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ABSTRACT

The propulsion of the business world into the new era of Information
Communication Technology (ICT) has placed Internet marketing websites in the
limelight, playing an important role in reaching specific focus groups comprising
users who vary in many aspects. Having looked at some aspects pertaining to the
usability of Internet marketing websites, and the challenges associated with good
website designs incorporating usability factors, there is evidently a research gap in
the understanding of the perceptions of Students Internet Users (SIUs) on Web
usability and how this affects their online buying behaviour. General Internet-based
studies have proposed web usability guidelines for all Internet users without
focusing on a particular market segment, contrary to the science of marketing that
advocates businesses to target, segment and position their products for their
intended customers. Hence, this research is set forth to investigate the role of
usability, design, credibility and persuasion to the purchase intention of SIUs
towards Internet marketing websites from the perspective of SIUs from 24
industries of interest. Empirical results via Partial Least Square Structured Equation
Modelling (PLS-SEM) revealed that all research variables were found to significantly
contribute towards SIU’s purchase intention towards websites from 24 industry
categories. Industry is found to be a moderator, while ‘Persuasion” is proven to
have a strong mediation effect in the research framework. This research bridged
existing gaps in empirical Internet marketing research devoid of a specific target
market segment. The finding also addresses the gap in theory by including
persuasion to the equation. In TAM Model, persuasion mediates the relationship
between the “perceived ease of use” and “behavioural intention to use”. As for
ELM, the finding helps to extents the ELM model by linking “Persuasion Outcome”
to purchase intention. Further, some research and practical implications are
provided on specific guidelines for cyberpreneurs and technopreneurs in the design
and presentation of usable and highly marketable websites to reach the market
segment comprising SIUs who make up a formidable bulk of the millennials
affected by online purchasing. Research limitations and direction for future research

are also discussed.



ABSTRAK

FAKTOR KEBOLEHGUNAAN WEB DAN PENGANTARAAN PUJUKAN YANG
MENYUMBANG KEPADA PEMBELIAN DI INTERNET

Pendorongan dunia perniagaan ke era baru Teknologi Komunikasi Maklumat (ICT)
telah meletakkan laman web pemasaran Internet mendapat perhatian. Setelah
melihat beberapa aspek yang berkaitan dengan kebolehgunaan laman web
pemasaran Internet, dan cabaran yang berkaitan dengan reka bentuk, laman web
yang baik menggabungkan faktor kebolehgunaan, maka wujudnya jurang
penyelidikan dalam memahami persepsi Pengguna Pelajar Internet (SIUs) pada
kebolehgunaan web dan bagaimana ianya memberi kesan kepada tingkah laku
pembeli dalam talian. Kajian berasaskan-Internet secara umumnya telah
mencadangkan garis panduan kebolehgunaan web untuk semua pengguna Internet
tanpa memberi tumpuan kepada segmen pasaran tertentu, bertentangan dengan
sains pemasaran yang menyokong perniagaan untuk fokus kepada sasaran,
segmen dan kedudukan produk mereka untuk pelanggan yang dimaksudkan. Oleh
itu, kajian ini adalah ditetapkan untuk menyiasat peranan kebolehgunaan, reka
bentuk, kredibiliti dan pujukan bagi niat pembelian SIUs terhadap laman web
pemasaran Internet dari perspektif SIUs dari 24 industri berkepentingan. Hasil
kajian melalui Separa Least Square Persamaan Permodelan berstruktur (PLS-SEM)
menunjukkan bahawa semua pembolehubah penyelidikan didapati menyumbang
secara signifikan terhadap niat pembelian SIU terhadap laman web dari 24 kategori
industri. Industri merupakan moderator, manakala pujukan' terbukti mempunyai
kesan pengantaraan yang kuat dalam kerangka penyelidikan. Kajian ini dapat
mengurangkan jurang yang sedia ada dalam kajian empirikal pemasaran Internet
terhadap penyelidikan segmen sasaran tertentu. Selanjutnya, beberapa implikasi
kajian dan praktikal disediakan pada garis panduan khusus untuk cyberpreneurs
dan usahawan teknologi dalam reka bentuk dan persembahan laman web boleh
guna dan yang mudah untuk memasuki pasaran bagi mencapai segmen pasaran
yang terdiri darijpada SIUs yang membentuk sebahagian besar Millennials yang
terjejas oleh pembelian dalam talian. Batasan penyelidikan dan hala tuju untuk

kajian akan datang juga dibincangkan.

