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ABSTRACT 

 

In this study, the researcher integrated two models (technology acceptance model) and IDT in order to 

investigate factors which affect acceptance of electronic marketing among tourism agencies in Abadan City. The 

reason for choosing these models is that they have been used in many studies and have been able to predict 

technology acceptance. Therefore, they are good instruments for investigation of acceptance of e-marketing 

among employees and customers of tourism agencies. In terms of goal, this is an applied study and in terms of 

methodology, it is a descriptive-analytical research. Finally, it is a field study in terms of data gathering. 

Statistical population of the research included all tourism agencies in Abadan City. Sampling method was 

simple random sampling and data were gathered by means of questionnaire in a field survey. Convergent 

validity test and discriminant validity test were used for investigation of measurement model. Smart PLS 

software was used for testing the hypotheses. After testing the hypotheses, three hypotheses were rejected and 8 

hypotheses were supported. 
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INTRODUCTION 

 

For decades, a company's value was measured in terms of its properties, tangible assets, factories ad 

equipment. Now, it is unanimously accepted that the real value of a company lies somewhere beyond, i.e. in 

potential purchasers' minds (Heidarzadeh et al, 2011). Many economists and experts believe that within the past 

few years, a revolution identical to Industrial Revolution has taken place and has put the world into information 

era and many economic, political and social and cultural aspects of life have been influenced deeply. One of the 

dimensions of this change is deep changes which have been created in marketing activities and marketing 

strategies of companies such that a new method called e-marketing has been emerged. The main target of every 

organization, whether a production or a service one-is maintenance of customers. If an organization fails to 

attract customers' satisfaction and loyalty, it will not live for long (Vazifehdoost, Rahnama and Mousavian, 

2014). E-marketing has been used as an innovative marketing method by many businesses across the world 

SMEs play important roles in improving national and global economic indices and use of innovative methods in 

processes and affairs like e-marketing plays an important role in successfulness of these companies. However, 

use of electronic marketing in such countries is faced with many challenges and barriers. Acceptance of e-

marketing has opened up a new arena for competition as a result of many advantages like: globalization of 

commerce, removal of temporal and spatial restrictions, efficiency and speed, considerable reduction in costs, 

improvement of product quality and finding new customers or suppliers. Internet has also influenced many 

export and import barriers and has made many SMEs hopeful. Acceptance of IT, new technologies and internet 

has received a lot of attention by researchers, policy-makers and insiders during the two past decades. E-

marketing is the direct result of use of IT in traditional marketing and has influenced traditional marketing in 

two manners. First, it increases efficiency of functions of traditional marketing. Secondly, e-marketing changes 

many marketing strategies. The results of these changes create values for customers and improve profitability of 

the company. However, e-marketing is still a relatively new concept especially in developing countries which 

have restricted resources and bad infrastructure and competition system. Therefore, having a clear understanding 

of marketing problems and opportunities is necessary for these countries. On the other hand, tourism has been 

developed as a profitable industry for many countries. Necessity for tourism development and use of new 

technologies advantages makes it necessary to investigate relationship between development of IT and 

communications and development of tourism. Therefore, tourism organizations and companies should be 

familiarized with new marketing because as Peter Drucker says: marketing has been ignored in developing 

countries. The main question in this research is: what are factors which influence acceptance of e-marketing in 

travel agencies in Abadan City?  
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THEORETICAL LITERATURE 

 

E-marketing 
The present era is the age of unpredictable and rapid transformations and companies have been confronted 

with unprecedented competitive conditions as a result of removal of markets borders, awareness of customers, 

short products life-cycles and segmentation of markets and rapid changes in customers' purchase models 

(Tavanzadeh and Aligholi, 2014). From another perspective, e-marketing forms when technical infrastructures 

(information databases, appropriate terminals, servers and software…) are provided and establishment of 

relationship with customers takes place via these technologies. This relationship is usually noticed within 

framework of website design. Sten believes that e-marketing forms when marketing mix elements are conducted 

electronically (Stan, 2003). Smith and Chaffee also defined e-marketing as achieving marketing goals via 

application of ITC. This technology includes internet, email, e-books, databases and mobile phones (Smith and 

Chafy, 2001).  

E-commerce and its relationship with e-marketing  

Some commentators and scholars believe that e-marketing is a subset of e-commerce and e-commerce is a 

wider concept. Therefore, we review e-commerce concept in order to help better understand e-marketing 

concept. The main difference between e-commerce and traditional commerce is in the way of data exchanging. 

