | 3.667 97.8 -1.30
Jenin 23 4.000 117.0 0.96
Tulkarem 26 | 4.000 117.2 1.05
Qalgilya 4 3.833 100.0 -0.18




247
Table (25): Kruskal-Wallis Test for statistical differences according to Governorate
(Cont.)

missing values 13 P =0.052
Ramallah and Al Bireh | 59 4.000 109.7 0.24
Hebron 29 3.667 71.4 -3.41
Nablus 73 4.000 114.3 1.07
Ease of Use Jenin 23 | 4.000 1127 0.38
Tulkarem 27 4.000 122.4 1.28
Qalgilya 4 3.833 109.1 0.04
missing values 8 P =0.030
Ramallah and Al Bireh | 56 3.000 90.7 -2.01
Hebron 29 3.500 120.7 1.56
Nablus 71 3.250 108.8 0.75
Trialability Jenin 21 3.000 94.4 -0.81
Tulkarem 26 3.250 109.1 0.42
Qalgilya 5 3.250 122.5 0.68
missing values 15 P =0.252
Ramallah and Al Bireh | 58 4.000 118.3 1.40
Hebron 30 3.667 75.4 -3.12
Nablus 71 4.000 108.2 -0.06
Observability Jenin 24 | 4.000 113.4 0.41
Tulkarem 28 4.000 123.2 1.33
Qalgilya 5 3.667 91.9 -0.60
missing values 7 P =0.036
Ramallah and Al Bireh | 55 3.750 104.3 -0.31
Hebron 27 3.500 87.9 -1.68
Nablus 74 3.750 108.0 0.25
Organizational Jenin 24 | 3625 108.8 0.19
culture
Tulkarem 28 3.875 120.8 1.32
Qalqilya 4 3.750 121.9 0.51
missing values 11 P=0.494
Top Ramallah and Al Bireh | 56 3.875 1131 0.72
management Hebron 30 3.500 85.4 -2.15
support Nablus 74 3.750 110.2 0.37
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Table (25): Kruskal-Wallis Test for statistical differences according to Governorate
(Cont.)

Jenin 22 3.750 114.6 0.52
Tulkarem 28 3.875 113 0.45
Qalgilya 5 3.750 97.4 -0.39
missing values 8 P=0.416
Ramallah and Al Bireh | 59 3.750 114.3 1.23
Hebron 27 3.750 100.0 -0.55
Nablus 72 3.750 110.1 0.70
Organizational Jenin 22 | 3375 80.6 2.06
readiness
Tulkarem 26 3.500 101.0 -0.45
Qalqilya 5 3.750 119.6 0.50
missing values 12 P =0.316
Ramallah and Al Bireh | 57 4.000 116.1 0.85
Hebron 30 3.500 92.8 -1.60
expi—:Si-gnce Nablus 75 4.000 117.6 1.28
Jenin 24 3.667 97.9 -0.99
Tulkarem 28 4.000 112.4 0.22
Qalgilya 5 3.667 73.9 -1.29
missing values 4 P=0.274
Ramallah and Al Bireh | 58 4.000 108.0 -0.29
Hebron 30 3.500 81.8 -2.63
Nablus 74 4.000 115.3 0.88
Product type Jenin 24 4.000 115.5 0.45
Tulkarem 28 4.000 124.0 1.25
Qalqilya 5 4.000 120.3 0.37
missing values 4 P =0.146
Ramallah and Al Bireh | 57 3.333 107.2 0.03
Hebron 29 3.333 123.9 1.59
Nablus 73 3.333 103.2 -0.65
Firm size Jenin 23 | 3.000 87.7 -1.59
Tulkarem 26 3.333 119.0 1.06
Qalgilya 5 3.333 88.7 -0.67
missing values 10 P=0.294
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Table (25): Kruskal-Wallis Test for statistical differences according to Governorate
(Cont.)

