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Abstract 
 

Studying the impact of market orientation on business performance has been a popular 

research topic in recent years. However, there seems to be lack of empirical studies that 

measure market orientation in e-commerce environment.  

This paper reports the study on “the impact of market orientation on business 

performance and website adoption in Iranian SMEs”. According to previous studies 

market orientation is the prerequisite for a successful business operation, but actually 

there is not enough evidence in supporting the idea in Iranian context and especially 

about the impact of being market oriented on the perception of managers toward having 

website. To test this assertion, this study looks into the nature of the correlation between 

market orientation, company performance and website adoption using 117 website 

adopters and 102 non-website adopters as sample data from Iranian SMEs. Narver and 

Slater’s scale (MKTOR) for market orientation, Weerakoon’s Multi-Model Performance 

Framework (MMPF) for business performance and Technology Acceptance Model 

(TAM) for website adoption are tested and used. Confirmatory factor analysis was used 

to validate the measures of market orientation, business performance and website 

adoption. Regression analysis was performed to determine whether market orientation is 

associated with firm’s performance and website adoption, using Partial Least Square 

(PLS) Technique. Our findings suggest that market orientation and business performance 

are correlated to each other in both sample groups, Iranian SMEs with higher level of 

market orientation are more willing to use website as a business tool in comparison with 

firms with lower level of market orientation. In website adopters, behavioral intention, 

perceived usefulness and perceived ease of use has positive direct effect on website 

adoption, although perceived usefulness plays most important role. Among non-website 

adopters, behavioral intention, perceived usefulness and perceived ease of use don’t have 

any positive impact on website adoption! 

Managers of both sample groups have positive attitude toward having website 

while this attitude is greater among website adopters than non-website adopters. 

Although, website adopters find having website would enhance their job performance and 

effectiveness, non-website adopters believe website is not so helpful in their jobs.  
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Finally, the implication of the result to both researchers and practitioners has been 

discussed; limitations and suggestions for further research have been proposed. 

 

Key words:  Marketing, Internet marketing, Market orientation, Business Performance, 

Website Adoption, innovation, Small and Medium-Sized Enterprises.  
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Chapter 1 

Introduction 
 

1. Introduction 
 

This chapter presents a brief background of the thesis, it gives the definition of 

market orientation, business performance, website adoption, Small and Medium Sized 

Enterprises (SMEs).  The importance of market orientation for SMEs has been discussed 

and the research problems and research objectives have been defined. Finally, the 

disposition of the thesis has been delivered.  

 

1.1 Background 
 

The prevalent business environment is highly competitive and is characterized by 

such norms as the globalization and deregulation of markets, aggressive competition and 

ever-rising expectations of customers. To compete and survive in the severely 
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competitive global marketplace, firms have to pay more attention to the needs of 

customers. They must constantly innovate in every aspect of their business including the 

new technology adoption i.e. website and also continuous improvement of their products 

and services to guarantee their positive performance. Therefore they need a strategy that 

align the organization with the stakeholders, and a management system that facilitates the 

continuous improvement of every aspect of their operation. 

According to Walker, 2001, until the mid-1950s, the traditional view of marketing 

held that the key to profitability was greater sales volume and therefore it was marketing 

responsibility to sell whatever the factory could produce (Webster, 1988). Marketing 

methods were oriented toward a short-term, tactical process of personal selling, 

advertising, and sales promotion (Webster, 1988). 

In the mid-1950s, as postwar condition of scarcity were replaced by an abundance 

of products competing for the support of increasingly rich consumers, the "marketing 

concept" evolved. The short-term, tactical sales approach to marketing was replaced by a 

long-term strategic orientation (Webster, 1988) that encouraged businesses to look at 

basic consumer needs rather than at transient products (McGee and Spiro, 1988). The 

marketing concept was considered to be a philosophy for conducting business. The term 

"market orientation" refers to the implementation of a marketing concept (McCarthy and 

Perreault, 1984).  

 
Table1.1: The Evolution of Marketing Thought (Webster, 1988) 

 

Nowadays, many firms are changing their business operations from a product 

oriented approach to market oriented approach. The market orientation approach requires 

that customer satisfaction be put at the very heart of business operations.  

Market 
Orientation 

Product 
Orientation 

Sales 
Orientation 
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Market orientation of companies in both manufacturing and service industries has 

attracted a significant amount of academic and practitioner interest in the current 

marketing literature. This is no coincidence because the approach represents the 

implementation of marketing concept and characterizes a firm’s tendency to deliver 

superior value to its customers on a continuous basis. 

The marketing concept was formally introduced in the writing of Mckitterick 

(1957), Felton (1957), and Keith (1960). These authors defined the marketing concept as 

a corporate state of mind that insist on the integration and coordination of all the 

marketing functions that in turn, are melded with all other corporate functions, for the 

purpose of producing maximum range of corporate profits. McNamara (1972) regarded 

the marketing concept as a business philosophy, an ideal, or policy statement. Houston 

(1986) defined the concept as a willingness to recognize and understand consumers’ 

needs and wants, and a willingness to adjust any of the marketing mix elements, 

including product, to satisfy those needs and wants. In sum, the marketing concept 

defines a distinct organizational culture that put the customer in the center of the firm’s 

thinking about strategy and operations. Meanwhile, the concept has also been viewed as a 

philosophy of doing business or a culture that permeates every aspect of an 

organization’s operation.  

 

1.2 Market Orientation 
 

1.2.1 Definition of Market Orientation in Brief 
 

The term “market orientation” refers to the degree a firm implements marketing 

concept (McCarthy and Perrault, 1984). In spite of the fact that the marketing concept has 

been all but canonized in the literature, very little has been done in terms of developing a 

clear definition, creating a valid measurement, and empirically testing the concept.  Only 

recently scientific research has begun in this area. Although different definitions of 

market orientation are available, this study is based on definition of Narver and Slater 

(1990). 
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Narver and Slater (1990) have hypothesized market orientation as one dimension 

construct, consisting of three behavioral components- customer orientation, competitor 

orientation and interfunctional coordination- and two decision criteria- a long term focus 

and profit objective. They define market orientation in term of culture and related it to 

fundamental characteristics of the organization as: 

“… the organization culture that most effectively creates the necessary behaviors for 

creation of superior value for buyers and thus continues superior performance for the 

business.” 

Deshpande and Webster (1989) and Narver and Slater (1990) define a market 

orientation as not only a strategy, but an organizational culture and climate that most 

effectively encourages the behaviors that are necessary for the creation of superior value 

for customers. 

 

1.2.2 Importance of Market Orientation  

The importance of the marketing concept as a central part of marketing principles 

and management has been discussed by many authors for decades (Felton, 1957; 

Houston, 1986; Levitt, 1975). The marketing concept is essentially a business orientation 

(McNamara, 1972). Kotler and Clark (1987) view the marketing concept as a central 

activity of modern organizations. To survive and succeed, organizations must know their 

markets, attract sufficient resources, convert these resources to appropriate products, 

services, ideas and effectively distribute them to the consuming public. 

Market orientation is heavily influenced by the marketing concept and is the 

cornerstone of the marketing management and marketing strategy paradigms (Hunt, 

2000). The Marketing Science Institute has recognized the importance of market 

orientation for many years, and today it remains a research priority. Over time, scholars 

have acknowledged that market orientation research has significantly influenced the 

development of marketing knowledge (Day, 1994; Kohli & Jaworski, 1990). 
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Clearly, findings from studies on the consequences of a market oriented stance are 

important since they can provide managers with the knowledge associated with factors 

required for developing market-oriented culture. 

In general, there is overwhelming support to suggest that being market oriented is 

beneficial for organizations, and that is in the interest of companies seeking to become 

and remain competitive to increase their levels of market orientation. As Jaworski and 

Kohli (1993) state, “managers should strive to improve the market orientation of their 

business in their efforts to attain higher business performance.” 

 

1.3 Market Orientation and Business Performance 
 

Since the inception of marketing concept in the early 1990s, the linkage between 

market orientation and business performance has been well established in the literature. 

Regarding the associative relationship between market orientation and business 

performance, there are two opposite side of views. 

The positive side includes scholars like Keith (1960), Levitt (1975), Kotler 

(1991), Peters and Waterman (1982), Rogers (1985), and Day (1990), all of whom 

believe that market orientation is the key to successful business performance. 

A number of authors, on the other hand, have questioned the link between market 

orientation and business performance. For example, Kaldor (1971) suggested that the 

marketing concept is an inadequate prescription of marketing strategy because it virtually 

ignores a vital input of marketing strategy- the creative abilities of the firm. Kaldor noted 

that customers do not always know what is needed. An extreme example is the medical 

doctor-patient relationship, where the patient can not specify the treatment. It is the 

doctor who assesses the specific needs of the patient (Tse et al., 2003). Furthermore, 

critics such as Gerken (1990) pointed out that it is unrealistic to be market oriented 

because firms are no longer able to keep up with erratic and constantly changing demand 

and market developments. 

Bennett and Cooper (1979) also suggested that few, if any, of the really 

significant product innovations that have been placed on the market to date were 



 14

developed because the inventor sensed that the latent pool of need tend to be satisfied. In 

fact, customers are not necessarily a good source of information about their needs. Also, 

the ability of customers to verbalize what they need is limited by their knowledge, and 

that when they suggest modifications, they take into account the limits of technology. 

Consequently, a market oriented firm may be preoccupied with line extension and 

product proliferation. As Tauber (1974) commented, the measurement of consumer need 

as well as of purchase interest may be valid for screening continuous innovations, but 

consumers may not recognize or admit they need products that are unusual. Hence, 

marketers sometimes need to anticipate the future needs and wants of consumers to be 

successful. In fact, Bennett and Cooper (1979) and Hayes and Abernathy (1980) argued 

that market orientation induces businesses into being interested in short-term and 

intermediate customer needs, which can be detrimental to innovation and long-term 

success of a company (Tse et al., 2003). 

 

1.4 Market Orientation and Website Adoption 
 

The Internet has received a high level of attention by academics, business 

practitioners, government and media commentators in recent years. Indeed, the Internet 

has achieved very rapid diffusion throughout many sectors of our society. With the 

inception of World Wide Web, commercial applications of the internet in marketing are 

enormous. The internet represents an extremely efficient medium for accessing, 

organizing, and communicating information (Hamill, 1997). Firms can give access to a 

variety of information sources through the internet such as online newspapers and 

journals, country and industry market research reports, trade list of suppliers, agents, 

distributors and government contacts in a large number of countries, as well as access to 

online market surveys (Peterson et al., 1997). Producers and users can interact directly 

through the Internet, and that the role of intermediaries is mainly the collection, collation, 

interpretation and distribution of information (Liang et al., 2004; Quelch and Klein, 

1996). Compared to other means of communication such as post, telephone and fax, the 

Internet provides a flexible, reliable, and low-cost method of communication, especially 

with distance markets (Poon and Jevons, 1997). This helps facilitate the process of 
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building and maintaining effective relationship with foreign customers, distributors and 

suppliers. Therefore, having presence on the Internet can create a competitive advantage 

even though sustainable competitive advantage can not be solely derived from access to 

or having a website on the Internet (Samiee, 1998). Consequently, most firms in 

advanced economies, whether large or small, multinational or domestic, are establishing 

their presence on the Internet (Duffy and Dale, 2002). However this phenomenon is not 

the same in the developing world like Iran. Many firms in transitional markets have not 

adopted the Internet for their business activities. For example a survey of firms in 

Vietnam, a transitional market, shows that less than 50% of firms have access to the 

Internet and 90% of managers have no idea about e-commerce (Trieu, 2002). There is 

extant literature on IT adoption in general, and on the Internet adoption in particular ( 

Davis, 1989; Dholakia and Kshetri, 2004; Karakaya and Khalil, 2004; Lucas and Spitler, 

1999). However, most studies on Internet adoption have been conducted in advanced 

economies (Sorensen and Buatsi, 2002). Market orientation facilitates organization 

innovativeness (Han et al., 1998; Jaworski and Kohli, 1993). This means that market 

oriented firms are more likely to search for innovations including the Internet. 

Consequently, market oriented firms are more likely to organize the Internet as a useful 

tool to collect information about markets and competition and are more likely to adopt 

website.  