Vi



TABLE OF CONTENTS

Page
TITLE !
DECLARATION L
ACKNOWLEDGEMENT i
CERTIFICATION iv
ABSTRACT v
ABSTRAK v
TABLE OF CONTENTS vil
LIST OF TABLES xil
LIST OF FIGURES X
CHAPTER 1: INTRODUCTION
1.0 Introduction 1
1.1 Research Background 1
1.2 Internet Marketing Evolution 4
1.3 Website Usability 6
1.4 Student Internet Users 13
1.5 Research Problem Statement 13
1.6 Research Questions 15
1.7 Research Objective 17
1.8 Significance of Study 18
1.9 Justifications of Study 20
1.10  working Definitions 22

1.11  Qrganization of Chapters 23

vii



CHAPTER 2: LITERATURE REVIEW

2.0

2.1

2.2
2.3

2.4
2.5
2.6
2.7

2.8

2.9

2.10

Introduction

Electronic Commerce and Internet Marketing: Concepts and
Definitions

Electronic Commerce on the Global Front

Electronic Commerce Business Models

2.3.1 Business to Customers (B2C)

2.3.2 Business to Business (B2B)

2.3.3 Business to Government (B2G)

Internet Marketing in Malaysia

Internet User Segments

Principles of Ergonomics and Human Computer Interaction
Principles Supporting Web Usability

2.7.1 Online Purchase Intention

Underlying Theories Supporting Web Usability and Online
Purchase

2.8.1 Theories from Experimental Psychology
2.8.2 Technology Acceptance Model

2.8.3 Elaboration Likelihood Model

Web Usability Factors

2.9.1 Factors Affecting Overall Web Usability
2.9.2 Web Navigation

2.9.3 Objective of Website

2.9.4 Interactivity of Website

2.9.5 Download Speed of Website

2.9.6 Web Design

2.9.7 Website Credibility

2.9.8 Website Persuasiveness

Internet Marketing Industries

viii

25

26

26
33
33
34
35
36
41
44
46
48

52

52
54
55
58
60
61
61
62
64
65
68
71
74



2.11
2.12
2.13
2.14

Web Evaluation Techniques
Research Conceptual Framework
Gaps Addressed by this Research

Chapter Summary

CHAPTER 3: RESEARCH METHODOLOGY

3.0
3.1

3.2
3.3
3.4
3.5
3.6
3.7
3.8
3.9

3.10
3.11

Introduction

Operational Definition of Research Variables
3.1.1 Usability

3.1.2 Design

3.1.3 Credibility

3.1.4 Persuasion

3.1.5 Purchase Intention

Formative and Reflective Measurements of Constructs
Industries of Interest for Student Internet Users
Hypothesis Development

Usability Measurement Models

Questionnaire Development and Measurements
Sampling

Survey Administration

Data Analysis

3.9.1 Why Partial Least Square (PLS)?

3.9.2 Reporting Results from PLS Path Modelling

3.9.3 Effect Size, Predictive Relevance and Goodness of Fit Index

Pilot Study

Chapter Summary

76
78
79
81

82
82
82
87
88
90
91
93
94
96
97
98
100
103
105
107
110
113
114

119



CHAPTER 4: DATA ANALYSIS

4.0
4.1
4.2

4.3
4.4
4.5

4.6

Introduction

Data Preparation and Screening

Descriptive Statistics

4.2.1 Industry Distribution

4.2.2 Demographic Characteristics of Respondents

4.2.3 Internet Experiences of Respondents

4.2.4 Respondents’ State of Origin in Malaysia

4.2.5 Relationship Status of Respondents

4.2.6 Basic Personality Indicators of Respondents

4.2.7 Income and Monthly Allowance

4.2.8 Possession of Credit Card

4.2.9 Preference of Site Map Placements in Websites
Selecting Data for Inferential Statistics and Hypotheses Testing
Item Statistics, Normality and Reliability Analysis