In traditional commerce, information is traded via face-to-face communications or by telephone and postal 

system. In e-commerce, however, this process is taken place by means of computer networks or other e-

instruments. In other words, e-commerce is: exchanging products and services for money using internet abilities 

(Dehghan, Nabi Allah, 2005).  

 

Research conceptual model  

TAM technology theory and IDT theory acceptance are as follows:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.research conceptual model (Gohary, 2012) 

 

Research hypotheses 
1. Internal factors influence e-marketing acceptance in travel agencies in Abadan City via ease of use. 

2. Internal factors influence e-marketing acceptance in travel agencies in Abadan City. 

3. Internal factors influence e-marketing acceptance in travel agencies in Abadan City via relative advantage. 

4. Internal factors influence e-marketing acceptance in travel agencies in Abadan City via competitiveness. 

5. External factors influence e-marketing acceptance in travel agencies in Abadan City via ease of use. 

6. External factors influence e-marketing acceptance in travel agencies in Abadan City via relative advantage. 

7. External factors influence e-marketing acceptance in travel agencies in Abadan City. 

8. External factors influence e-marketing acceptance in travel agencies in Abadan City via competitiveness. 

 

Statistical population and sample  

The statistical population of the research includes all employees who worked for travel agencies in Abadan 

City. They were 230 people innumber. Considering the restricted number of population members for estimation 

of sample size, we used Krejcie-Morgan Table. Therefore, sample size was about 144 people considering the 

population size.  

Information gathering instrument  

Questionnaire was used for acquisition of required data. Five-point Likert scale was used for measurement 

scale from “completely disagree” to “completely agree”. Questions of the questionnaire were extracted from 
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previous studies. After preparation of the questionnaire, 25 questionnaires were distributed as pretest. 

Cronbach’s alpha was used for investigation of reliability. The results showed that all Cronbach’s coefficients 

for total questionnaire and all variables were above 0.7 (Cronbach’s alpha for all variables and total 

questionnaire has been mentioned in table 2). Moreover, content validity of the questionnaire was verified by 

experts. Therefore, the questionnaire had enough reliability and validity for being distributed among sample 

members.  

 

Table 2. Cronbach’s alpha coefficients 

ro
w

 

variables 
Number of 

questions 

Cronbach’s alpha 

Reliability of dimensions 
Total 

reliability 

1 Internal factors 5 0.72 

0.937 

2 External factors 5 0.91 

3 Perceived ease 4 0.711 

4 Perceived relative advantage 4 0.713 

5 competitiveness 3 0.834 

6 Acceptance of e-marketing 4 0.886 

 

Because it was possible for some questionnaires be incomplete, 160 questionnaires were distributed among 

population members. Finally, 143 complete questionnaires were returned and used for analysis. Demographic 

features of the respondents are mentioned in table 3.  

 

Table 3.demographic information of respondents 

variable dimensions Freq. 
Freq. 

percentage 

gender 
male 24 16.8 

female 118 82.5 

Marital status 
single 104 72.7 

married 39 27.3 

age 

Highs school diploma and below 4 2.8 

Associate’s degree 17 11.9 

Bachelor degree 99 69.2 

Master and above 23 16.1 

education  
 

Below 25 13 9.1 

25-35 103 71.3 

36-45 19 13.3 

More than 45 9 6.3 

 

Data analysis and hypotheses tests 

Structural equations modeling technique was used for data analysis. This is a statistical modeling technique 

and embraces other techniques like multivariate regression, factor analysis and path analysis and its main 

concentration is on latent variables which are defined by measurable indices and observable variables. Structural 

equations model has two sections: measurement model and structural model. Measurement model links a set of 

observable variables to a set of latent variables and in contrast, structural model links latent variables via a set of 

direct and indirect relations. In this research, PLS method was used for testing research conceptual model. It is a 

variance-focused path modeling technique and allows for investigation of theories and indices simultaneously 

(larcker and Fornell, 1981). Contrary to covariance-oriented methods, this method is also applicable to small 

samples and also for cases with non-normal distribution. Data analysis and hypotheses tests were conducted by 

means of smart PLS software. Boot strapping method (with 200 resamples) was used for investigation of 

significance of factor loadings and correlation between paths (Ramayah and Rahbar, 2013).  

 

Measurement model evaluation 

In order to investigate measurement model, convergent validity test and discriminant validity test were 

used (Toe et al, 2015).  