 

1.5 Definition of Small and Medium-sized Enterprises (SMEs) 
 

There is no general definition for Small and Medium-sized Enterprises. In fact, 

different organizations use different definitions according to the enormous variety of 

criteria such as profits, invested capital, balance sheet total, earnings, total capital, 

production and sales volume, number of employees and turnover.  In the following, two 

of the most popular definitions of SMEs have been mentioned. According to The 

European Parliament (Europaparlamentet, 2000), SMEs are businesses with up to 250 

employees, net fixed assets of less than 75 million Euros, and no more than one third of 

their capital in the hands of a larger company. Small and medium-sized enterprises are 

defined by the European Commission as independent enterprises that have fewer than 
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250 employees, and an annual turnover not exceeding 40 million Euros or a balance-sheet 

total not exceeding 27 million Euros and minimum of 75% of company assets owned by 

company management. (Ghamatrasa, 2006) 

SMEs are estimated to account for 80 percent of global economic growth. Small 

and medium-sized enterprises are important to the economies of all countries. In fact they 

contribute to economic growth, social cohesion and employment as well as regional and 

local development (Scupola ,2002) .According to the Ballantine et al. (1998) 11% of 

small and medium-sized enterprises created within one year and 80% of all new small 

businesses created within five years fail. SMEs “ have little ability to influence market 

price by altering output; they have small market  price and market shares and are unable 

to erect barriers to entry to their industry, they can not easily raise prices and tend to be 

heavily dependent on a small number of customers.” (Ballantine et al., 1998; cited by 

Scupola, 2002).According to the UNIDO, 2003 SMEs have important role in the 

generation of employment and poverty alleviation. They also have important effect on 

absorbing redundant manpower as a consequence of privatization activities carried out by 

governments. SME development promote democracy and a civil society, it stimulates 

entrepreneurs to participate in the economic, political and social system of the country. In 

fact SMEs have their own characteristics which distinguish them from big companies. 

For example one of the most important characteristics of SMEs is flexibility. Research 

has found that small firms are perceived of as being significantly more flexible than large 

firms. These characteristics make SMEs more flexible to environmental changes. Also 

there are shorter communication lines between the enterprise and its customers, so SMEs 

can react in a quicker and more flexible way to customers’ enquiries. Welsh and White 

(1981), in a comparison of SMEs with their larger counterparts found that SMEs suffered 

from a lack of trained staff and had a short-range management perspective. They termed 

these traits 'resource poverty’. 

According to Becherer et al., 2001, SMEs tend to have a small management team 

(often one or two individuals), and there is great potential for the CEO’s vision to be 

reflected strongly in the organizational characteristics and operations (Becherer and 

Maurer, 1997). Much as an entrepreneurial firm is the expression of the founder’s vision 

and philosophy, so, the continued operation of small and medium-sized firms reflects the 
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priorities and marketplace perspective of the company’s CEO, and they have little control 

over their environment (Hill and Stewart, 2000).  Commissions of the European 

Communities (2001, p. 5) mentions different reasons for focusing on SMEs: 99% of 

enterprises in EU are SMEs. Most EU Member States make up over 99% of enterprises. 

SMEs generate a substantial share of GDP and ideas. In order to select proper criteria for 

definition of SMEs in Iran, it is necessary to mention that the “medium-sized firm” does 

not exist according to the law in Iran; therefore, it is impossible to find any published 

official information or any agreed upon definition for medium-sized enterprises. 

Approximately 96% of enterprises in Iran are SMEs. Since 1955, when the first 

‘Economic Development Plan’ was launched in Iran, industries were divided into two 

groups: ‘the artisan firms’ and ‘the large industries’. While artisan firms were private, the 

large industries belonged to the government and were defined according to the Economic 

Development Plans as enterprises with more than 500 employees. (Ghanatabadi, 2005) 

With respect to the lack of published information about the small and medium-

sized firms and the problems of accessibility to the correct data, the criterion in this study 

has been limited to the number of employees. Meanwhile, regarding lack of explicit 

definition for medium-sized industries in Iran, and consistent with European parliament 

definition, maximum 250 employees was defined as the upper limit for medium-sized 

firms in this research.  

 

1.6 Research Problem 
 

Approximately 96% of enterprises in Iran are SMEs. According to the study 

which was conducted by United Nations in Islamic republic of Iran (2003) SME sector 

has tremendous scope for growth and a great potential for generating new jobs in this 

country. The economy of Iran is to a very large extent determined by large public and 

quasi-public enterprises. In fact these enterprises control up to around 80% of the 

economy. Even though the great majority of the businesses in Iran belong to the category 

of small and medium sized enterprises but there is a great dependency to the large 

enterprises. It is obvious that strengthening the SME sector of Iran is very important for 
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strengthening the economy by making it less dependent on oil and gas exports (UNIDO, 

2003). 

Although the body of research related to market orientation is flourishing, most of 

the past studies on market orientation appear to be either on service firms or cross 

industry in developed countries like U.S, U.K, and Australia. Virtually no study has 

attempted to validate the market orientation model and its impact on business 

performance in Iranian context.  

While marketing and market orientation are well developed in terms of their 

definitions (Kotler, 1991), measurements (Kohli and Jaworski, 1990; Narver and Slater, 

1990), and empirical tests of the concepts (Jaworski and Kohli, 1993; Slater and Narver, 

1994), few comparative studies about the role of IT innovation (website adoption) have 

been conducted in this regard. 

 

1.7 Research Objective 
 

This study intends to contribute to the existing literature on market orientation, 

business performance and IT adoption in number of ways: firstly, the characteristics of 

underlying factors of market orientation in Iranian SMEs will be examined; secondly, 

from a theoretical viewpoint, the degree to which market orientation factors related to 

business performance will be considered and finally the perception of managers in market 

oriented firms toward website adoption is being tested.  

The above discussion leads us to identify the following research questions: 

• What is the effect of market orientation on performance? Is there any relationship 

between market orientation and business performance among Iranian SMEs? 

• Is there any relationship between the level of market orientation and adopting 

website as a powerful business tool? In Iranian SMEs are market oriented firms 

more concern about having website?  
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1.8 Disposition of the Thesis 
 

This thesis is composed of five chapters.  

Chapter One: This chapter presents a brief background, and then defines market 

orientation, business performance, website adoption, small and medium enterprises 

(SMEs), also mentions importance of being market oriented for firms. Then the research 

problem and research purpose are presented.  

Chapter Two: Chapter two consists of literature review and frame of references. 

This chapter reviews selective literature on market orientation, business performance and 

IT adoption for enterprises and the theories of Market orientation (MARKOR and 

MKTOR), business performance and adoption behavior of IT, namely the TRA, TPB, 

and TAM will be presented. The second part of chapter two is research frame work. In 

this section original variables will be explained. Finally, Hypotheses within the research 

framework are explicated. 

Chapter Three: Chapter three determines the type of research. Then it explains 

the measurement of constructs, pilot test, sampling and data collection method and at last 

refinement and validation of the scale items. 

Chapter four: Demographics and descriptive statistics, constructs reliability and 

validity assessment and then results of hypotheses tests are delivered in this chapter.  

Chapter five: Chapter five, the concluding chapter, presents a discussion of the 

theoretical and practical implication of findings. A summary of the contribution of this 

study, its limitations, suggestions, future research and conclusion are presented. 
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Chapter 2 

Literature Review 
 

2. Literature Review 
          

In this section the literature review related to this thesis is delivered. First, it 

reviews different definitions and scales for market orientation and firm performance, and 

then information technology adoption literature and factors relevant for internet 

adoption will be mentioned. It also aims to give a basic knowledge of technology 

adoption models including TRA (Fishbein and Ajzen, 1975), TPB (Ajzen, 1991) and TAM 

(Davis, 1989). Finally, the hypotheses and research frame work will be discussed. 

 

2.1 Market Orientation 
 

The customers of today expect a higher level of product/service quality than ever 

before because they have more choices and possess better knowledge about the 
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product/service offerings. The challenge for any business in seeking to remain 

competitive is to determine what it customers want, which is the philosophy behind 

marketing. The marketing concept suggests that the long-term purpose of a firm is to 

satisfy customer needs for the purpose of maximizing corporate profits (Kohli and 

Jaworski, 1990). This requires that firms take a proactive attitude to doing business and 

be responsive to customer needs and market changes. It is believed that firms that are 

better equipped to respond to market requirements and to anticipate changing conditions 

will enjoy long-run competitive advantage and superior profitability (Day, 1994). 

A firm must be market oriented to gain long-term competitiveness, and the 

actions of market oriented firms must be consistent with the marketing concept: placing 

customers at the very heart of business operations. With increasing competitive pressure 

to be responsive to the needs of customers, the term market orientation has gained 

importance and popularity among business practitioners and researchers, eventually 

becoming the cornerstone of the marketing concept. 

 

2.1.1 Market Orientation Definitions 
 

As mentioned in chapter one, different authors have developed different market 

orientation definitions and scales. Some market orientation definitions are based on a set 

of marketing activities (Deng & Dart, 1994; Jaworski & Kohli 1993; Narver & Slater, 

1990), whereas others are based on organizational strategy (Ruekert, 1992).  

• First, Narver & Slater (1990), have hypothesized market orientation as one 

dimension construct consisting of three behavioral components:  

1. Customer orientation which includes the active encouragement of 

customer comments and complains, and after-sale service emphasis, 

regular evaluation of ways to create superior products/value and the 

regular measurement of customer satisfaction levels. 

2. Competitor orientation which consists of the regular monitoring of 

competitor activity, the collection and use of market information on 

competitors to develop marketing plans and using the sales force to 

monitor and report competitor activity. 
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3. Interfunctional coordination which relates to how well marketing 

information is shared between departments, the involvement of all 

departments in the preparation of business plans and strategies, the 

integration of the activities between departments, the interaction of 

marketing personnel with other departments and regular inter-

departmental meetings to discus market trends, developments and 

customer needs. 

And two decision criteria- a long term focus and profit objective. They define 

market orientation in term of culture and related it to fundamental characteristics 

of the organization as “the organization culture that most effectively creates the 

necessary behaviors for the creation of superior value for buyers and thus 

continuous superior performance for the business.” 

• On the other hand, Kohli and Jaworski (1990) have conceptualized the market 

orientation scale as a combination of three components:  

1. Information generation which means organization wide generation of 

market intelligence. 

2. Information dissemination which include dissemination of intelligence 

across departments. 

3. Responsiveness which consist of organization wide responsiveness to 

intelligence. 

They have further bifurcated responsiveness into two sets of activities: response 

design and response implementation. They defined market orientation in terms of 

organizational behavior as “organization-wide generation of market intelligence 

pertaining to current and future customer needs, dissemination of the intelligence 

across departments, and organization-wide responsiveness to this intelligence.” 

• Ruekert (1992) define market orientation similarly but adds an explicit focus on 

strategic planning by business units. 

• Deng and Dart (1994) have conceptualized the market orientation construct as a 

combination of four factors that are very similar to Narver and Slater’s construct. 

These components are customer orientation, competitor orientation, 

interfunctional coordination and profit organization. 
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• Deshpande and Farley (1998) offered a conceptualization that includes both 

perspectives and emphasized a behavioral approach that defined market 

orientation as the set of cross functional processes and activities directed at 

creating superior value for customers through continuous need assessments.  

• Mavondo and Farrell (2000) noted that the cultural and behavioral approaches 

share the notion that the consumer is central in the manifestation of market 

orientation and stakeholders shape the needs and expectation of consumers. 

 

Although different definitions of market orientation are available, most of the 

studies are based on definition of Narver and Slater (1990) and Kohli and Jaworski 

(1990). There are obvious similarities between these two definitions. First, both focus on 

the central role of the customer in the manifestation of market orientation. Second, both 

entail an external orientation. Third, both recognize the importance of being responsive to 

customers at an organization level. Finally, there is recognition that interest of other 

stakeholders and/or other forces shape the needs and expectations of customers. 

However, these similarities must be contrasted with the differences. First Kohli 

and Jaworski (1990) emphasis ongoing behavior and activities that underlie the 

generation and dissemination of the market intelligence and the associated response of 

the organization within the firm. In contrast, Narver and Slater –while they consider these 

behavioral elements- include the cultural perspective. Second, generating information can 

be considered a sine qua non for competitor orientation and customer orientation, but it is 

not an orientation per se. Third, a case can be made that Narver and Slater – by 

positioning market orientation as organizational culture that effectively and efficiently 

creates behaviors…- raise it to the level of strategy while Kohli and Jaworski position it 

at operational or tactical levels.  

 

2.2.2 Market Orientation Scales 

Two of the most extensively used measures of market orientation are the 

“MARKOR” scale developed by Kohli and Jaworski (1990), and the “MKTOR” scale 

developed by Narver and Slater (1990) (Ngai and Ellis, 1998).  
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Researches indicate that although both scales are theoretically consistent in 

general, MKTOR outperforms MARKOR for explaining variance in business 

performance (Oczkowski and Farrell, 1998). Conceptual and statistical factors may 

explain a stronger relationship between market orientation and business performance 

when MKTOR rather than MARKOR is used. First, MKTOR has a more direct link to 

business performance than MARKOR, because it fully captures the notion of providing 

customer value and superior business performance (Narver and Slater, 1990; Oczkowski 

and Farrell, 1998). Second, MARKOR only deals with information generation, 

information dissemination, and responsiveness to customer needs without considering 

other external forces (i.e. competitors); hence undermining the relationship with 

performance. Third, when referring to the attenuated effect size, MARKOR has a lower 

reliability compared to MKTOR. This lower reliability may underestimate the true 

relationship between market orientation and business performance (Oczkowski and 

Farrell, 1998).  This study intends to use MKTOR scale as well as definition of market 

orientation developed by Narver and Slater (1990). The questionnaire for this part of 

research is available in appendix 1. 