Reporting of PLS Results and Hypotheses Testing

4.5.1 Assessment of the Outer Model (Measurement Model)
4.5.2 Assessment of the Inner Model (Structural Model)

4.5.3 Effect Size (f?), Predictive Relevance (Q?) and Goodness of
Fit (GoF) Index

4.5.4 Moderation Analysis for Website Industry
Industry Analysis
4.6.1 Airlines Industry

4.6.2 Application Service Providers and Telecommunications
Industry

4.6.3 Automotive Industry
4.6.4 Banking and Finance Industry
4.6.5 Books Industry

4.6.6 Clothes and Apparels Industry

120
120
121
122
125
128
129
131
131
133
134
135
136
138
142
144
149

154

157
158
159

161

164
166
168
170



4.7
4.8

4.6.7 Computer Hardware Industry

4.6.8 Computer Software Industry

4.6.9 Consumer Electronics Industry

4.6.10 Cosmetics Industry

4.6.11 Online Dating and Matchmaking Industry
4.6.12 Education and Training Industry

4.6.13 Employment Industry

4.6.14 Entertainment and Music Industry
4.6.15 Fashion and Accessories Industry
4.6.16 Food and Beverages Industry

4.6.17 Furniture and Fixtures Industry

4.6.18 Gifts and Presents Industry

4.6.19 Government Websites

4.6.20 Health and Medicine Industry

4.6.21 Hotel and Travel Industry

4.6.22 Publicity and Mass Media Industry
4.6.23 Real Estate and Property Industry
4.6.24 Sports Equipment and Facilities Industry
Summary of Industry Analysis

Chapter Summary

CHAPTER 5: DISCUSSION

5.0
5.1
5.2

Introduction

Summary of Research Findings
Discussions of Hypotheses Results
5.2.1 Hypothesis 1

5.2.2 Hypothesis 2

5.2.3 Hypothesis 3

Xi

172
174
176
178
180
182
184
186
188
190
192
194
196
198
200
202
204
206
208
210

211
211
218
218
219
220



5.3

5.2.4 Hypothesis 4
5.2.5 Hypothesis 5
5.2.6 Hypothesis 6

Chapter Summary

CHAPTER 6: CONCLUSION AND RECOMMENDATIONS

6.0 Introduction
6.1 Conclusion
6.2 Implications of Study
6.2.1 Implications for Research and Theory
6.2.2 Implications for Practice
6.2.3 Implications for Government and Policy Makers
6.3 Limitations of Study
6.4 Recommendations and Directions for Future Research
REFERENCES
APPENDIX

Appendix A: Research Questionnaire

Appendix B: Questionnaire Face Validity

Xii

221
225
227
228

229
229
235
235
236
237
238
239

244
276
276
285



Table 1.1
Table 2.1

Table 2.2
Table 2.3

Table 2.4
Table 2.5
Table 2.6
Table 2.7
Table 3.1
Table 3.2
Table 3.3
Table 3.4
Table 3.5
Table 3.6
Table 3.7
Table 3.8
Table 3.9
Table 3.10
Table 3.11

Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 4.5

Table 4.6

Table 4.7

LIST OF TABLES

Summary of Justifications of Study

Top 20 Countries Worldwide with the Highest Number of
Internet Users

Digital Buyers by Worldwide Regions

Top 20 Asian Countries With the

Highest Internet Penetration Rate

Internet Users within ASEAN

Internet Usage and Population Growth in Malaysia
Age-Based Internet User Segments

Internet Marketing Industries that Appeal to SIUs
Items used to measure Website Usability

Items used to measure Website Design

Items used to measure Website Credibility

Items used to measure Website Persuasion

Items used to measure Purchase Intention

Website Industries Appealing to Student Internet Users
Usability Measurement Models

Result of KMO and Bartlett’s Test

Rotated Component Matrix (Initial Factor Analysis)
Result of Factor Analysis — Total Variance Explained
Rotated Component Matrix (Factor Analysis — After
Removal of items ul3 and c3)

Website Evaluations by Industry Category
Demographic Characteristics of Respondents
Internet Usage Experience

Respondents’ State of Origin

Relationship Status of Respondents
Cross Tabulation between Gender and Relationship Status

Basic Measures of Personality of Respondents

Xiii

Page
20
29

31
37

38
39
43
75
86
88
89
91
92
95
97
115
116
117
118

123
126
128
129
131

131

133



Table 4.8
Table 4.9
Table 4.10
Table 4.11

Table 4.12

Table 4.13

Table 4.14
Table 4.15
Table 4.16
Table 4.17
Table 4.18
Table 4.19

Table 4.20
Table 4.21
Table 4.22
Table 4.23
Table 4.24

Table 4.25
Table 4.26
Table 4.27
Table 4.28
Table 4.29
Table 4.30
Table 4.31
Table 4.32
Table 4.33
Table 4.34