Ramallah and Al Bireh | 55 3.667 108.6 0.81
Hebron 28 3.500 95.5 -0.72
Nablus 69 3.667 105 0.34
Industry sector Jenin 23 3.333 88.5 -1.24
Tulkarem 25 3.667 114.2 1.01
Qalgilya 5 3.000 67.4 -1.36
missing values 18 P =0.408
Ramallah and Al Bireh | 56 3.000 104.2 -0.39
Hebron 30 3.500 156.9 4,78
Nablus 72 2.750 100.8 -1.05
Government
and vendor Jenin 24 2.250 68.6 -3.24
support
Tulkarem 27 3.000 111.1 0.37
Qalgilya 4 2.500 85.9 -0.69
missing values 10 P =0.000
Ramallah and Al Bireh | 56 3.333 102.6 -0.55
Competitive Hebron 27 | 3667 106.6 0.01
pressure
Nablus 73 3.333 100.4 -1.05
Jenin 24 3.667 112.0 0.47
Tulkarem 27 3.667 126.6 1.82
Qalgilya 5 3.333 103.9 -0.10
missing values 11 P =0.541
Ramallah and Al Bireh | 58 3.750 111.3 0.32
Hebron 29 3.500 93.0 -1.48
Nablus 74 3.750 110.8 0.30
Customer Jenin 23 | 3500 921 137
pressure
Tulkarem 28 4.000 129.1 1.81
Qalgilya 5 3.750 114.2 0.19
missing values 6 P =0.253
Ramallah and Al Bireh | 56 3.667 107.4 0.27
Hebron 29 3.667 101.4 -0.39
Market scope
Nablus 70 3.667 104.2 -0.21
Jenin 23 3.333 89.0 -1.38
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Table (25): Kruskal-Wallis Test for statistical differences according to Governorate
(Cont.)

Tulkarem 27 4.000 116.1 0.97
Qalgilya 5 4.000 1445 1.45
missing values 13 P =0.442

Table (26): Kruskal-Wallis Test for statistical differences according to Number of
Employees

Factor Number of Employees | N Median Ave Rank Zz
1-4
5-9 106 3.800 101.7 -1.02
aﬁiﬁtl;/ge 10-19 61 | 3.800 101.7 -0.66
greater than 20 44 4.000 122.3 1.99
missing values 12 P=0.138
1-4
5-9 104 4.000 99.8 -1.34
Compatibility 10-19 60 4.000 106.7 0.18
greater than 20 46 4.000 116.8 1.43
missing values 13 P=0.283
Ease of Use 1-4
5-9 110 4.000 107.3 -0.16
10-19 59 4.000 105.4 -0.38
greater than 20 46 4.000 113.0 0.61
missing values 8 P=0.814
1-4
5-9 107 3.250 106.0 0.37
Trialability 10-19 59 3.250 99.9 -0.70
greater than 20 42 3.250 107.1 0.32
missing values 15 P=0.781
1-4
5-9 108 4.000 98.9 -2.25
Observability 10-19 61 | 4.000 1137 0.77
greater than 20 47 4.000 123.7 1.89
missing values 7 P =0.057
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Table (26): Kruskal-Wallis Test for statistical differences according to Number of
Employees (cont.)

1-4
5-9 107 3.500 96.2 -2.47
Organizational 10-19 62 | 3.750 112.4 0.90
culture
greater than 20 43 3.750 123.7 2.05
missing values 11 P =0.031
1-4
5-9 107 3.750 100.0 -1.89
Top
management 10-19 62 4.000 115.1 1.07
support
greater than 20 46 3.875 117.1 1.12
missing values 8 P =0.166
1-4
5-9 106 3.500 91.2 -3.54
Organizational 10-19 62 | 3.750 114.9 1.37
readiness
greater than 20 43 4.000 129.7 2.85
missing values 12 P =0.001
1-4
5-9 109 3.667 100.7 -2.16
ICT 10-19 63 | 4.000 1116 0.2
experience
greater than 20 47 4.000 129.4 2.36
missing values 4 P =0.034
1-4
5-9 110 4.000 102.5 -1.77
Product type 10-19 62 4.000 104.5 -0.80
greater than 20 47 4.000 134.9 3.04
missing values 4 P =0.010
1-4
5-9 106 3.000 89.2 -4.2
Firm size 10-19 61 3.333 112.7 0.86
greater than 20 46 3.667 140.5 4.16
missing values 10 P =0.000
1-4
Industry sector
5-9 103 3.333 94.1 -2.15
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Table (26): Kruskal-Wallis Test for statistical differences according to Number of
Employees (cont.)