 

2.2 Business Performance 

 
In the past decade, a steadily stream of research has focused on the impact of 

market orientation upon firm performance. A summary of past empirical studies on 

relationship between market orientation and business performance is presented in Table 

2.1. As revealed by table 2.1, studies using samples of US companies (Jaworski and 

Kohli, 1993; Kumar et al., 1998; Narver and Slater, 1990; Pelham, 1997; Pelham and 

Wilson, 1996; Raju et al., 1995; Ruekert, 1992; Slater and Narver, 1994; Van Egeren and 

O’Connor, 1998) found undeniable support for a positive association between Market 

orientation and performance. Performance measures used in these studies ranged from 

objective measures which involves financial or market based measures such as capacity 

utilization, profitability, and market share and also subjective performance, which 

involves customer and employee based measures such as service quality, customer 

satisfaction and retention, and employees' satisfaction. However, mixed findings were 
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found in non-US studies. For example, Deng and Dart (1994) in a study on 248 Canadian 

companies reported a positive link between market orientation and performance, but a 

U.K. study Diamantopoulos and Hart (1993) identified only a weak association, and 

Bhuian’s study (1997) involving Saudi Arabian banks found no relationship between the 

two variables. 

Given the inconsistency of findings among the non-U.S. studies, there is a need to 

assess the hypothesized relationship between market orientation and business 

performance in other, particularly non-U.S. business environment. 

To measure performance it was thought impractical to expect busy managers to 

collect actual performance data, even if they were agreeable to divulging such 

information. Obtaining such data from documentary sources, such as trade and other 

publications was not seemed to be a viable alternative. Dess and Robinson (1984) who 

looks at the accuracy of such data hold that it is also of minimal use in explaining 

variation in performance between firms and recommended that researchers consider using 

subjective perceptual measures of organization performance (Pitt et al., 1996). Pearce et 

al. (1987) shows that subjective evaluations are a reliable means of measuring 

performance. 

Emerging management paradigms such as marketing is emphasizing a stakeholder 

perspective (Atkinson et al., 1997). To evaluate the performance impact of such 

paradigms, and to consider the interest of multiple stakeholder groups, business 

performance was defined for this study with the domain barrowed from the multi-model 

performance framework (MMPF) of Weerakoon (1996). The MMPF model consist of 

four dimensions including employee motivation, market performance, productivity 

performance and societal impact, and covers the satisfaction of stakeholders such as 

customers, investors, employees, suppliers and society. Following Dess and Robinson 

(1984), measures were used to tap the performance level of the study targets in the past 

three years. 

Perceptual measures on a five-point scale were used to evaluate market 

orientation and business performance. The perceptual measures were in the form of 

attitude statements, with 1=strongly disagree, 2=disagree, 3=neutral, 4=agree and 

5=strongly agree. 
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Measures Author(s) Sample 

Market Orientation Performance 

Conclusion 

Narver& Slater, 
1990 

113 SBUs of one 
US corporation 

3components:customer 
orientation, competitor 
orientation and 
Interfunctional coordination 

Subjective and relative: ROA, 
growth sales, NP success 

Positive relation MO-BP 

Ruekert, 1992 5 SBUs of one 
US corporation 

3 components: Use of 
information, Development of 
MO strategy, Implementation 
of MO strategy 

Objective: growth sales and 
profitability 

Positive relation MO-BP 

Kohli & 
Jaworski, 1993 

2 samples: 222 
SBUs from 102 
companies, and 
230 companies, 
US 

3 components: intelligence 
generation, Intelligence 
dissemination and 
Responsiveness 

Subjective and relative overall 
performance 
 
Objective: market share 

Positive relation MO- 
subjective BP 
Not significant relation MO-
objective BP 

Kohli, Jaworski 
and Kumar, 1993 

2 samples: 229 
SBUs, and 230 
companies, US 

MARKOR scale, 3 
components: intelligence 
generation, Intelligence 
dissemination and 
Responsiveness 

Subjective multiple items 
performance measure 
 

Positive relation MO-BP 
 

Deshpande et al 
(1993) 
 

50 “Quadra’s” 
from public firms 
and their 
customers 

Personal interview and 
literature review 

Overall performance Positive relationship between 
MO and overall performance 
based on 
customers’ assessments and 
negative relationship between 
MO and business 
performance based on 
managers’ assessments 

Diamantopoulos 87 manufacturing Kohli & Jaworski (1993) Subjective and relative Mixed results about MO-BP 
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& hart, 1993 firms-UK measures: sales growth relation 

Slater & Narver, 
1994 

81 SBUs and 36 
SBUs of two US 
firms 

Narver & Slater (1990) Subjective measures: ROA, 
sales growth, and NP success 

Positive relation MO-BP 

Deng & Dart, 
1994 

248 firms, 
Canada 

Narver & Slater (1990) and 
profit emphasis 

11 subjective performance 
measures (1 about NP 
success) 

Positive relation MO-BP 

Deshpande, 
Farely & 
Webster,1994 

50 firms, Japan Consumer Orientation Subjective measures: 
profitability, market share, 
growth rate and size 

Positive relation customer 
orientation-BP 

Raju et al. 
(1995) 
 

176 hospitals, 
USA 
 

Jaworski and Kohli (1993) 
 
 

Financial performance, 
market/product development, 
internal quality 

Positive relation MO-BP 
 
 

Au and Tse 
(1995) 
 

148 New 
Zealand hotels  
and 41 Hong 
Kong hotels 

Kotler (1997) 
 
 

Occupancy rate Non-Significant relationship 

Atuahene- 
Gima (1995) 

275 firms, 
Australia 

Ruekert (1992) New product, market 
performance, project 
performance, occupancy rate 

Positive relation MO-BP 
 

Van Bruggen & 
Smidts, 1995 

82 managers of a 
single firm 
Holland 

Kohli & Jaworski (1993) Subjective measures: absolute 
and relative overall 
performance 

Positive relation MO-BP 

Greenley, 1995 240 firms, UK Narver & Slater (1990) Subjective BP measures: ROI, 
sales growth, and NP success 

Positive relation MO-BP 

Lambin, 1996 34 insurance 
firms, Belgium 

Scale with nine components Objective BP measures Positive relation MO-BP 

Fritz, 1996 144 firms, 
Germany 

3 items: selling and customer 
oriented corporate 
philosophy, and customer 

Subjective BP measures: long 
term profitability 

Positive relation MO-BP 
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satisfaction importance in 
goals 

Pitt, Caruana & 
Berthon, 1996 

161 service firms 
UK 
193 firms in 
Malta 

Kohli, Jaworski (1993) Subjective performance 
measures: overall 
performance and relative, 
sales growth 

Positive relation MO-BP in 
both samples 

Selnes, Jaworski 
& Kohli, 1996 

102 firms, 222 
SBUs US, 70 
firms, 237 SBUs 
Scandinavia 

Kohli, Jaworski and 
Kurman’s MARKOR scale 

Subjective measures: overall 
performance, overall relative 
performance 
Objective measures: market 
share 

Positive relation MO- 
subjective BP 
Not significant relation MO-
market share 

Pelham & 
Wilson, 1996 

68 small firms 
US (longitudinal 
study) 

9 items based on Narver and 
Slater, and Kohli and 
Jaworski scales 

Subjective measures: NP 
success, product quality 

Positive relation MO-BP 

Atuahene-Gima, 
1996 

117 service firms 
and 158 
manufacturing 
firms Australia 

Ruekert (1992) Subjective measures of NP 
performance 

Mo is an important factor in 
the NP success 

Bhuian, 1997 92 bank 
managers Saudi 
Arabia 

Kohli & Jaworski (1993) Objective measures: ROA, 
ROE, and sales per employee 

Non signifiant relation MO-
BP 

Gatignon & 
Xuereb, 1997 
 
 

393 marketing 
managers US 
 

Narver and Slater’s scale of 
customer and competitor 
orientation 
 

Multi-item subjective 
measures of NP success 
 

Different strategic 
orientations have different 
impact on innovation 
performance according the 
market characteristics 

Pelham (1997) 
 
 
 

160 
manufacturing 
firms, USA 

Narver and Slater (1990), 
Kohli and Jaworski (1993), 
and other studies 

Firm effectiveness, Sales 
growth, market share 

Positive relationship between 
MO and firm effectiveness, 
non-significant 
relationship between MO and 
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sales growth/market share 
Appiah-Adu 
(1997) 

110 small firms, 
UK 

Pelham and Wilson (1996) Sales growth, new product 
success rate, ROI 

Positive relation MO-BP 

Appiah-Adu and 
Ranghhod, 1998 

62 biotechnology 
firms UK 

Narver & Slater (1990) NP success, growth in market 
share, profit margin and 
overall performance 

Mixed results about MO-BP 
relation 

Bhuian, 1998 115 companies 
Saudi Arabia 

Jaworski and Kohli (1993) Overall performance Positive relation MO-BP 

Chan and Ellis, 
1998 

73 textile and 
garment 
companies Hong 
Kong 

Narver & Slater (1990) Satisfaction with 
growth/share, satisfaction 
with profitability, relative 
growth/share, relative 
profitability 

Positive relation MO-BP 

Gray et al., 1998 490 companies 
New Zealand 

Narver and Slater (1990), 
Jaworski and Kohli (1993), 
Deng and Dart (1994) 

ROI, brand awareness, 
customer satisfaction, 
customer loyalty 

Positive relation MO-BP 

Greenley and 
Foxall, 1998 

242 companies 
UK 

Narver & Slater (1990) and 
literature review 

Market share, new product 
success, ROI, sales growth 

Non signifiant relation MO-
BP 

Horng and Chen, 
1998 
 

76 small and 
medium 
companies 
Taiwan 

Jaworski and Kohli (1993) Overall performance, 
organizational commitment, 
sprit de corps 

Positive relation MO-BP 

Kumar et al. 
(1998) 
 
 

159 hospitals, 
USA 

Narver and Slater (1990) Growth in revenue, return on 
new services/facilities, 
success in retaining patience, 
success in controlling 
expenses 

Positive relation MO-BP 

Van Egeren and 
O’Connor (1998) 

67 service firms, 
USA 

Narver and Slater (1990) Organizational Performance Positive relation MO-BP 

Hooley et al., 1619 companies Narver & Slater (1990) and Profit, ROI, sales volume, Positive relation MO-BP 
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1999 Hungary, Poland 
and Slovenia 

literature review market share 

 
Table 2.1: Summary of empirical research on the relationship between market orientation and business performance from 1990 to 1999. 
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2.3 Internet Adoption 
 

Several models of internet technology concerning business maturity in e-

commerce have been proposed. These reflect an expectation that companies will move 

from relatively simple use of the internet to higher levels of e-commerce. For example in 

a study which was conducted by Grant in 1999 the stages of maturity in e-commerce have 

been defined in five stages. Enterprises which are at the first level are not aware of the 

potentials of the Internet in general. In the second level the businesses are on the Internet, 

in terms of using electronic mail, using the Web to gather information; they might have a 

simple web site. At this stage such a site would typically be an on-line brochure, without 

any interactivity. Third stage is about having a definite business plan for e-commerce, but 

not yet be ready to implement them. The obstacles may be many and varied. The 

technology may be lacking; the costs may be currently too high but expected to fall; there 

may be a lack of expertise within the business. At the fourth stage the business is ready 

for implementation of an ecommerce strategy. At the final level the fully e-commerce 

mature business will have information and communication technology, including their 

Internet use and web sites, properly integrated with their business processes and 

information flows. 

Although Internet offers companies a wide range of application opportunities 

there is a lack of any established criteria for measuring the use of internet. For example, 

Avlonitis and Karayanni in 2000 measured internet adoption by the most popular internet 

services of email, UseNet, file transfer protocol (ftp) and the www. In another study of 80 

enterprises located in 6 European countries, Dutta and Evrard (1999) measured internet 

usage in the following categories: communication, information search and marketing, 

business with partners and business with customers. In another study which was 

conducted by Kula and Tatoglu  in 2003 they measured internet adoption by frequency of 

internet usage in email, browsing company homepage, market and product research, 

exchange of information with clients, UseNet, receiving orders from clients, placing 

orders to suppliers, intra-company communication, medium of payment, Ftp, placing job 

recruitment advertisement and finally video conferencing. 

http://www.In
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The internet is a promising business tool for firms. It helps support them in their business 

activities in a variety of ways. This has been explained by the fact that many firms in 

developed countries have established their presence on the internet. However, this may be 

not the case for many firms in transitional markets like Iran. This leads to the need for 

research to discover factors that contribute to the adoption of the internet in those 

countries. 

 

2.3.1 The Behavioral Adoption Theories 
 

In this section the modification of technology adoption models for describing 

usage behavior will be presented 

 

2.3.1.1 Theory of Reasoned Action (TRA) 
 

This theory has been used widely in technology adoption research.  According to 

this theory an individual’s intention to adopt an innovation is influenced by attitude 

toward the behavior and subjective norm and subsequently person’s behavior is 

determined by his intention to perform the behavior. Figure 1 shows the relationships 

among constructs in TRA. 