Leong et al (2013) defined convergent validity as “ability of an instrument for producing similar results, in 

spite of use of different methods” (Leong et al, 2013). Three main criteria which are used for measurement of 

convergent validity include:  

1. Factor loadings calculated in model measurement should be greater than 0.5.  

2. Values calculated for composite reliability (CR) for all constructs (latent variables in here) should be 

greater than criterion value 0.7.  

3. Average variance extracted (AVE) should be greater than criterion value 0.5 for research constructs 

(Fornell and Larcker, 1981; Teo et al, 2015).  

The results of calculations for convergent validity criteria have been mentioned din table 4.  
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Table 4.values for external model 

construct Indicator sign Factor loading 
Significance 

number (t) 
AVE 

Composite 

Reliability 

Internal factors 

q1 0.596 4.84 

0.434 0.791 

q2 0.542 4.84 

q3 0.722 10.90 

q4 0.637 8.32 

q5 0.771 12.87 

External factors 

q6 0.683 9.10 

0.543 0.855 

q7 0.826 20.81 

q8 0.766 12.62 

q9 0.748 9.55 

q10 0.648 7.18 

Perceived ease 

q11 0.769 13.02 

0.673 0.891 
q12 0.826 13.17 

q13 0.879 31.85 

q14 0.803 18.39 

Perceived 

advantage 

q15 0.795 15.89 

0.549 0.829 
q16 0.722 10.45 

q17 0.714 10.55 

q18 0.729 13.03 

competitiveness 

q19 0.706 6.70 

0.573 0.859 Q20 0.828 12.80 

Q21 0.732 7.74 

e-commerce 

acceptance 

Q22 0.809 18.10 

0.604 0.801 
Q23 0.793 13.55 

Q24 0.768 11.98 

Q25 0.736 10.58 

 

Results of investigation of convergent validity criteria showed that: 

1. All values calculated for factor loadings of the observable indices are greater than 0.5, therefore the 

instrument has enough convergent validity.  

2. All values calculated for composite reliability (CR) are greater than criterion value 0.7, therefore, the 

instrument has enough convergent validity in terms of this criterion.  

3. Average variance extracted (AVE) is greater than minimal criterion value 0.5 for all research 

variablesexcept for internal factors. Therefore, AVE is appropriate for these variables. However, it is 

smaller than criterion value for internal factors index with a value equal to 0.434. Therefore, internal 

factors construct is to some extent appropriate in terms of AVE. in general, it can be said that the 

instrument has enough convergent validity.  

In general, it can be said that measurement model has enough convergent validity.  

In this study, we used discriminant validity for investigation of reliability in measurement model section. 

Discriminant model is used for cases in which observed indices of each construct (questions of the questionnaire 

related to each research variable) measure only its own constructs (Duarte and Raposo, 2010; Ramayah and 

Rahbar, 2013). To put it more simply, every indicator only measures its own construct and their combination is 

in a way that all constructs are separated well.  

In order to investigate discriminant validity, we used cross loadings table which can be calculated in the output 

of smart PLS software. To this end, we calculated correlation between every indicator and all constructs of other 

models and correlation values are shown only with its own construct and it has the least correlation with other 

constructs. The results of cross loadings have been mentioned in table 5.  

 

Table 5.investigation of convergent reliability via cross loadings 

 
Internal factors External factors 

Brand 

perceived ease 

Perceived 

advantage 
competitiveness 

Acceptance of e-

commerce 

q1 0.596 0.286 0.167 0.257 0.242 0.338 

q2 0.542 0.148 0.172 0.403 0.167 0.306 

q3 0.722 0.342 0.174 0.403 0.219 0.394 

q4 0.637 0.256 0.586 0.408 0.349 0.500 

q5 0.771 0.296 0.378 0.364 0.209 0.428 

q6 0.307 0.683 0.131 0.358 0.151 0.440 

q7 0.404 0.826 0.232 0.431 0.229 0.457 

q8 0.289 0.766 0.203 0.438 0.254 0.463 
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q9 0.221 0.748 0.293 0.315 0.156 0.365 