10-19 61 3.667 107.5 0.71
greater than 20 41 3.667 118.5 1.87
missing values 18 P =0.065
1-4
5-9 107 3.000 103.1 -0.93
Government
and vendor 10-19 62 2.750 101.6 -0.83
support
greater than 20 44 3.375 124.2 2.07
missing values 10 P=0.115
1-4
5-9 107 3.333 101.7 -1.16
Competitive
oressure 10-19 62 3.333 100.1 -0.98
greater than 20 43 3.667 127.8 2.55
missing values 11 P =0.038
1-4
5-9 108 3.750 108.5 -0.12
Customer 10-19 62 | 3500 96.8 181
pressure
greater than 20 47 4.000 126.3 2.13
missing values 6 P =0.050
1-4
5-9 105 3.667 96.0 -2.26
Market scope 10-19 60 3.667 106.3 0.13
greater than 20 45 4.000 126.4 2.61
missing values 13 P =0.019
Table (27): Kruskal-Wallis Test for statistical differences according to Marketing Budget
Factor Marketing Budget N Median Ave Rank z
Less than 10% 71 4.000 1115 0.93
10% - 20% 50 3.800 103.5 -0.33
Relative 21% - 30% 48 3.800 101.0 -0.64
advantage 31% - 40% 22 4.000 126.2 1.64
41% - 50% 15 3.600 7.7 -1.86
More than 50% 5 3.400 96.6 -0.35
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Table (27): Kruskal-Wallis Test for statistical differences according to Marketing Budget
(Cont.)

missing values 12 P =0.242
Less than 10% 69 4.000 111.6 1.02
10% - 20% 51 4.000 103.3 -0.30
21% - 30% 47 4.000 106.7 0.15
Compatibility 31% - 40% 24 3.667 935 -1.03
41% - 50% 15 4.000 98.2 -0.49
More than 50% 4 3.833 114.4 0.29
missing values 13 P =0.847
Less than 10% 74 4.000 108.3 0.05
10% - 20% 51 4.000 113.5 0.72
21% - 30% 44 4.000 114.5 0.78
Ease of Use 31% - 40% 25 | 3.667 82.7 -2.16
41% - 50% 15 4.000 99.9 -0.52
More than 50% 6 4.167 135.5 1.10
missing values 8 P =0.265
Less than 10% 70 3.000 91.7 -2.18
10% - 20% 52 3.250 105.7 0.17
21% - 30% 45 3.250 106.0 0.19
Trialability 31% - 40% 24 | 3500 120.5 1.39
41% - 50% 12 3.500 136.1 1.87
More than 50% 5 3.250 104.4 0.00
missing values 15 P=0.144
Less than 10% 75 4.000 111.3 0.48
10% - 20% 53 4.000 106.1 -0.32
21% - 30% 47 4.000 109.8 0.16
Observability 31% - 40% 25 | 4.000 1113 0.23
41% - 50% 11 4.000 94.4 -0.77
More than 50% 5 4.000 96.5 -0.43
missing values 7 P =0.959
Less than 10% 72 3.750 106.2 -0.05
Organizational 10% - 20% 52 | 3625 108.8 0.31
culture
21% - 30% 46 3.625 108.9 0.30
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Table (27): Kruskal-Wallis Test for statistical differences according to Marketing Budget
(Cont.)

31% - 40% 21 3.500 99.0 -0.59
41% - 50% 15 3.500 92.9 -0.89
More than 50% 6 3.875 132.2 1.04
missing values 11 P=0.814
Less than 10% 71 3.750 101.3 -1.11
10% - 20% 52 3.750 116.1 1.08
Top 21% - 30% 47 4.000 114.5 0.81
management 31% - 40% 24 3.750 103.7 -0.36
support 41% - 50% 15 3.750 92.8 -0.98
More than 50% 6 4.000 121.8 0.55
missing values 8 P =0.619
Less than 10% 73 3.500 91.6 -2.49
10% - 20% 50 3.750 111.3 0.70
21% - 30% 46 3.750 118.7 1.60
Organizational 31% - 40% 23 | 3.750 1134 0.62
readiness
41% - 50% 13 3.750 100.6 -0.33
More than 50% 6 3.875 122.9 0.69
missing values 12 P=0.199
Less than 10% 73 3.667 97.8 -2.02
ICT 10% - 20% 53 4.000 119.2 1.21
experience 21% - 30% 48 | 4.000 1156 0.69
31% - 40% 25 4.000 121.5 0.96
41% - 50% 14 3.667 102.9 -0.43
More than 50% 6 3.667 1014 -0.34
missing values 4 P =0.380
Less than 10% 75 4.000 107.4 -0.43
10% - 20% 53 4.000 108.6 -0.19
21% - 30% 48 4.000 117.0 0.87
Product type 31% - 40% 24 4.000 106.3 -0.30
41% - 50% 13 4.000 110.6 0.03
More than 50% 6 3.750 111.9 0.08
missing values 4 P =0.975