 

 
Figure 2.1: Theory of Reasoned Action (TRA) (Ajzen and Fishbein, 1980) 

 
The attitude toward performing the behavior is an individual’s positive or 

negative belief about performing the specific behavior. In fact attitudes are made up of 

Attitude toward 
the Behavior 

Subjective Norm 

Behavioral 
Intention

Behavior 
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the beliefs that a person accumulates over his lifetime. These beliefs have been created 

from experiences, outside information or self generated. However, only a few of these 

beliefs actually work to influence attitude. These beliefs are called salient beliefs and they 

are said to be the "immediate determinants of a person's attitude" (Ajzen and Fishbein 

1980). 

Subjective Norms are beliefs about what others will think about the behavior or in 

other words the perceived influence of social pressure on an individual to perform or not 

perform the behavior. "The person's belief that specific individuals or groups think he 

should or should not perform the behavior and his motivation to comply with the specific 

referents." (Ajzen and Fishbein, 1980). Fishbein proposed that variables not included in 

the model can affect intention and, consequently, the behavior.  

 Behavior, then, is the transmission of intention into action. It is necessary to say 

that TRA is related to voluntary behavior. So, using TRA becomes problematic if the 

behavior under study is not under full volitional control. 

 

2.3.1.2 Theory of Planned Behavior (TPB) 

 
The theory of planned behavior has been proposed as an extension of the theory 

of reasoned action to account for conditions where individuals do not have complete 

control over their behavior. To deal with these problems, Ajzen (1991) extended the 

theory of reasoned action by including another construct called behavioral control to 

predict behaviors in which individuals have in complete volitional control. The extended 

model is called the theory of planned behavior. 
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Figure 2.2: Theory of Planned Behavior (TPB) (Ajzen, 1991) 

 

TPB consists of five concepts. As in the TRA model, it includes behavioral 

attitudes, subjective norm, behavioral control, intention to use and actual use. The 

components of behavioral attitude and subjective norm are the same in TPB as in TRA. 

In addition, the model includes behavioral control as a perceived construct. Intention is an 

indication of a person's readiness to perform a given behavior, and it is considered to be 

the immediate antecedent of behavior. The intention is based on attitude toward the 

behavior, subjective norm, and perceived behavioral control, with each predictor 

weighted for its importance in relation to the behavior and population of interest. 
Behavior is the manifest, observable response in a given situation with respect to a given 

target. 

Actual behavioral control refers to the extent to which a person has the skills, 

resources, and other prerequisites needed to perform a given behavior. Successful 

performance of the behavior depends not only on a favorable intention but also on a 

sufficient level of behavioral control. To the extent that perceived behavioral control is 

accurate, it can serve as a proxy of actual control and can be used for the prediction of 

behavior. 
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Perceived behavioral control refers to people's perceptions of their ability to 

perform a given behavior or in the other words the degree to which an individual feels 

that the decision to perform or not perform is within his control. It encompasses two 

components. The first component is "facilitating conditions" representing the resources 

required to use a specific system. Examples of such resources are time, financial 

resources or other related resources. The second component is self-efficacy; that is "an 

individual's self-confidence in his/her ability to perform a behavior" (Taylor and Todd, 

1995, p. 150).  

TPB and TRA have both been criticized for not suggesting operational 

components or determinants of behavioral attitudes, subjective norm and, to some extent, 

behavioral control. To meet some of this criticism, many researchers have suggested 

specific components or determinants of the attitudinal concepts of the TPB-model. For 

example, Battacherjee (2000) suggests incorporating the TAM model (which will be 

described in the next section) in TPB with perceived usefulness and user friendliness as 

the determinants of attitudes towards use. He also suggests subjective norm may be 

determined by external and interpersonal influence, and that the two components of 

perceived behavioral control may also be treated as the determinants of behavioral 

control.  

Taylor and Todd (1995) suggest what they term a decomposed TPB which also 

includes the TAM model in the attitudinal part of TBP. However, they also include 

compatibility as a third determinant of attitude towards use, mainly inspired by the 

diffusion theory of Rogers (1995). Finally, the decomposed TPB suggests self efficacy, 

resource facilitating conditions and technology facilitating conditions are the most 

relevant determinants of behavioral control. 

 

2.3.1.3 Technology Acceptance Model (TAM) 
 

Another frequently model that is used in adoption of information system research 

is Davis’s 1986 Technology Acceptance Model. It has been extensively applied and 

utilized in the studies of technology adoption and diffusion at individual levels (Davis, 

1989; Agrawal and Prasad, 1999; Venkatesh and Davis 2000).This model is an adaptation 
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of TRA specifically tailored for modeling user acceptance of information systems. It 

provides a basis for tracing the impact of external factors on internal beliefs, attitude and 

intention. (Davis et al, 1989) 

According to TAM an individual’s behavioral intention to use a technology is 

determined by two beliefs: perceived usefulness and perceived ease of use. The perceived 

usefulness means a person’s perception of using an information system that benefits him 

or her in an organizational context. The other construct, Perceived Ease of Use, was 

defined by Davis et al. (1989) as the degree to which the prospective user expects the 

target system will be free of effort .Even though both PU and PEOU were significantly 

correlated with usage, Davis' findings suggest that PU mediates the effect of PEOU on 

usage. 

 

 
Figure 2.3: Technology Acceptance Model (Davis, 1986) 
 

TAM claims that actual use is determined by behavioral intention and 

subsequently behavioral intention is determined by attitude or in the other words 

behavioral intentions are influenced indirectly by external variables through perceived 

ease of use and perceived usefulness. Usage is determined by behavior intention to use a 

system, which is jointly determined by a person’s attitude towards using the system and 

its perceived usefulness. This attitude is also jointly determined by both perceived ease of 

use and perceived usefulness. In addition, both perceived usefulness and perceived ease 

of use were influenced by external variables. Consequently, the technology acceptance 

model is considered relevant in studying the acceptance and adoption and use of a wide 

range of ICT-based services, including electronic commerce services. TAM is one of the 
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most influential research models in studies of determinants of information system / 

information technology adoption (Chau, 1996). 

 

2.3.1.4 Comparison of TPB and TAM 
 

In a research which was conducted by Mathieson in 1991, two models of TAM 

and TPB were compared. According to his research there are three main differences. 

First, there are varying degrees of generality between them. TAM assumes that beliefs 

about usefulness and ease of use are always primary determinants of the user’s decision 

to use the innovation whereas the beliefs that are involved in TPB are specific to each 

situation. So, TPB is more difficult to apply across diverse user contexts than TAM. 

Second, TAM does not explicitly include any social variables whereas TPB does. The 

third major difference between TAM and TPB is their treatment of behavioral control, 

referring to the skills, resources and opportunities. The only such variable in TAM is 

perceived ease of use. It is clear that perceived ease of use in TAM refers to the match 

between the respondent’s capabilities and the skills required. So, TAM’s ease of use 

construct consists of behavioral control but only the internal control beliefs. Mathieson 

found that both models explain intention well but TAM explained attitude much better 

than TPB, also TAM is quicker. 

According to Igbaria et.al in 1997, TAM is believed most robust and influential 

among different models in IS/IT adoption behavior. (Lu et al., 2003) 

According to Sun (2003) TAM performs well against alternative models such as 

the Theory of Reasoned Action and the Theory of Planned Behavior. The results of study 

which was conducted by Chau and Hu in 2001 revealed that TAM was superior to TPB in 

explaining the physicians’ intention to use telemedicine technology.  In this study, we 

base our model in TAM. 

 

 

 
 
 



 38

2.4 The Research Frame work 
 

2.4.1 Relationship between Market orientation and Business 
Performance 
 

The notion that market orientation affects business performance is a matter of 

extensive research.  Although some studies suggest a negative or non-significant 

relationship, most findings indicate a positive relationship between market orientation 

and business performance (e.g., Deshpande and Farely, 1998; Matsuno and Mentzer, 

2000; Slater and Narver, 1994). Furthermore, Doyle and Wong (1998), found market 

orientation to be second most important driver of business performance. Accordingly: 

 

H1: Market orientation has a positive direct effect on business performance in both 

sample groups of website adopters and non website adopters in Iranian SMEs. 

 

2.4.2 Relationship between Market orientation and Website Adoption 
 

Slater and Narver (1994) argue that “a market oriented is valuable because it 

focuses the organization on continuously collecting information about target customers’ 

needs and competitors’ capabilities and using this information to create continuously 

superior customer value”. They, conceptualize three behavioral components that are 

customer orientation, competitor orientation, and interfunctional coordination. Each of 

these components plays its role in intelligence generation, dissemination and 

responsiveness to the collected information. This implies that a market oriented firm is 

likely to gather more information on markets and environments. Market orientation 

facilitates an organization’s innovativeness (Han et al., 1998; Jaworski and Kohli, 1993). 

This means that market oriented firms are more likely to recognize the internet as a useful 

tool to collect information about markets and competition and are more likely to adopt 

the internet. Accordingly: 
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H2: Market orientation has a positive direct effect on website adoption in both 

sample groups of website adopters and non website adopters in Iranian SMEs. 

 

2.4.3 TAM Variables  
 

The TAM model has been examined in a variety of high tech products, services 

and environments including personal computers, email systems, the World Wide Web, 

online shopping and e-Commerce. In fact theory of acceptance model has received 

considerable attention in the IT community as mentioned in the last section. Studies 

suggest it also applies to the adoption of internet technology (Gefen, 2000). 

TAM performs well against alternative models such as TRA and TPB (Mathieson, 1991). 

The extension of Technology Acceptance Model (TAM) will provide the underlying 

structure for the theoretical model for website adoption of this thesis. In the following 

section the variables of TAM will be redefined in terms of adoption of website.  

 

2.4.3.1 Behavioral Intention  
 

According to Rogers in 1995 after decision maker makes his or her decision, 

decision making come to end, but the behavioral change begins. So after the adoption 

decision, the adopter keeps evaluating the results of his or her decision in order to 

improve or not improve the e-commerce maturity level.  

Igbaria et al. (1997) defined usage as the amount of time interacting with a 

technology. Also, according to their study individuals are likely to use a system if they 

believe it will increase their performance productivity. In the study which was conducted 

by Davis in 1989, adoption was measured by the length of time spent on the Web. 

According to Sun in 2003 most of the researchers have not studied the relation between 

behavioral intention and actual usage! Sun reports that most TAM researches use a 

perceptual self-reported usage. Behavioral intention toward internet adoption construct is 

an indication of a decision maker's readiness to adopt the website or in the other words 

intention is a significant predictor of actual behavior (Taylor and Todd, 1995) .Also, 

according to Sun behavioral intention is a good predictor of actual usage of a technology 
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which has received numerous empirical supports from previous studies. (Venkatesh and   

Davis, 2000).  

             Hence, according to latest studies on TAM, this research formulates:  

 

H3. Behavioral intention has a positive direct effect on website adoption in both 

sample groups of website adopters and non website adopters in Iranian SMEs. 

 

2.4.3.2 Attitude  
 

Brouthers et al. (1998) conducted a survey on strategic decision making of 

managers in small firms. They found out that “small firm managers tended to choose 

strategies based on their personal desires and backgrounds, as opposed to selecting the 

best-fit strategy based on rational analysis”. As mentioned before attitude has long been 

identified as a cause of intention (Lu et al., 2003; Yu et al. 2005). Attitude toward internet 

usage in the TAM model is defined as the mediator affective response between perceived 

usefulness and ease of use beliefs and behavioral intentions to adopt internet. Attitude 

construct represents the decision maker’s positive or negative feelings about having 

website. Users are likely to have a positive attitude if they believe that internet adoption 

will increase they productivity. 

So, we can conclude: 

 

H4. Attitude has a positive direct effect on behavioral intention toward Internet 

adoption in both sample groups of website adopters and non website adopters in 

Iranian SMEs. 

 

2.4.3.3 Perceived Usefulness  
 

Perceived usefulness of internet adoption construct represents the degree to which 

a firm believes that using website would enhance his or her job performance and 

effectiveness. According to a study which was conducted by Davis in 1989 perceived 

usefulness in this model originally referred to job related productivity, performance and 
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effectiveness. According to TAM perceived usefulness has significant effects on attitude 

and actual usage. Some researchers have mentioned similar definitions with perceived 

usefulness such as relative advantage and perceived benefit as important factors in 

information technology adoption area. 

Davis (1989) claimed that the relationship between perceived usefulness and 

actual usage was stronger and more consistent than other variables. Several studies which 

were conducted by Yu et al. (2005), Chau and Hu (2001), in information technology area, 

found perceived usefulness is a significant predictor of attitude. Also, some researchers 

such as Igbaria et al. (1997) found that perceived usefulness has a strong direct effect on 

usage so in the research model one link from perceived usefulness to usage has been 

added to the main TAM model.  

Based on the statements and empirical findings of above, following hypotheses were 

formulated: 

 

H5. Perceived Usefulness has a positive direct effect on attitude toward website 

adoption in both sample groups of website adopters and non website adopters in 

Iranian SMEs. 

H6. Perceived Usefulness has a positive direct effect on actual usage of website in 

both sample groups of website adopters and non website adopters in Iranian SMEs. 