q10 0.255 0.648 0.261 0.269 0.120 0.282 

q11 0.391 0.195 0.769 0.334 0.338 0.441 

q12 0.278 0.223 0.826 0.317 0.289 0.457 

q13 0.518 0.270 0.879 0.419 0.331 0.524 

q14 0.429 0.281 0.803 0.442 0.270 0.514 

q15 0.428 0.453 0.373 0.795 0.333 0.570 

q16 0.393 0.300 0.337 0.722 0.216 0.500 

q17 0.482 0.263 0.381 0.714 0.409 0.473 

q18 0.379 0.449 0.296 0.729 0.409 0.519 

q19 0.368 0.130 0.337 0.402 0.706 0.336 

Q20 0.252 0.193 0.340 0.417 0.828 0.373 

Q21 0.226 0.260 0.162 0.220 0.732 0.347 

Q22 0.473 0.520 0.381 0.645 0.275 0.809 

Q23 0.511 0.516 0.410 0.611 0.383 0.793 

Q24 0.426 0.318 0.386 0.460 0.330 0.768 

Q25 0.501 0.341 0.661 0.433 0.456 0.736 

 

Investigation of cross loadings table (table 5) indicates acceptability of discriminant model of research. Because 

correlation values of indicators have the maximum correlation only with the construct itself, and have the least 

correlation with other constructs.  

 

Structural section of the model  

Research hypotheses have been formed based upon relationships between latent variables and these 

relations can be stated in structural section of the model. Therefore, in order to investigate research hypotheses, 

we used structural section of the model. Conceptual model tested by means of smart PLS software has been 

indicated in figure 2.  

 
Figure 2.research tested model in smart PLS software 

 

Numbers written on the lies indicate beta coefficients resulted from regression equation among variables 

which are the very path coefficients. Numbers inside each circle indicate determination coefficient (r-squared) 

thepredicting variables of which have entered the circle via an arrow. Determination coefficient determines 

percentage of changes in dependent variable which is explained by predicting variables.  

Table 6 presents standard beta value and also significance numbers for relationships between variables 

which indicate researchhypotheses.  
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Table 6.resultsof investigation of research hypotheses 
Relationships among variables Factor 

loading 

T value result 

Internal factors---perceived ease 0.458 5.739 Hypothesis supported 

Internal factors---perceived advantage 0.435 4.526 Hypothesis supported 

Internal factors---competitiveness 0.326 3.095 Hypothesis supported 

Internal factors---acceptance of e-marketing 0.185 2.239 Hypothesis supported 

external factors---perceived ease 0.113 1.045 rejected 

external factors---perceived advantage 0.325 2.693 Hypothesis supported 

external factors---competitiveness 0.123 0.931 rejected 

external factors---acceptance of e-marketing 0.218 2.392 Hypothesis supported 

Perceived ease----acceptance of e-marketing 0.248 2.958 Hypothesis supported 

Perceived advantage----acceptance of e-marketing 0.322 2.781 Hypothesis supported 

competitiveness----acceptance of e-marketing 0.099 1.240 rejected 

 

In spite of the fact that certainty level is equal to 0.95 for testing the hypotheses, therefore all hypotheses 

which have significance numbers outside the range of -1.96 and +1.96 are acceptable. According to data 

analysis and based on the results presented in table 6, hypotheses related to the influence of internal factors on 

perceived ease, perceived advantage, competitiveness and acceptance of e-banking and also the influence of 

external factors on perceived advantage and acceptance of e-banking is supported and also the influence of 

perceived ease and perceived advantage on acceptance of e-banking was accepted. However, the influence of 

external factors on perceived ease with a significance number equal to T=1.045 and the influence of external 

factors on competitiveness with a significance value equal to T=0.931 and the influence of competitiveness on 

acceptance of e-marketingwith a significance value equal to T=1.240 are rejected because their significance 

numbers are outside +-1.96. Therefore, the hypothesis related to these variables is rejected.  

 

RESEARCH RESULTS 

 

It should be mentioned that we used primary technology acceptance model. Venkatesh andDavis (2000) 

improved this model and added TAM model variables to introduce secondary model. Moreover, technology 

acceptance model has been mainly used in USA and it has been rarely used in other industrial countries like 

Switzerland and japan and developing countries. This model is purely based on complete rational analysis. For 

being used in eastern countries, it requires some amendments and in Iransome attempts have been made to this 

end and technology acceptance models have been presented and validated for Iranian conditions. Therefore, 

since secondary technology acceptance models and also the presented model contains more advanced variables 

than primary TAM, more studies are proposed to be conducted with theoretical framework of these new models 

such that the influence of new variables of these models are specified. It is possible that these new variables 

which have been contained in new models have more impacts on acceptance of technology than previous 

variables. 
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