255
Table (27): Kruskal-Wallis Test for statistical differences according to Marketing Budget
(Cont.)

Less than 10% 72 3.333 98.8 -1.39
10% - 20% 50 3.333 117.6 1.39
21% - 30% 48 3.167 103.3 -0.47
Firm size 31% - 40% 23 | 3333 104.5 -0.21
41% - 50% 14 3.667 125.0 1.13
More than 50% 6 3.333 114.3 0.30

missing values 10 P=0.513
Less than 10% 67 3.333 92.2 -1.81
10% - 20% 50 3.667 110.2 0.98
21% - 30% 47 3.667 102.0 -0.13
Industry sector 31% - 40% 22 3.667 116.4 1.12
41% - 50% 14 3.667 102.4 -0.04
More than 50% 5 3.667 127.6 0.94

missing values 18 P =0.422
Less than 10% 69 2.500 83.8 -3.81
10% - 20% 51 2.750 98.4 -1.14
Government 21% - 30% 49 3.000 122.8 2.05
and vendor 31% - 40% 24 3.625 147.6 3.43
support 41% - 50% 14 3.125 122.7 0.99
More than 50% 6 3.250 119.1 0.49

missing values 10 P =0.000
Competitive Less than 10% 74 | 3333 106.2 -0.05
pressure 10% - 20% 52 3.500 110.4 0.52
21% - 30% 48 3.333 100.4 -0.78
31% - 40% 21 3.667 105.3 -0.10
41% - 50% 12 3.833 121.7 0.88
More than 50% 5 3.333 98.1 -0.31

missing values 11 P=0.911
Less than 10% 74 3.625 100.8 -1.38
Customer 10% - 20% 51 4.000 120.3 1.48
pressure 21% - 30% 48 3.750 103.8 -0.65
31% - 40% 25 4.000 120.5 0.97
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Table (27): Kruskal-Wallis Test for statistical differences according to Marketing Budget
(Cont.)

41% - 50% 13 3.750 104.2 -0.29
More than 50% 6 3.750 117.6 0.34
missing values 6 P=0.511
Less than 10% 70 3.667 95.5 -1.68
10% - 20% 51 3.667 99.6 -0.79
21% - 30% 46 3.667 106.8 0.16
Market scope 31% - 40% 24 4.000 120.9 1.32
41% - 50% 13 4.000 132.0 1.62
More than 50% 6 4.167 142.8 1.52
missing values 13 P=0.124
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Appendix B: Figures

Matrix Plot of E-marketing ; Relative adv; Compatibilit; ...

Market scope avg.

Figure 1: Matrix Plot of Relationships Among the Variables
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Figure 3: Normality Plot of Model 2
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Figure4: Normality Plot of Model 3
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Figure 5: Normality Plot of Model 4
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Probability Plot of Model 5
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Figure 6: Normality Plot of Model 5
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Figure 7: Normality Plot of Model 6
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Probability Plot of Model 7
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Figure 8: Normality Plot of Model 7
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Figure 9: Normality Plot of Model 8
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Probability Plot of Model 9
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Figure 10: Normality Plot of Model 9
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Figure 11: Normality Plot of Model 10
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Figure 12: Normality Plot of Model 11
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Figure 13: Normality Plot of Model Revised 6
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Appendix C: Research Tools

A questionnaire of

"Factors Affecting the Implementation of E-marketing in restaurants
operating in Palestine"

Dear Sir/Madam,

This questionnaire is designed to study the factors affecting the
implementation of E-marketing (Using electronic communication
technology — e.g. Internet, E-mail, Intranet, Extranet and Mobile to
achieve marketing objectives and functions) and its effect on marketing
performance in Small and Medium — Sized Restaurants in Palestine
(SME's). Your restaurant has been selected for this study based on a
random sample.

The study is purely academic and the data you provide will be used
only for scientific research and will help in gaining a better understanding
of the effects of using E-marketing in small and medium restaurants in
Palestine.

The questionnaire should be filled in by the: manager,
marketing/sales manager, general director or by the person(s) who is in
charge of the E-marketing activities within your enterprise.

Of course you are not required to identify yourself or your
restaurant and your response will be kept strictly confidential. Only
members of the research team will have access to the data you give and
the completed questionnaire will not be made available to anyone other
than the research team.

Your kind cooperation in this research is very much appreciated and
the research team sincerely hopes that you will find the study of interest
to you and hopefully to your restaurantlf you want to get a copy of the
abstract of the study, please include your electronic address at the end of
the questionnaire.

Thank you very much for your time and cooperation.