 

2.4.3.4 Perceived Ease of Use   
 

Perceived ease of use is another important determinant of TAM. In fact this belief 

ties to decision maker’s assessment of the mental effort involved in using internet or in 

the other words it refers to personal perception of simplicity in using it. The perceived 

ease of use construct of the model represents the degree to which a person believes that 

using the website would be free of physical and mental effort. Davis et al. (1989) found 

that perceived ease of use directly and indirectly affects actual usage through its impact 

on attitude toward usage. Several researchers such as Yu et al. (2005) have proved 

repeatedly the direct effect of perceived ease of use on attitude and actual usage in 

information system. 
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Therefore this study concludes: 

 

H7. Perceived ease of use has a positive direct effect on attitude toward website 

adoption in both sample groups of website adopters and non website adopters in 

Iranian SMEs. 

H8. Perceived ease of use has a positive direct effect on actual usage of website in 

both sample groups of website adopters and non website adopters in Iranian SMEs. 

 

The proposed conceptual model of “Impact of Market orientation on Business 

Performance and website Adoption among Iranian SMEs” has been shown in figure 2.6. 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.4: Research Framework 
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2.5 Chapter Summary 
 

The first section of this chapter was literature review of this thesis. The literature 

review started with explaining different definitions and scales for market orientation and 

business performance. According to literature the definition and scale of market 

orientation developed by Narver and Slater (1990) has been selected for this study, also 

summary of empirical research on the relationship between market orientation and 

business performance have been delivered and MMPF model selected for measuring 

business performance.  Then a brief literature on internet adoption measurers put forward.  

Then, technology adoption theories such as TRA, TPB and TAM were explained. After 

comparing these theories, TAM was selected as the basis for website adoption.  

 
The second section of this chapter delivers the frame of references for this thesis 

and also redefines every construct separately and then delivers the eight hypotheses of 

this study.  
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Chapter 3 

Research Methodology 
 

3. Research Methodology  
 

           This chapter deals with the methodology followed in conducting this research. It 

starts with the research purpose, research approach and research strategy followed by 

measurements of constructs. Then it describes the process of pilot test, sampling and 

data collection. Afterward a brief summary on statistical analysis, reliability and 

validity assessments are delivered. 

 

3.1 Research Purpose 
 

Every researcher has his/her own personal motivations to perform a scientific 

study while in general; according to Yin (1994), the type of research purpose can be 

classified in three categories: exploratory research, descriptive research and explanatory 

(casual) research. 
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3.1.1: Exploratory Research 
 

Exploratory research is characterized by its flexibility. When a problem is broad 

and not specifically defined, the researchers use exploratory research as a preliminary 

step. By an exploratory research we mean a study of a new phenomenon. Exploratory 

studies are a valuable means of finding what is happening; to seek new insights; to ask 

questions and to assess phenomenon in a new light (Yin, 1994). 

Exploratory research has the goal of formulating problems more precisely, 

clarifying concepts, gathering explanations, gaining insight, eliminating impractical ideas 

and forming hypotheses. It can be performed using a literature research, surveying certain 

people about their experiences, focus group and case studies. Exploratory research may 

develop hypotheses, but it does not seek to test them. 

 

3.1.2: Descriptive Research 
 

When a particular phenomenon is under study, it is understandable that, research 

is needed to describe it, to explain its properties and inner relationships (Huczynski and 

Buchana, 1991). The object of descriptive research is to portray an accurate profile of 

persons, events or situations (Robson, 1993). In academic research, descriptive research 

is more rigid than exploratory research.  

As opposed to exploratory research, descriptive research should define questions, 

people surveyed and the method of analysis prior to beginning of data collection. In other 

words, the who, what, where, when, why and sometimes how aspects of the research 

should be defined. Such preparation allows one the opportunity to make any required 

changes before the process of data collection has begun. However, descriptive research 

should be thought of as a mean to an end rather than an end, itself. 

3.1.3: Explanatory Research 
 

The study can be explanatory when the focus is on cause-effect relationships, 

explaining what causes produce what effects (Yin, 1994). Our concern in casual analysis 
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is how one variable affects, or is “responsible for,” changes in another variable. The 

stricter interpretation of causation is that some external factor “produces” a change in the 

dependent variable. 

Explanatory type of research is grounded in theory, and theory is created to 

answer why and how questions. In business research, we often find that the cause-effect 

relationship is less explicit. We are more interested in understanding, explaining, 

predicting and controlling relationships between variables than we are in detecting 

causes. Explanatory studies go beyond description and attempts to explain the reasons for 

the phenomenon that the descriptive study only observed. In an explanatory study, the 

researcher uses theories or hypotheses to account for the forces that caused a certain 

phenomenon to occur.  

Our research purpose and research questions reveal that this study is primarily 

descriptive. Large-scale survey studies will be conducted to identify the impact of market 

orientation on business performance and website adoption. The related data will be 

collected and analyzed to verify the hypotheses of the research. 

 

3.2 Research Approach 
 

According to Guba and Lincoln (1994), two approaches or methods – quantitative 

and qualitative – are available to researchers. The most important differences between the 

two approaches are use of numbers and statistics. The choice of research approach 

naturally depends on the defined research problems and the data needed for solving these 

problems.  

3.2.1 Qualitative Method 
 

 The qualitative approach implies an emphasis on processes and meanings that are 

not measured in terms of quantity, amount, intensity or frequency. The qualitative 

approach provides a deeper understanding of the phenomenon within its context (Guba 

and Lincoln, 1994; cited by Ghanatabadi, 2005). 
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Moreover, qualitative researchers stress the socially constructed nature of reality 

that states the relationship between the researcher and the phenomenon under 

investigation. On the other hand, quantitative researchers emphasize the measurement 

and analysis of causal relationships between variables. Cochran and Dolan (1984) have 

also related differences between qualitative and quantitative research to the distinction 

between exploratory (qualitative) and confirmatory (quantitative) analysis. According to 

Sullivan (2001), when there is little theoretical support for a phenomenon, it may be 

impossible to develop precise hypotheses, research questions, or operational definitions. 

In such cases, qualitative research is appropriate because it can be more exploratory in 

nature.  

 

3.2.2 Quantitative Method 
 

According to Malhotra and Birks in 2003 quantitative research is appropriate for 

measuring both attitudes and behavior. Quantitative research can be used to create models 

that predict whether or not someone holds a particular opinion or would act in a certain 

way based on an observable characteristic. Quantitative research techniques seek to 

quantify data by applying some form of statistical analysis. In this study, after comparing 

two research approaches, quantitative approach has been chosen. We have made a model 

by reviewing the related literature and thereby making our research hypotheses. In fact, 

we are trying to explain the link between market orientation, business performance and 

website adoption with numbers and base our conclusion on the data that can be 

quantified.  

 

3.3 Research Strategy 
 

Yin (1994) has identified five strategies; experiments, survey, analysis of archival 

information, histories and case studies. Each of these strategies is a different way of 

collecting and analyzing empirical evidence. Yin has distinguished strategies according to 

three conditions. These conditions are the type of research questions, the extent of control 
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an investigator has over actual behavioral events and also the degree of focus on 

contemporary as opposed to historical events. 

  

Research 
Strategy 

Form of Research 
Question 

Required Control 
Over  

Behavioral Events 

Focus on 
Contemporary 

Events 

Experiment How, Why Yes Yes 

Survey 
Who, What, Where 
How much, How 

many 
No Yes 

Archival  
Analysis 

Who, What, Where 
How much, How 

many 
No No 

History How, Why No No 

Case Study How, Why No No 
 

Table 3.1 Relevant Situations for Different Research Strategies (Yin, 1994) 

 

Research questions are considered the first and most important condition for 

differentiating among different strategies. “who”, “what”, and “where” questions and 

their derivatives –“how many’ and “how much” – are likely to favor survey and archival 

records, while “how” and “why” questions lead us to case studies, histories and 

experiments as the preferred research strategies. In this study, both research questions 

start with ‘what’. Also this study is on contemporary events and without any control on 

the behaviors.  So, survey strategy is appropriate for this study. 

 

3.4 Measurement of the Constructs and Pilot Test 
 

 The questionnaire consists of four parts (Appendix A). Part one asked the 

respondents to answer 19 MKTOR scale questions to measure their market orientation, 

consisting of customer orientation, competitor orientation and interfunctional 

coordination. Part two consist of 14 MMPF model questions consisting of four 
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dimensions of business performance measures including employee motivation, market 

performance, productivity performance and societal impact. Part three seeks the 

perceptions of respondents toward website adoption in their job by asking 14 questions 

including actual usage, behavioral intention, attitude, perceived usefulness and perceived 

ease of use. Questions in the first three parts of the questionnaire were assessed using a 

five point Likert scale with end points of ‘strongly disagree’ and ‘strongly agree’. Finally, 

part four gathered general information about respondents’ gender, age, and education as 

well as firm’s information about total number of full time employees, age of the company 

or date of foundation and industry in which the firm operates. 
 

  Research Construct Source 

Market Orientation Narver and Slater (1990) 

Competitor Orientation Narver and Slater (1990) 

M
ar

ke
t  

O
ri

en
ta

tio
n 

Interfunctional Coordination Narver and Slater (1990) 

Employee Motivation Weerakoon (1996) 

Market Performance Weerakoon (1996) 

Productivity Performance Weerakoon (1996) B
us

in
es

s 
Pe

rf
or

m
an

ce
 

Societal Performance Weerakoon (1996) 

Actual Usage Davis et al. (1989) 

Behavioral Intention Davis et al. (1989) 

Attitude Davis et al. (1989) 

Perceived Ease of Use Davis et al. (1989) 

W
eb

si
te

 
A

do
pt

io
n 

Perceived Usefulness Davis et al. (1989) 
 

Table 3.2: Constructs and Measures 

After the questionnaire was developed, it was important to make the items 

compatible with Iranian business culture, so, the questionnaire was translated to Farsi 

language. Pilot test was then conducted in order to assess the questionnaire’s 
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comprehension and eliminate potential problems. The preliminary questionnaire was 

administered to a group of students of marketing and e-commerce and 10 managers of 

different small and medium-sized companies, simultaneously. As the result of the pilot 

test, several questions were reworded, and a few statements were made more applicable 

to Iranian environment.  

 

3.5 Sampling and Target Population 
 

The population of interest was defined as the top managers or decision makers of 

Small and Medium size businesses of Iran which have between 1 and 250 full time 

employees. Sample was taken in two different phases. First, the database of SMEs who 

had email addresses in Ministry of Industry and Mine (www.mim.gov.ir) was used. To 

ensure the survey sample represents the population, probability or responsive sampling 

method was adopted. According to Burns and Bush (1998), this sampling method 

guarantees every member of the population has a known and equal chance of being 

selected for the sample. Therefore, the resulting sample, no matter what size, will be a 

valid representation of the population. The principal criterion for selection of SMEs was 

the number of employees because other criteria such as total capital or revenue are 

difficult to apply due to lack of information on Iranian SMEs and can cause misleading 

classifications. Data collected in the first phase was 60 questionnaires from website 

adopters and 34 questionnaires from non-website adopters, which represents low level of 

response rate i.e. 9.4%. 

In order to gather more completed questionnaires the second phase was also 

conducted. In this phase “Tehran International Industrial Fair” powered by IIEC has been 

chosen to distribute questionnaires. Iran International Exhibitions Company (IIEC) is the 

largest and the leading organizer of specialized exhibitions in Iran. This international 

exhibition was suitable for this research because most of the firms which taken part, 

cover the research criteria for sample selection. The number of questionnaires gathered in 

the second phase was 62 questionnaires from website adopters and 71 questionnaires 

from non-website adopters, which represents a good level of response rate i.e. 66.5%. 

http://www.mim.gov.ir


 51

The target population should be defined in term of elements, sampling units, 

extent and time (Malhotra and Birks, 2003). An element is the object about which or from 

which the information is desired. In survey strategy the element is usually the respondent. 

A sampling unit is a unit containing the element that is available for selection at some 

stage of the sampling process. Extent refers to the geographical boundaries of the 

research and the time refers to the period under consideration. 

• Element: All Iranian SMEs. 

• Sampling Units: Managers or decision makers of SMEs. 

• Extent: SMEs geographically distributed all over Iran. 

• Time: 15th of June to 22nd of September.  

 

3.6 Data Collection 
 

The first sample group was contacted by e-mail, whereby the survey instrument 

was enclosed as an attached word file. Respondents were instructed to return the 

completed questionnaire by e-mail to the author’s e-mail address. The following three 

considerations were the main reasons of choosing electronic mail survey in the fist phase 

of data collection. Firstly, it provides a quick and efficient way of gathering large 

amounts of data from the population with a relatively low cost in comparison with other 

collection methods. Secondly, the use of email survey increases reliability of responses 

by eliminating interviewer bias (Malhotra and Birks, 2003). 

Finally, electronic mail survey allows the researcher contact with inaccessible 

respondents. It allows respondents to complete the questionnaire at their own 

convenience and at their own pace. With this flexibility, the respondents can take time to 

think and answer the questions. Therefore, the email survey method is an appropriate way 

to collect the data. The following strategies were be used to maximize the response rate 

of the online survey. Firstly, a covering letter that motivated recipients to respond by 

assuring confidentiality, explain the purpose of survey, emphasize the importance of 

individual responses to the study’s outcomes was included with each online survey form. 