Income / Monthly Allowance

Possession of Credit or Debit Card

Preferences for Site Map Placement

Item Statistics, Normality and Reliability for Usability
Construct

Item Statistics, Normality and Reliability for Design and
Credibility Constructs

Item Statistics, Normality and Reliability for Persuasion
and Purchase Intention Constructs

Summary of Reliability Results

Summary of descriptive statistics for each construct
Outer Model Loadings and Cross Loadings

Average Variance Extracted and Composite Reliability
AVE and Latent Variable Correlations

Resulting of Multiple Linear Regression highlighting
Variance Inflation Factor

Path Coefficients and Significance

Effect Size and Predictive Relevance of Research Model
Calculation of GoF index

Summary of Path Relationships

Result of One Way ANOVA to test for Moderation of
Industry for Research Constructs

Path Modelling for Airlines Industry

Path Modelling for ASP and Telecommunications Industry

Path Modelling for Automotive Industry

Path Modelling for Banking and Finance Industry
Path Modelling for Books Industry

Path Modelling for Clothes and Apparels Industry
Path Modelling for Computer Hardware Industry
Path Modelling for Computer Software Industry
Path Modelling for Consumer Electronics Industry

Path Modelling for Cosmetics Industry

Xiv

133
135
135
139

140

141

141
144
145
147
148
149

151
155
156
157
158

159
162
164
166
168
170
172
174
176
178



Table 4.35

Table 4.36
Table 4.37
Table 4.38
Table 4.39
Table 4.40
Table 4.41
Table 4.42
Table 4.43
Table 4.44
Table 4.45
Table 4.46
Table 4.47
Table 4.48

Table 4.49
Table 4.50
Table 5.1
Table 5.2

Table 5.3

Table 6.1

Table 6.2
Table 6.3

Path Modelling for Online Dating and Matchmaking
Industry

Path Modelling for Education and Training Industry
Path Modelling for Employment Industry

Path Modelling for Entertainment and Music Industry
Path Modelling for Fashion and Accessories Industry
Path Modelling for Food and Beverages Industry
Path Modelling for Furniture and Fixtures Industry
Path Modelling for Gifts and Presents Industry

Path Modelling for Government Websites

Path Modelling for Health and Medicine Industry
Path Modelling for Hotel and Travel Industry

Path Modelling for Publicity and Mass Media Industry
Path Modelling for Real Estate and Property Industry
Path Modelling for Sports Equipment and Facilities
Industry

Summary of Significant Paths (Industries 1 to 12)
Summary of Significant Paths (Industries 13 to 24)
Summary of Research Questions

Mapping of Research Objectives to Address Research
Questions

Translation of Research Objectives to Measureable
Hypothesis, Analysis and Results

Research Objectives and Achievements

Summary of Gaps and Contributions of Study
Ranking of Crucial Paths for All Industries

XV

180

182
184
186
188
190
192
194
196
198
200
202
204
206

208
209
214
215

216

230

233
241



Figure 1.1
Figure 1.2

Figure 1.3

Figure 2.1
Figure 2.2
Figure 2.3
Figure 2.4
Figure 2.5
Figure 2.6
Figure 3.1
Figure 3.2
Figure 3.3

Figure 3.4
Figure 4.1
Figure 4.2

Figure 4.3
Figure 4.4
Figure 4.5
Figure 4.6
Figure 4.7

Figure 4.8

Figure 4.9

LIST OF FIGURES

Malaysia’s E-Commerce Market Size

Rising number of Internet users and Malaysians Buying
Online

The convergence of multiple disciplines that creates
Internet Marketing

Worldwide Internet Users by Geographic Regions
Digital Buyers According to Worldwide Regions
Malaysia’s Population and Internet Usage Growth
Technology Acceptance Model (TAM)

