Chapter 9

e-Marketing adoption in Organizations

Abdel Monim Shaltoni 
Introduction

e-Marketing has created a significant impact on organizations all over the world. It is important to understand not only if e-marketing is adopted by organizations, but also why it is adopted. e-Marketing has been defined in several ways, for example, Reedy & Schullo (2004 p.552) define it as ‘The process of situation analysis, marketing planning, and marketing implementation activities, conducted mostly online, to facilitate electronic commerce’. Another well known definition is the one suggested by  Strauss et al. (2003 p.528)  ‘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’. 

Most of the definitions share the same core which is: e-marketing is marketing that is accomplished or facilitated via electronic technologies; it is based on ideas and practices that improve, and in many cases transform the conduct of marketing functions. However, the ‘e’ part of e-marketing is causing some confusion among researchers and practitioners because of the lack of agreement on what is electronic and what is not. Some consider computerised databases and interactive digital television as technologies that enable e-marketing, while others do not. In order to neutralise the confusion, and in line with the aims of the book, the focus in this chapter will be on Internet applications (e.g. World Wide Web and e-mail). 

[image: image1.jpg]Impact of
eCommerce on
Consumers and

Small Firms.

o Marketing Adoption in Organizations



