Secondly, a follow-up email reminds all of the respondents 4 days after the initial 
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emailing was sent. Unfortunately, as the response rate was low i.e. 9.4% the second phase 

was conducted, in this way the respondents has been asked to fill the questionnaire at 

their own place in International Fair. 

Upon collecting and entering the data, the analysis process commenced with data 

screening. Prior to analyzing the data, a critical first step is to examine the basic 

characteristics of the data. The data from survey screened to identify out-of-range values 

by examining the minimum and maximum values for each question. The next step 

examined the data for missing values and outliers. After data filtering to eliminate the 

invalid responses, 219 questionnaires were remained. 

 

3.7 Statistical Analysis 
 

Analysis of data was done by using the PLS (Partial Least Square), which is one 

of the SEM techniques. Structural Equation Modeling (SEM) technique such as LISREL 

and Partial Least Square (PLS) are second generation data technique that can be used to 

test the extent to which IS research meets recognized standards for high quality statistical 

analysis (Gefen, 2000). SEM enables researchers to answer a set of interrelated research 

questions in a single, systematic and comprehensive analysis by modeling the 

relationship among multiple and dependent constructs simultaneously. This capability for 

simultaneous analysis differs greatly from most first generation regression models such as 

linear regression, ANOVA and MANOVA, which can analyze only one layer of linkages 

between independent and dependent variable at a time. (Comparison of capabilities of 

these three approaches i.e. LISREL, PLS and Linear Regression is provided in appendix 

2). 

Unlike first generation regression tools, SEM not only assesses the Structural 

Model, the assumed causation among a set of dependent and independent constructs, but 

in the same analysis, also evaluates the measurement model-loading of observed items 

(measurements) on their expected latent (constructs). The result is a more rigorous 

analysis of the proposed research model and very often, a better methodological 

assessment tool (Gefen, 2000). (Summaries of the objectives behind each technique and 

limitations relating to sample size and distribution are provided in appendix 3).  
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Due to the formative nature of some of the measures used and non normality of 

the data, LISREL analysis was not appropriate for data analysis of this study (Chin and 

Gopal, 1995). Thus, the visual PLS 1.04b1 software was chosen to perform the analysis.   

 

3.8 Reliability and Validity 
 

Reliability can be defined as the degree to which measurements are free from 

error and, therefore, yield consistent results. In the other words, Reliability concerns the 

extent to which an experiment, test, or any measuring procedure yields the same results 

on repeated trials (Carmines and Zeller, 1979). 

Validity can be defined as the extent to which any measuring instrument measures 

what it is intended to measure (Carmines and Zeller, 1979). In other words, does the 

concept-as measured represent the concept-as-intended (Swanborn, 1987).  Due to the 

complex nature of the proposed research model, the Structural Equation Modeling (SEM) 

approach was used to test the model's validity (Bagozzi, 1980). This procedure allows a 

researcher to test the proposed structure of a model as a whole for the set of relationships 

between dependent variables and independent variables simultaneously. 

 

 

 

3.9 Chapter Summary 
 

Quantitative research approach was selected for this study, and then 

measurements of constructs were developed according to prior studies. The pilot test was 

conducted and target population has been defined. A sample of 1000 small and medium 

sized enterprises was identified by using database of Ministry of Industry and Mine for 

online survey. The contact person was usually the owner of the business or top level 

manager. 94 decision makers of SMEs completed the online survey for a response rate of 

9.4 %. Due to low response rate, the survey was also conducted among SMEs attending 

Tehran International Industrial Fair, 133 questionnaires was gathered in the second phase 
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with response rate of 66.5%. After data filtering to eliminate invalid responses the 

number of questionnaires decreased to 219. Structural Equation Modeling was selected 

for statistical analysis. 

 Structural Equation Modeling, multivariate technique combining aspects of 

multiple regression (examining dependence relationships) and factor analysis 

(representing unmeasured concepts with multiple variables) was used to estimate a series 

of interrelated dependence relationships simultaneously. (Gefen, 2000). 
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Chapter 4 

Data description, Analysis and Results 
 

4. Data description, Analysis and Results 
 

In this chapter demographics and descriptive statistics, reliability and validity 

assessment and then results of hypotheses tests are delivered. The software which has 

been used for this thesis is Visual Partial Least Square. 

4.1 Demographics and Descriptive Statistics  
 

Out of one thousand and two hundred questionnaires 227 were completed. After 

data reduction, the number of questionnaires was reduced to 219 from which 117 

questionnaires were filled by website adopters and 102 questionnaire where filled by non-

website adopters. Table 4.1 lists the sample demographics.  
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Website Adopters 
Non-Website 

Adopters Measure Items 
Frequency Percent Frequency Percent 

Male 87 74.4 84 82.4 
Female 30 25.6 18 17.6 Gender 
Total  117 100.0 102 100.0 
20-30 Years 69 59.0 59 57.8 
36-45 Years 34 29.1 21 20.6 
46-55 Years 11 9.4 18 17.6 
55-65 Years 3 2.6 4 3.9 

Age 

Total  117 100.0 102 100.0 
Diploma and Less 22 18.8 34 33.3 
Bachelor 55 47.0 62 60.8 
Master 40 34.2 6 5.9 Education 

Total  117 100.0 102 100.0 
1-9 Persons 3 2.6 29 28.4 
10-49 Persons 51 43.6 33 32.4 
50-99 Persons 21 17.9 36 35.3 
100-250 Persons 42 35.9 4 3.9 

Number of 
Employees 

Total  117 100.0 102 100.0 
0-5 Years 18 15.4 57 55.9 
5-14 Years 46 39.3 34 33.3 
15-49 Years 43 36.8 11 10.8 
More than 50 Years 10 8.5 0 - 

Age of 
Company 

Total  117 100.0 102 100.0 
Service 67 57.3 60 58.8 
Manufacturing 50 42.7 42 41.2 Industry 
Total  117 100.0 102 100.0 

 

Table 4.1: Sample Demographics 

 

As shown in table 4.2 the majority (37.6%) of website adopters spend on average 

more than 15 hours on Internet per week, the result is completely opposite for non-

website adopters who spend mostly (41.2%) less than one hour on Internet per week for 

their jobs. 

 

Website Adopters 
Non-Website 

Adopters Number of 
Hours Frequency Percent Frequency Percent 

Less than 1 Hour 8 6.8 42 41.2 
1-5 hours 15 12.8 33 32.4 
5-10 hours 22 18.8 22 21.6 
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10-15 hours 28 23.9 5 4.9 
More than 15 
hours 44 37.6 0 - 
Total 117 100.0 102 100.0 

 

Table 4.2: The Average Hours Spent on Internet per Week 

4.2 Constructs Reliability and Validity Assessment 
 

When undertaking any form of research it is very important to ensure the 

reliability and validity of research findings. This can be achieved by both emphasizing 

the adequacy of the research design and the quality of the measurement procedures 

employed. In order to validate the instrument, this study will perform validity and 

reliability tests, examine correction coefficients between the realized constructs. As can 

be seen in table 4.3 all the reliability values of each construct are greater than the 

benchmark of 0.60 which recommended by Bagozzi and Yi (1988) as good indicator of 

reliability.  

 

Reliability 
Research 
Construct 

Number of 
Items Website 

Adopters 
Non-Website 

Adopters 

Market Orientation 19 0.9309 0.8003 

Business 
Performance 14 0.9567 0.7216 

Website Adoption 1 0.8053 0.7612 

Behavioral 
Intention 3 0.7939 0.7421 

Attitude 3 0.7832 0.7828 

Perceived 
Usefulness 3 0.7377 0.7752 

Perceived Ease of 
Use 3 0.7915 0.8877 

 

Table 4.3: Assessment of the Reliability 
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Table 4.4 provides information concerning the weights and loadings of the 

measures to their respective constructs. Weights should be interpreted for formative 

measure while loadings for reflective.  

For reflective measures, all items are viewed as parallel measures capturing the 

same construct of interest. Thus, the standard approach for evaluation is used, where all 

path loadings from constructs are expected to be strong i.e. 0.7 or higher (Limayem et al. 

2000). In the case of formative measures, all item measures can be independent of one 

another since they are viewed as items that create the “emergent factor”. Thus, high 

loadings are not necessarily true, under this situation Chin (1995) suggests that the 

weights of each item be used to assess how much it contributes to the overall factor. 

For all constructs with multiple reflective measures, all items have high loadings 

of above 0.7 except three items (AT1, PU3 and PEOU3).  These items were omitted .The 

convergent validity is considered to be satisfactory because of high loadings of 

constructs. 

 

Website Adopters 
Non-Website 

Adopters 
Factor Variable Loading Weight Loading Weight 

COU1   0.426   0.2615 
COU2   -0.0484   -0.1719 
COU3   0.2688   0.1881 
COU4   0.2265   0.1196 
COU5   -0.0029   0.1356 
COU6   0.3781   0.308 
COU7   0.345   0.2459 
CO1   0.0201   0.005 
CO2   -0.0708   0.1859 
CO3   0.3281   0.1628 
CO4   0.3676   0.187 
CO5   0.0444   0.1253 
CO6   -0.323   -0.0231 
IN1   0.458   0.2062 
IN2   0.0088   0.0462 
IN3   0.0308   0.1003 
IN4   0.352   0.3627 
IN5   0.155   -0.0083 

M
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IN6   0.0234   0.1588 
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MOP1   0.2205   0.1391 
MOP2   0.2804   0.1036 
MOP3   0.2905   0.3538 
MOP4   0.1594   -0.0611 
MOP5   0.222   0.0796 
MAP1   0.1859   0.276 
MAP2   0.1447   0.0069 
MAP3   -0.0207   0.1107 
PP1   0.1215   0.0982 
PP2   0.0803   0.0961 
SP1   0.2689   0.2206 
SP2   0.1662   0.314 
SP3   -0.2525   0.0629 

B
us

in
es

s P
er

fo
rm

an
ce

 

SP4   0.0337   0.1954 

A
ct

ua
l  

U
sa

ge
 

AU  1  1 

BI1 0.7509   0.7967   

BI2 0.8382   0.7851   

B
eh

av
io

ra
l 

In
te

nt
io

n 

BI3 0.774   0.7705   

AT1 0.5815*  0.5923*   

AT2 0.8965   0.9216   

A
tt

itu
de

 

AT3 0.7555   0.8111   

PU1 0.8077   0.8262   

PU2 0.9151   0.9023   

Pe
rc

ei
ve

d 
 

U
se

fu
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PU3 0.5993*  0.4815*   

PEOU1 0.7771   0.7923   

PEOU2 0.9087   0.9101   

Pe
rc
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d 
E
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e 
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PEOU3 0.4723*  0.3916*   
 
Table 4.4: Construct Weights and Loadings 
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4.3 Results of the Hypotheses Tests 
 

Figures 4.1 and 4.2 provide the results of testing the structural links of the 

proposed research model using PLS analysis. Most of the path coefficients are significant 

at the 99% significance level providing strong support for all the hypothesized 

relationships. These results represent confirmation of the appropriateness of the MKTOR, 

MMPF and TAM for their applicably to market orientation, business performance and 

website adoption, respectively among Iranian SMEs.  

Market orientation has a positive direct effect on business performance in both 

sample groups, but the effect is stronger in website adopters i.e. (β = 0.705, p<0.01) than 

non-website adopters (β = 0.684, p<0.01). Iranian SMEs that are more market oriented 

i.e. website adopters are more concern about website adoption (β = 0.607, p < 0.01) than 

non-website adopters (β = 0.355, p < 0.01). 

For managers in both sample groups, Actual usage behavior (website adoption) is 

predicted by behavioral intention, perceived usefulness and perceived ease of use. Also 

behavioral intention is predicted by attitude and subsequently, attitude is determined by 

perceived usefulness and perceived ease of use. 

In website adopters behavioral intention (β= 0.442, P< 0.01), perceived usefulness 

(β= 0.534, P< 0.01) and perceived ease of use (β= 0.408, P< 0.05) has positive direct 

effect on actual usage. Attitude (β= 0.782, P< 0.01) has direct positive effect on 

behavioral intention and both perceived usefulness (β= 0.577, P< 0.01) and perceived 

ease of use (β= 0.459, P< 0.01) has positive direct effect on attitude. Furthermore the 

research model explains 53.7% of variance in business performance, 49.8% of variance in 

actual usage behavior, 42.8% of variance in behavioral intention and 45% of variance in 

attitude.  

In non-website adopters, behavioral intention (β= -0.159, P< 0.01), perceived 

usefulness (β= -0.460, P< 0.01) and perceived ease of use (β= 0.098, P< 0.01) don’t have 

any direct effect on actual usage. Attitude (β= 0.655, P< 0.01) has direct positive effect 

on behavioral intention and both perceived usefulness (β= 0.241, P< 0.01) and perceived 

ease of use (β= 0.289, P< 0.01) has positive direct effect on attitude. Furthermore, the 

research model explains 48.1% of variance in business performance, 37.2% of variance in 
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actual usage behavior, 40.2% of variance in behavioral intention and 37.7% of variance 

in attitude.  
 