ELM: Central and peripheral routes to persuasion
Research Conceptual Framework

Formative Construct

Reflective Construct

The Two-Step Process of Reporting PLS Result of Path
Modelling

The Inner and Outer Model of the Research Framework
Box Plot showing outliers

Bar chart of Frequency of Website Evaluations by
Industry

Line Chart of Age of Respondents

Bar Chart Showing Job Status of Respondents

Bar Chart Showing Respondents’ State of Origin
Respondents’ Income or Monthly Allowances

Bar Chart showing Preference for Site Map Placements for
Male and Female Respondents

Screenshot of Random Selection of 15 samples per
industry Using RANDBETWEEN formula in Microsoft Excel
Screenshot of the final dataset of 360 samples in SPSS

XVi

Page

27
32
40
54
56
79
93
94
111

112
121
124

127
127
130
134
136

137

138



Figure 4.10

Figure 4.11
Figure 4.12
Figure 4.13
Figure 4.14
Figure 4.15
Figure 4.16

Figure 4.17
Figure 4.18

Figure 4.19
Figure 4.20

Figure 4.21
Figure 4.22
Figure 4.23
Figure 4.24

Figure 4.25
Figure 4.26

Figure 4.27
Figure 4.28

Figure 4.29
Figure 4.30

Figure 4.31
Figure 4.32

Research Framework with Corresponding Research
Hypotheses

Overall Model Outer Loadings and Path Coefficients
Bootstrapping of the Overall Model with 5,000 Iterations
Path Modelling for Airlines Industry

Bootstrapping with 5,000 iterations for Airlines Industry
Path Modelling for ASP and Telecommunications Industry
Bootstrapping with 5,000 iterations for ASP and
Telecommunications Industry

Path Modelling for Automotive Industry

Bootstrapping with 5,000 iterations for Automotive
Industry

Path Modelling for Banking and Finance Industry
Bootstrapping with 5,000 iterations for Banking and
Finance Industry

Path Modelling for Books Industry

Bootstrapping with 5,000 iterations for Books Industry
Path Modelling for Clothes and Apparels Industry
Bootstrapping with 5,000 iterations for Clothes and
Apparels Industry

Path Modelling for Computer Hardware Industry
Bootstrapping with 5,000 iterations for Computer
Hardware Industry

Path Modelling for Computer Software Industry
Bootstrapping with 5,000 iterations for Computer Software
Industry

Path Modelling for Consumer Electronics Industry
Bootstrapping with 5,000 iterations for Consumer
Electronics Industry

Path Modelling for Cosmetics Industry

Bootstrapping with 5,000 iterations for Cosmetics Industry

XVii

143

146
152
160
161
163
163

165
165

167
167

169
169
171
171

173
173

175
175

177
177

179
179



Figure 4.33

Figure 4.34

Figure 4.35
Figure 4.36

Figure 4.37
Figure 4.38

Figure 4.39
Figure 4.40

Figure 4.41
Figure 4.42

Figure 4.43
Figure 4.44

Figure 4.45
Figure 4.46

Figure 4.47
Figure 4.48

Figure 4.49
Figure 4.50

Figure 4.51
Figure 4.52

Figure 4.53

Path Modelling for Online Dating and Matchmaking
Industry

Bootstrapping with 5,000 iterations for Online Dating and
Matchmaking Industry

Path Modelling for Education and Training Industry
Bootstrapping with 5,000 iterations for Education and
Training Industry

Path Modelling for Employment Industry
Bootstrapping with 5,000 iterations for Employment
Industry

Path Modelling for Entertainment and Music Industry
Bootstrapping with 5,000 iterations for Entertainment and
Music Industry

Path Modelling for Fashion and Accessories Industry
Bootstrapping with 5,000 iterations for Fashion and
Accessories Industry

Path Modelling for Food and Beverages Industry
Bootstrapping with 5,000 iterations for Food and
Beverages Industry

Path Modelling for Furniture and Fixtures Industry
Bootstrapping with 5,000 iterations for Furniture and
Fixtures Industry

Path Modelling for Gifts and Presents Industry
Bootstrapping with 5,000 iterations for Gifts and Presents
Industry

Path Modelling for Government Websites
Bootstrapping with 5,000 iterations for Government
Websites

Path Modelling for Health and Medicine Industry
Bootstrapping with 5,000 iterations for Health and
Medicine Industry