Best regards,

The researcher: Abeer Qashou
An-Najah National University
Abeer_g@yahoo.com

Mobile: 0599312457
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Part 1: General information

% Some of your personal data (Owner/manager’s profile)
1. Gender: O Male O Female
2. What is your age?

[] 20-Less than30 [ 30-Less than 40 [] 40-Less than 50 [ 50-60[] more
than 60

3. The highest educational degree you have achieved:
1 Below high school 1 High school 1 Diploma/certificate
1 Bachelor degree [1 Post-graduate degree

4. Number of years of experience in the restaurant sector:

[1 1- less than 4 years [ 4- less than 7 years [1 7-10 years [] morethan
10years

5. The nature of your work in the restaurant:
1 Restaurant owner (1 Director of marketing / Sales manager
[1 General director [JResponsible for E-marketing activities

s General data about your restaurant.
1. How long your company has been in existence?

[1Less than a year [11- lessthan 3years [ 3- less than 6 years
[16- 10 years [] more than 10 years
2. Governorate where the restaurant resides:
1 Jericho [ Ramallah and Al Bireh  [THebron [1 Jenin [1 Bethlehem
[ SalfitCJTubas OTulkarem(] Qalgilya [JNablus
3. How many employees work in your restaurant?
11-4 15-9 [110-19 [120-50 01 Morethan50

Q4. Approximately, the annual marketing budget of our restaurant as
a percentage of the total company budget is ...%:

[] Less than 10% (1 10% —20% 1 21%— 30% 1 31% — 40%
1 41%— 50% 1 More than 50%
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Part2: E-marketing Implementation
Please put x down options that indicate the status of your restaurant:

No.

ltem

Strongly
disagree

Disagree

Neutral

Agree

Strongly
agree

1.

Our restaurant uses the
internet constantly in
conducting its E-
marketing activities

Our restaurant uses E-
mail service in E-
marketing.

Our restaurant uses
Mobile marketing in
conducting its marketing
activities

Our restaurant has a
website (Personal Page)
on the Internet.

Our restaurant markets
its products using social
media such as:
Facebook, Twitter,
YouTube

Our restaurant uses an
internal Internet network
of its own and is only
available to employees
(Intranet).

Our restaurant provides
exciting opportunities
for customers such as
special promotions on a
personal Web page for
each customer
(Extranet).

Our restaurant markets
its meals and services by
ads appear when you
search for them in
search engines such as:
Google, Yahoo, Bing

Our restaurant markets
its meals and services by
advertising in the
electronic online
business directories such
as: ("shoo bedak men
Falasteen™, Palestine




267
| gate, etc...) websites. | | | | | |
Part3: E-marketinglmplementationFactors
Please put xdown the option, which reflects to what extent the following

motivates you to adopt and implement E-marketing for marketing purposes

No. | Item Strongly | Disagree | Neutral | Agree | Strongly
disagree agree

1. | Using E-marketing
enables us to accomplish
tasks more quickly.

2. Our restaurant has a
clear vision regarding
the use of E-marketing
tools (Internet, email,
smart mobile phones...).
3. | Using E-marketing
makes it easier to do my
job.

4. | Employees in our
restaurant have a good
understanding of how IT
can be used to support
our business.

5. | E-marketing reduces the
restaurant's overall
operating cost.

6. | Using E-marketing fits
well into my work style.
7. | Marketing team in my
restaurant is aware that
the use of E-marketing is
important.

8. | E-marketing is
compatible with the way
we use to accomplish
our work.

9. | We have implementedE-
marketing as a response
to market trends.

10. | Our top management is
willing to take risks
involved in the
implementation of E-
marketing.

11. | I find it easy to use E-
marketing tools and
applications (Internet,
email, smart mobile
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phones..) for conducting
my business.

12.

Dealing with E-
marketing tools
(Internet, email, smart
mobile phones,...)
requires me mental
effort.

13.

My interaction with E-
marketing is clear and
understandable.

14.

The size of our
restaurant did affect our
decision to implement E-
marketing.

15.

The start-up cost for
using E-marketing was
low.

16.

Our restaurant had the
opportunity to try a
number of E-marketing
applications before
making a decision.

17.

Our restaurant's tradition
is being the first to try
out new technologies.

18.

Our restaurant was
allowed by vendors to
use E-marketing on a
trial basis long enough
to see its true
capabilities and
effectiveness.

19.

Looking at the results of
those who use E-
marketing to do business
has encouraged us to use
E-marketing.

20.