 

 

 

 

 

 

 

 

 

 
Figure 4.1: Result of PLS Analysis for Website Adopters 

 

 

 

 

 

 

 

 

 

 
 

R²=0.428R²=0.450 

0.705 (16.521)

0.422 (2.291)0.782 (14.285) 

0.408 (2.029)

R²=0.537R²=0.498 

Behavioral 
Intention 

Website 
Adoption 

Business 
Performance 

Market 
Orientation 

Attitude 

Perceived 
Ease of Use 

Perceived 
Usefulness 

0.607 (3.921) 
0.534 (3.169) 

0.577 (4.010) 

0.459 (3.487) 

Behavioral 
Intention 

Website 
Adoption 

Business 
Performance 

Market 
Orientation 

Attitude 

Perceived 
Ease of Use 

Perceived 
Usefulness 

0.355 (3.567)
-0.460 (-1.852) 

0.241 (2.542) 

0.289 (2.860) 
R²=0.377 R²=0.402 R²=0.372 R²=0.481

0.098 (0.936)

-0.159 (-1.554)

0.684 (12.831)

0.655 (3.804) 

Figure 4.2: Result of PLS Analysis for Non Website Adopters 
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The summary of hypotheses results has been shown in the Table 4.5.  
 

Hypothesis Effects¹ Users 
Path 

Coefficient t Remarks²

Website Adopters 0.705* 16.521 S 
H1 MO    BP Non-Website 

Adopters 0.684* 12.831 S 

Website Adopters 0.607* 3.921 S 
H2 MO    AU Non-Website 

Adopters 0.355* 3.567 S 

Website Adopters 0.422* 2.291 S 
H3 BI    AU Non-Website 

Adopters -0.159 -1.554 NS 

Website Adopters 0.782* 14.285 S 
H4 AT   BI Non-Website 

Adopters 0.655* 3.804 S 

Website Adopters 0.577* 4.01 S 
H5 PU    AT Non-Website 

Adopters 0.241** 2.545 S 

Website Adopters 0.534* 3.169 S 
H6 PU    AU Non-Website 

Adopters -0.46 -1.852 NS 

Website Adopters 0.459* 3.487 S 
H7 PEOU    AT Non-Website 

Adopters 0.289* 2.86 S 

Website Adopters 0.408** 2.029 S 
H8 PEOU    AU Non-Website 

Adopters 0.098 0.936 NS 
 

Table 4.5:  Hypotheses Testing 

¹MO, market orientation, BP, business performance, AU, actual usage, BI, behavioral 
intention, AT, attitude, PU, perceived usefulness, PEOU, perceived ease of use,  
²S, supported, NS, not supported 
*p<0.01 
**p<0.05 

4.3.1 Explaining Market Orientation and Business Performance 
 

Previous studies have found a clear impact of market orientation on business 

performance, here we have attempted to provide a model for how this impact takes place 
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using e-commerce environment. Market orientation are significantly positively related to 

business performance in both sample groups of website adopters (β= 0.705, P< 0.01) and 

non-website adopters (β= 0.684, P< 0.01), although this link is somehow stronger in 

website adopters. So, H1 is supported. 

Our result should not be taken to imply that there are no other variables mediating 

the effect of market orientation on business performance, market orientation can only 

account for over 53% of the variance of business performance in website adopters and 

about 48% of the variance in non website adopters of this study. The other variables 

including external factors that have not been taken into account in this study may also be 

significant mediators.  

4.3.2 Explaining Market Orientation and Website Adoption 
 

Up to now, there was no study about the impact of market orientation on website 

adoption, previous studies show that market oriented firms are more likely to search for 

innovativeness including the internet (Nguyen and Barret, 2006). The result of this study 

confirms the above statement and shows that market orientation is significantly positively 

related to website adoption as a useful business tool in both sample groups of website 

adopters (β= 0.607, P< 0.01) and non-website adopters (β= 0.355, P< 0.01), although this 

link is much stronger in website adopters than non-website adopters group. So, H2 is 

supported. 

4.3.3 Explaining Actual Usage Behavior (Website Adoption) 
 

Behavioral intention (β= 0.442, P< 0.01), perceived usefulness (β= 0.534, P< 

0.01) and perceived ease of use (β= 0.408, P< 0.05) are significantly positively related to 

actual usage behavior (website adoption) in the sample of website adopters. The effects 

of these three antecedents of internet adoption behavior accounted for 49.8% of the 

variance in this variable. In this research, perceived usefulness and behavioral intention 

had the strongest effects with the path coefficients of 0.539 and 0.422 respectively. In 

non-website adopters group behavioral intention (β= -0.159), perceived usefulness (β= -

0.460) and perceived ease of use (β= 0.098) are not significantly related to actual usage 



 64

behavior. In the other words, it implies that managers of Iranian SMEs who have not yet 

adapted website didn’t find it easy and useful to have website and are not eager to have it 

in the near future.  Therefore, the results not support H3, H6 and H8.  

 

4.3.4 Explaining Behavioral Intention toward Website Adoption 
 

Intention to adopt website in this research is predicted by attitude (β= 0.782, P< 

0.01) in website adopters sample and (β= 0.0.655, P< 0.01) in non-website adopters 

sample, respectively. The result shows that attitude is directly and positively related to 

behavioral intention toward website adoption in both sample groups, although, the impact 

of attitude on behavioral intention is stronger in website adopters than non-website 

adopters. This result is consistent with previous studies on TAM. Therefore, the result 

supported H4. The effects of the antecedent of behavioral intentions (attitude) accounted 

for over 40% of the variance in this variable in both sample groups. This is an indication 

of the good explanatory power of the model for intentions.  

 

4.3.5 Explaining Attitude 
 
 Previous studies on TAM employ attitude and belief about ease of use and 

usefulness to explain intention to use website. In fact, these beliefs have been created 

from experiences, outside information or self generated. The significance of the effects of 

perceived ease of use and perceived usefulness in this research indicates the importance 

of these two constructs in shaping attitude. Both perceived usefulness and perceived ease 

of use have strong effect on attitude with the path coefficients of β =0.577 and β =0.459 

respectively in website adopters group and β =0.241 and β =0.289 respectively in non-

website adopters. In fact, over 43.5 % of the variance in attitude is explained by these two 

constructs in the first sample group and over 37.5% of variance in attitude is explained by 

perceived ease of use and perceived usefulness in non website adopters. So, according to 

the results of this research hypothesis five (H5) and seven (H7) are supported.  
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4.4 Chapter Summary 
 

This chapter presented the results of data analysis. Respondents' profile together 

with average hours spent on internet per week has been presented in the beginning of this 

chapter.  Structural Equation Modeling using visual PLS has been employed to test the 

proposed research model. In the reliability and validity testing stage, AT1, PU3 and 

PEOU3 were dropped due to their low loadings. Tests of significance for all paths were 

conducted using the bootstrap re-sampling procedure; the results of the structural path 

analysis of the research model provide support to five hypotheses. The results shows 

consistency with MKTOR, MMPF and TAM and then the research questions of the thesis 

have been answered. 
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Chapter 5 

Discussion and Conclusion 
5. Conclusion 
 

In this chapter the theoretical and practical implications of thesis are delivered. 

After that contributions and limitations of this research will be mentioned. Then the 

possible future researches are suggested. Finally, the last section of this thesis is 

conclusion.  

5.1 Theoretical Implications 
 

This research has implications both for theory development and for practicing 

managers. The main contribution to theory development involves the confirmation of 

some of the hypothesized relationships among the constructs of market orientation, 

business performance and website adoption. 

Based on the results from this research, market orientation and business 

performance are strongly correlated to each other, Iranian SMEs with higher level of 
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market orientation are more willing to use website as a business tool in comparison with 

firms with lower level of market orientation. In website adopters, behavioral intention, 

perceived usefulness and perceived ease of use has positive direct effect on website 

adoption, although perceived usefulness plays most important role. Among non-website 

adopters, behavioral intention, perceived usefulness and perceived ease of use don’t have 

any positive impact on website adoption! 

Managers of both sample groups have positive attitude toward having website 

while this attitude is greater in website adopters than non-website adopters. Although, 

website adopters find having website would enhance their job performance and 

effectiveness, non-website adopters believe website is not so helpful in their jobs.  

The findings present a strong support to MKTOR, MMPF and TAM as explained 

above. 

5.2 Practical Implications 
 

There are a number of implications for practicing managers. The instruments used 

in the research are available as a check list for management to measure their own market 

orientation and business performance.   

The positive effect of market orientation are explained by the superior ability of 

market oriented firms to understand markets (i.e. sensing emerging opportunities, 

anticipating competitor’s moves, and making fact-based decisions) and to attract and 

keep customers (i.e. deliver superior value, encourage loyalty) (Day, 1999). The findings 

of this study are of particular importance to managers who are responsible for developing 

and implementing strategies. To enjoy the advantages of market orientation, leadership is 

essential in the organization’s ability to motivate organizational change that is vital to the 

development and maintenance of market oriented strategies. Organizational change 

towards market orientation often results in the flattening of the organizational structures, 

managing processes rather than functional specialization, outsourcing of non-critical 

activities, forming networks of relationships with other organizations, and mostly with 

creating an organizational culture in which every employee views the customer as a 

primarily stakeholder. These variables are critical components for achieving superior 

business performance. However, the positive effect of market orientation on 
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organizational effectiveness is not only reflected in superior financial performance but 

has also been linked to other factors that are beneficial to the customers, the firm and its 

employees, and society in general. Aspects beneficial to the customer are stronger level 

of satisfaction and access to better products. Factors beneficial to the firm include a better 

capacity for innovation including web based activities, a greater entrepreneurial 

proclivity, stronger interdepartmental integration and improved employee’s 

organizational commitment. For employees, market orientation brings an esprit-de-corps 

working environment and for society market orientation promotes a strong ecological 

orientation.  

The results of this study are not only relevant to academicians. From the point of 

view of a marketing practitioner engaging in Iran trade, the results obtained from our 

study can be helpful. Up to now, no serious study has been conducted in Iran 

environment about the best business strategy despite the phenomenal growth of many 

Iranian economies. Consequently, there are a lot of marketing myths in Iran that are not 

founded on solid empirical evidence. For example, many firms hold the belief that Iranian 

economy and business life is preoccupied with good personal network of relationships, 

therefore the best strategy for firms in Iran is to spend resources on cultivating personal 

relationships with their business partners, particularly government officials who are 

involved in a business transaction. In fact, many firms are willing to invest in relationship 

building at the expense of customer orientation. 

Despite the importance of relationship building, our findings suggest that a total 

relationship orientation without due regard given to market orientation may not be a 

sensible strategic orientation, high levels of market orientation were found to be 

associated with high levels of business performance and website adoption. In other 

words, market orientation may still be a critical success factor for companies operating in 

Iran. Like their counterparts in the US, highly market oriented firms in Iranian business 

environment would outperform those with low level of market orientation. 

Business success depends on customers. This statement now sits at the heart of 

marketing thinking and drives research into market orientation. Yet we are all aware that 

the marketing concept didn’t always dominate organizational thinking. Indeed many 

firms emphasis on organizational (and especially production) efficiency and the use of 
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marketing techniques to persuade. Market orientation provides us with a way to formalize 

our relationship with the markets we serve rather than standing above these markets. We 

now see the need to get out into them and get our hands dirty. As Van Egeren and 

O’Connor report, such market orientation improves performance. It is now accepted 

(almost universally) that being nice to customers brings profits. There is more, we need to 

understand those customers - what they want, how they relate to our business and much 

else besides. Market orientation may be helpful in different ways: 

• For top management the challenges become clearer. 

• All top managers must base their actions on market understanding.  

• Top management should agree on a corporate interpretation of the operating 

environment. 

• Managers must act as a coherent team rather than as heads of individual functions.  

All this brings us to the final challenge. We have to take the marketing concept 

and the idea of market orientation and translate it into a practical set of policies and 

actions.  

Results from the analysis of this research suggest that perceived attitude of 

internet adoption plays the most important role in the modifying the internet adoption 

decision. As mentioned before, perceived usefulness and perceived ease of use are the 

most important reasons for managers having a positive attitude toward internet adoption. 

In the other words, it can be concluded that managers who have positive attitude 

toward internet adoption also perceived internet useful and easy. Thus efforts toward 

changing managers’ perceptions about the benefits of internet can be devised in order to 

increase the adoption of internet. So, it is important to help decision makers to believe 

that internet is easy to use and useful for their job. Governmental organizations and 

public administration can deliver the training programs through seminars, publications 

and guides in order to increase the knowledge of the managers of SMEs regarding the 

benefits that internet can offer to them and also some educational demonstrations can be 

made in order to show decision makers that internet applications are easy to use. In the 

recent years some efforts have been made in designing the websites in Persian language 

in Iran. So, it can help managers to perceive internet easier than before and subsequently 

it can have positive direct effect on decision toward internet adoption and also its usage.   
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Therefore, if through these training programs managers understand that internet is 

easy to use and believe it can bring several opportunities for their business, there would 

be high likely to adopt. They will probably not invest in new technology if they cannot 

see the immediate use of it. Traditional time-consuming, theoretical and lecture-oriented 

courses are not considered to be useful by small and medium enterprises. In fact, it is 

important to appreciate the nature and context of small and medium enterprises, and not 

treat them as smaller versions of large corporations. (Rothwell, 1991) 

These programs should help managers to be convinced that internet is suited to 

the nature of their business. So, these programs have to be carefully targeted in order to 

have a positive effect. As mentioned before managers need to be convinced of the 

benefits before they fully embrace the internet. Government and public administration 

can have the role of catalyzer to increase the internet adoption. This can be achieved for 

example by starting using the internet regularly for their operations. By doing this 

enterprises perceive the adoption more useful than before and it can have effect on their 

decision.  

