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Impacts of technological, organizational, and external contexts on Internet marketing adoption: An empirical examination

· Abstract 

The opportunities offered by the Internet enhance the expectations that most organizations will have high levels of involvement in it, but this is not occurring. Businesses embrace Internet marketing to varying degrees. This study, drawing upon research in innovation theory, examines the organizational adoption of Internet marketing from a technological innovation perspective. Seven hypotheses were examined to explore the relationships between organizational, external, and technological factors on the one hand and Internet marketing adoption on the other hand. All the hypotheses were supported with the exception of that related to perceived complexity. It was also found that technological contexts factors (e.g. perceived relative advantage and compatibility) play a major role in explaining why organizations vary in Internet marketing adoption.  
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