Ourrestaurant was
unsure whether doing
business using E-
marketing will generate
the desired returns in
terms of profit.

21.

Using E-marketing
enhances my
effectiveness on my job.

22.

We have sufficient
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financial resources in
our restaurant for
adopting and
implementing E-
marketing.

23.

The management of the
restaurant is ready to
spend on technology
(networks - modern
computers).

24,

One of the factors that
has influenced our
decision of
implementing E-
marketing is our industry
sector.

25.

Using E-marketing
improves the quality of
the work we do.

26.

Our top management is
likely to consider the
implementation of E-
marketing applications
as strategically
important.

27.

Our restaurant has good,
qualified and skilled
marketing staff.

28.

We cannotconductE-
marketing without good
and enough
technological
infrastructures.

29.

E-marketingimproves
visibility to connect with
customers at any time.

30.

We have the technical
skills and resources
necessary for E-
marketing
implementation.

31.

Employees in our
restaurant are computer
literate.

32.

E-marketing shows
improved results over
doing business in the
traditional way.
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33.

Employees in our
restauranthave the
necessary knowledge
and understanding of E-
marketing.

34.

The attitude and
behavior of our staff
goes in line with E-
marketingimplementatio
n

35.

It is easy to our
restaurant to get out
after testing E-
marketing.

36.

The staff at the
restaurant has
knowledge and expertise
of the latest
technological
developments.

37.

E-marketing is
compatible with the
existing values and
mentality of the people
in our society.

38.

One of the factors
influenced our decision
of implementingE-
marketing is the types of
services and meals
offered by our
restaurant.

39.

E-marketing is not
important in the
restaurants sector.

40.

Our services and meals
are suitable for
marketing using E-
marketing.

41.

Learning to use E-
marketing is easy for
me.

42.

The number of
employees at my
restaurant is high
compared to the
restaurant industry in
general.
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43.

The capital of our
restaurant is high
compared with the
restaurants sector in
general.

44,

We have implemented
E-marketing, regardless
of the size of our
restaurant.

45.

We have implemented
E-marketing regardless
of the types of services
and meals offered by
our restaurant.

46.

We have implemented
E-marketing to
differentiate our self
from our competitors.

47.

We have implemented
E-marketingin order not
to lose potential
customers.

48.

E-marketing is not
appropriate for the
sector in which we
operate.

49,

The restaurant's policy
change was necessary to
enable the restaurant to
do business using E-
marketing.

50.

We have
implementedE-
marketing because we
plan to expand the
scope of our work in
Palestine.

51.

We have
implementedE-
marketing because of
incentives offered by
the government for this
area.

52.

There is enough
technical support for E-
marketingoffered by
vendors of technology
services.
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53.

IT services
vendorsencouragethe
implementation of E-
marketing through the
provision of training
courses in this area.

54,

We have
implementedE-
marketing to avoid
losing our market share
to competitors who are
using E-marketing.

55.

Competitive pressure is
the main reason for the
implementation of E-
marketing in our
restaurant.

56.

E-marketing does not fit
with the technological
infrastructure in our
restaurant.

S7.

We have
implementedE-
marketing regardless of
market trends.

58.

We have
implementedE-
marketing to promote
our meals and services
locally.

59.

We haveimplementedE-
marketing, because our
business is more
dependent on
information.

60.

The majority of our
customers are able to
use technology (e-mail,
smart mobile
phones...etc.) and take
advantage of them.

61.

We have
implementedE-
marketing to offer our
services in more than
one place in Palestine.

62.

Our restaurant has
implemented E-




273

marketing regardless of
the possibility of
expansion in Palestine.

63. | There are adequate legal
procedures to provide a
supportive work
environment for E-
marketing.

64. Our customers trust in
E-marketing tools (such
as the Internet, e-mail,
smart mobile phones).

65. | The majority of our
customers were asking
us to implementE-
marketing.

Part 4: The implementation of E-marketing and its impact on performance:-
Please put (x) or (¥') versus options that apply to the current status of your
restaurant

Implementation of E-marketing in our restaurant led to:

No. | Item Strongly | Disagree | Neutral | Agree | Strongly
disagree agree

1. | Increased Return on E-
marketing Investments
(ROI)

2. | Increased Return on
Sales

3. | Increased Net profit

4. | Increased Customer
loyalty

5. | Increased Customer
satisfaction

6. | new customers

7. | Reduction of sales costs

8. | Providing better service
quality

9. | New markets

10. | Increased number of
users (number of
registered user accounts)

If you have any other comments please add them here

Thank you,
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