 

5.3 Contributions 
 

We suggest that the Iranian business environment represents a new empirical 

context that allows for an in-depth inquiry of the link between market orientation, 

business performance and website adoption. This study provides a direct test of the 

applicability of a western paradigm to an Asian country with a completely different 

cultural and economical system.  

An uncritical emulation and extrapolation from the experiences of the developed 

countries marketing concept and IT adoption behavior to developing countries with 

different cultural and economical environments can lead to inefficient and ineffective 

performances of organizations in those countries (Kanumgo and Jaeger, 1990). Several 

researchers have therefore called for empirical work distinguishing “cultural-bound” 

behavior from “universal” behavior (for example, Weinshall, 1997). To enhance our 

overall understanding of the concept of market orientation and its impact on business 
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performance and website adoption, therefore, we believe that an investigation of these 

concepts in Iranian business environment deemed necessary. 

Our findings suggest that Narver and Slater’s scale (MKTOR) and business 

performance scale (MMPF) with slight modification are both reliable and valid scales 

that can be used in Iranian business environment. Although theses scale was originally 

developed in developed countries like US at the strategic business unit (SBU) level, our 

findings suggest that these scales appears to capture well the construct of market 

orientation in Iranian cultural context. 

The finding also presents a strong support to the existing theoretical links of TAM 

in Iranian context as well as many other developed countries. 

Result of this study support the asserted relationship between market orientation, 

company performance and website adoption. Evidence provided by this research further 

strengthens the positive link between market orientation and business performance, a 

result obtain by previous studies of the same nature in the US and some other countries. 

 

5.4 Limitations 
 

There are a number of limitations associated with the research. First, the sample 

selection may limit the ability to generalize the finding to the overall population.  

Second, although the choices for each question were adopted from the previous 

studies, all possible alternatives might not have been included. Besides, showing the 

respondents the list of potential answers could have caused biases in their responses. 

Third, the main limitation corresponds to the number of employees considered in 

each company. The sample is mainly of companies whose number of employees are 

varies between 1- 250 employees.  Thus the sample may be biased toward smaller firms. 

Fourth, self-reports were used to measure market orientation, business 

performance and internet adoption, Self-reports may create self-generated validity and 

thus inflated causal linkages.  

Fifth, the effect of market orientation on performance and adoption could be time 

dependent. Hence, companies that are implementing the marketing concept (market 

orientation) today may not experience the full effect until years from now.  
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Finally, cross-sectional data were used to test the association of market orientation 

with website adoption and business performance; such data capture the perception of 

managers at a certain point in time. Although, it is important to mention that the study 

provides only a snapshot picture at a single point in time, which means that the research 

is valid only if external environment variables are unaffected, e.g., government 

regulations, economic cycle, competitive environment,… 

 

5.5 Future Research 
 

In this section some suggestions for future research have been delivered. Future 

research could build upon this study through replication across different samples and 

across a range of different IT innovations. The validated research framework proposed in 

this study can then serve as a basis for hypotheses formulation for future research in this 

area. A longitudinal study would provide more conclusive evidence to the relationship 

between market orientation, business performance and website adoption. MKTOR, 

MMPF and TAM can be replaced by other models e.g. MARKOR for market orientation, 

TRA and TPB for adoption and objective business performance instead of MMPF in 

future research. 

 

5.6 Conclusion 
 

The first objective is to collect data in an Iranian context to determine if Narver 

and Slater’s scale of market orientation, MMPF scale of business performance and TAM 

theory of adoption can be extended to Iranian cultural context, and if these scales are 

found to be valid and reliable. 

In addition to contribution of validating the scale in Iranian context, the study 

would provide results of testing the asserted relationship between market orientation, 

business performance and website adoption. 

According to the results of this thesis, market orientation and business 

performance are correlated to each other in both samples of website adopters and non-
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website adopters, Iranian SMEs with higher level of market orientation are more willing 

to use website as a business tool in comparison with firms with lower level of market 

orientation. In website adopters, behavioral intention, perceived usefulness and perceived 

ease of use has positive direct effect on website adoption, although perceived usefulness 

plays most important role. Among non-website adopters, behavioral intention, perceived 

usefulness and perceived ease of use don’t have any positive impact on website adoption! 

Managers of both sample groups have positive attitude toward having website 

while this attitude is greater in website adopters than non-website adopters. Although, 

website adopters believe having website would enhance their job performance and 

effectiveness, non-website adopters believe website is not so helpful in their jobs.  

Subsequently, behavior is the transmission of intention into action. Website 

adopters have positive intention to adopt website i.e. more level of readiness in 

comparison with no-website adopters where the intention to adopt website is negative. 
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Appendix A: Questionnaire 
 
Section One: Market Orientation 
 
For the following questions, please put down the number which best describe the usage of 

the following concepts in your organization. 

                      _____1_____ _____2_____ _____3_____ _____4_____ _____5_____ 

                  Strongly Disagree   Disagree          Neutral           Agree        Strongly Agree 

 
Section Two: Business Performance 

For the following questions, please put down the number which best describe the usage of 

the following concepts in your organization. 

                      _____1_____ _____2_____ _____3_____ _____4_____ _____5_____ 

                  Strongly Disagree    Disagree         Neutral          Agree        Strongly Agree 

NO. Business Performance 1 2 3 4 5

1 The equity of our company (e.g. wage, promotions, and fringe benefits) to employees 
has been continuously improving in the past three years. 

  
  

  
  

  
  

  
  

  
  

NO. Market Orientation 1 2 3 4 5
1 We encourage customer comments and complain because they help us do a better job.           
2 After-sale services are an important part of our business strategy.           
3 We have a strong commitment to our customers.           
4 We are always looking at ways to create customer value in our products.           
5 We measure customer satisfaction on a regular basis.           

6 In our company marketing's most important job is to identify and help meet the needs of 
our customers.           

7 We define quality as the extent to which our customers are satisfied with our 
products/services.           

8 We regularly monitor our competitors' marketing efforts.           

9 We frequently collect marketing data on our competitors to help direct our marketing 
plans.           

10 Our salespeople are instructed to monitor and report on competitor activity.           
11 We respond rapidly to competitors' actions.           
12 Our top managers often discuss competitors' action.           
13 We consider opportunities based on competitive advantage.           

14 In our firm the marketing people have a strong input into the development of the new 
product/services.           

15 Marketing information is shared with all departments.           
16 All departments are involved in preparing business plans/strategies.           
17 We do a good job integrating the activities of all departments.           
18 The marketing people regularly interact with other departments on a formal basis.           
19 Marketing is seen as a guiding light for the entire firm.           
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2 The training function provided to employees for the acquisition of necessary job skills 
and knowledge has been continuously improved in the past three years. 

  
  

  
  

  
  

  
  

  
  

3 
The extent of employee job satisfaction has been continuously improving in the past 
three years.           

4 
The extent of employee job security has been continuously improving in the past three 
years.           

5 The environmental factors affecting the job (e.g. safety of the job environment) have 
been continuously improving in the past three years. 

  
  

  
  

  
  

  
  

  
  

6 The success rate of our company in introducing new or modified products/services to 
satisfy customer needs has been continuously improving in the past three years. 

  
  

  
  

  
  

  
  

  
  

7 
 

The price of the products/services of our company has remained relatively competitive 
to the price trend of the competitors in the past three years.       

8 The ability of our company to satisfy customer needs (e.g. decrease in customer 
complains and product return) has been continuously improving in the past three years. 

 
  

 
  

 
  

 
  

 
  

9 The efficiency of labor of our company (e.g. ratio of total output to labor input) has been 
continuously improving in the past three years. 

  
  

  
  

  
  

  
  

  
  

10 The efficiency of capital utilization of our company (e.g. ratio of total output to capital 
input) has been continuously improving in the past three years. 

  
  

  
  

  
  

  
  

  
  

11 
The level of consumer rights of our company has been continuously increasing in the 
past three years.           

12 The level of recognition of the need to protect the environment in our company has been 
continuously improving in the past three years. 

  
  

  
  

  
  

  
  

  
  

13 The expansion of the product/market of our company has been continuously increasing 
in the past three years. 

  
  

  
  

  
  

  
  

  
  

14 The provision of employment opportunities by our company has been continuously 
increasing in the past three years. 

  
  

  
  

  
  

  
  

  
  

 
Section Three: Website Adoption 

1. Does your company have website?            Yes                      No 

2. On average, how many hours do you sue website for your job during a week? 

   Less than 1 hour                    10-15 hours 
         1-5 hours                               More than 10 hours 
         5-10 hours    
 

For the following questions, please put down the number which best describe the usage of 

the following concepts in your organization. 

                      _____1_____ _____2_____ _____3_____ _____4_____ _____5_____ 

                  Strongly Disagree    Disagree         Neutral           Agree       Strongly Agree 

 
NO. Website Adoption 1 2 3 4 5

3 I will strongly recommend others to have website in their jobs.           
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4 I will use website in my company on a regular basis in the future.           
5 I will use website in my company frequently in the future           
6 Using the website in my job is pleasant.           
7 Using a website in enterprise is a wise idea.           
8 I like the idea of using the website in job.           
9 Learning to operate with website is easy.           

10 The interaction with the internet is clear and understandable.           
11 I think becoming skillful at using website is easy.           
12 Website usage increases the performance/productivity of our company.           
13 Website usage enables our company to accomplish tasks more quickly.           
14 Website usage is useful in my company.           

 
Section Four: General Information 

Managers' Information: 
 

1. Gender:             Male                Female 

2. Age: 

   20-30 Years                     55-65 Years 
   36-45 Years                     Over 65 Years 
   46-55 Years 

 
3. Educational Level: 

         Diploma and Less            Doctorate 
         Bachelor                           Other 
         Master 
 
Company's Information: 

1. Total Number of employees: 

   1-9                                   50-99                          
   10-49                               100-250 

2. Age (date of foundation) of the Company: 

         0-5 Years                         15-49 Years 
         5-14 Years                        More than 50 Years 

3. Industry in which your Firm Operates: 

   Service Industry 
   Manufacturing Industry 
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Appendix B: Comparative Analysis between Techniques 
 

Issue LISREL PLS Linear Regression 

Objective of 
Overall Analysis 

Show that the null hypothesis  
of the entire proposed model is  
plausible, while rejecting path- 
specific null hypotheses of no  
effect. 

Reject a set of Path-
specific null 
hypotheses of no 
effect. 

Reject a set of path- 
specific null hypotheses 
of no effect. 

Objective of  
Variance 
Analysis 

Overall model fit, such as 
insignificant Chi-Square or 
high AGFI. 

Variance 
explanation 
(R-Square). 

Variance explanation 
(R-Square). 

Required Theory 
Base 

Requires sound theory base. 
Supports confirmatory research. 

Does not necessarily 
require sound 
theory- base. 
Supports both  
exploratory and  
confirmatory 
research. 

Does not necessarily  
require sound theory- 
base. Supports both  
exploratory and  
confirmatory research. 

Assumed 
Distribution 

Multivariate normal, if 
estimation  
is through ML. Deviations from 
multivariate normal are 
supported with other estimation 
techniques. 

Relatively robust to 
deviations from a  
multivariate 
distribution. 

Relatively robust to  
deviations from a  
multivariate distribution, 
with established methods 
of handling non- 
multivariate distribution. 

Required 
Minimal  
Sample Size 

At least 100-150 cases. 

At least 10 times the 
number of items in 
the most complex 
constructs. 

Supports smaller sample 
sizes, although a sample 
of at least 30 is required. 
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Appendix C: Compatibility by Research Approach 
 

Capabilities LISREL PLS Regression 

Maps paths to many dependent (latent or 
observed) variables in the same research 
model and analyze all the paths 
simultaneously rather than one at a time. 

Supported Supported Not-Supported 

Maps specific and error variance of the 
observed variables into the research 
model. 

Supported Not-
Supported Not-Supported 

Maps reflective observed variables. Supported Supported Supported 

Maps formative observed variables. Not-
Supported Supported Not-Supported 

Permits rigorous analysis of all the 
variance components of each observed 
variable (common, specific, and error) as 
an integral part of assessing the  
structural model. 

Supported Not-
Supported Not-Supported 

Allows setting of non-common variance 
of an observed variable to a given value 
in the research model. 

Supported Not-
Supported 

Supported by 
adjusting 
the correlation 
matrix. 

Analyzes all the paths, both 
measurement 
and structural, in one analysis. 

Supported Supported Not-Supported 

Can perform a confirmatory factor 
analysis. Supported Supported Not-Supported 

Provides a statistic to compare 
alternative 
confirmatory factor analysis model 

Supported Not-
Supported Not-Supported 

 