Path Modelling for Hotel and Travel Industry

XViii

181

181

183
183

185
185

187
187

189
189

191
191

193
193

195
195

197
197

199
199

201



Figure 4.54

Figure 4.55
Figure 4.56

Figure 4.57
Figure 4.58

Figure 4.59

Figure 4.60

Figure 5.1

Figure 5.2
Figure 5.3

Bootstrapping with 5,000 iterations for Hotel and Travel
Industry

Path Modelling for Publicity and Mass Media Industry
Bootstrapping with 5,000 iterations for Publicity and Mass
Media Industry

Path Modelling for Real Estate and Property Industry
Bootstrapping with 5,000 iterations for Real Estate and
Property Industry

Path Modelling for Sports Equipment and Facilities
Industry

Bootstrapping with 5,000 iterations for Sports Equipment
and Facilities Industry

Persuasion techniques applied in a website (original)
Persuasion techniques applied in a website (with notation)

Persuasive Elements in MITI website

XiX

201

203
203

205
205

207

207

223

223
225



CHAPTER 1

INTRODUCTION

1.0 Introduction

This chapter presents the introduction to this research, which focuses on web
usability factors that contribute to the success of Internet marketing. This study is
aimed at unveiling crucial Web usability factors and determining how they affect
the purchase intention of consumers in Internet marketing websites, specifically
those targeting Student Internet Users (SIUs). Besides detailing usability, the study
also analyses the effects of web design, credibility and persuasion on the success of
marketing websites, and examines the moderating effect of website industries to

consumer online purchase behaviour.

The main theme of the study is presented in the research background; the
overview and major milestones of Internet marketing come thereafter, followed by
a critical discourse of the research problems, research questions and the main
objective of this research. Found within this chapter is also the significance of the
study, which offers a vital link between academia and segments of society affected
by Internet marketing, namely marketers, consumers, designers, the government
and policy makers and so forth. This chapter ends with an outline of the rest of the

chapters encompassed within this thesis.

1.1 Research Background

The Internet has become an important technological means of communicating and
exchanging information allowing users to send and receive data through a
worldwide system of computer networks. At the click of the mouse, information is
obtained, goods and services purveyed and procured, decisions made and acted
upon, greetings conveyed and received, and so forth. Following the launch of the
world’s first website in 1991 (Chaffey et al, 2009: 3), the Internet has enabled

individuals and organisations to view a host of issues from a global perspective,



and exchange a variety of information quickly and freely, thereby involving and
affecting many public and private sectors encompassing governments, education,
entertainment, businesses and other industries. It is no wonder therefore, that the
Internet has amassed a huge following worldwide with a stark increase seen in the

last decade or more.

In Malaysia alone, there were over 17.7 million Internet users in 2012,
representing more than 60% of the population comprising 29.2 million; indicating a
sharp increase from 3.7 million Internet users or 15% of the nation’s population in
the year 2000. The number of Internet users in Malaysia is estimated to reach 25
million by 2017 (Internet World Stats, 2014).

Despite the rise of Internet users, web developers and online marketing
firms are still faced with questions regarding the ease of use and successful
transactions completed from their online portals. Hence considering factors such as
website usability, design, credibility and persuasiveness of websites are deemed
important for online marketing efforts to be successful (Lindgreen and Wynstra,
2005; Ulaga and Eggert 2006; Bernard and Makienko, 2011).

While there are many aspects of the Internet affecting different facets of
the society, one of the more popular uses of the Internet involves E-Commerce,
which has increased steadily worldwide, indicated by the sharp rise in the number
of Internet users searching for product information and purchasing online (Seock
and Nortan, 2008). Within Malaysia, estimates as of 2012 predicted the E-
Commerce market size to hit RM 5 billion in 2014, from a mere RM 1.8 billion in

2010 as seen in Figure 1.1, with further growth expected in the forthcoming years.



Billion

1.8

-

2010 2014

N WA 01O

Year

Figure 1.1: Malaysia’s E-Commerce Market Size.

Source  : Malaysiacrunch.com (2014)

The rapid increase of Internet users annually in Malaysia has caused a rising
trend and tendency for Malaysian consumers to purchase online
(MalaysiaCrunch.com, 2014), with Figure 1.2 depicting the increasing number of

Internet users in Malaysia and those purchasing online.

O Internet Users

@ Buying Online

2008 2009 2010 2011 2012

Figure 1.2 : Rising Number of Internet Users and Malaysians
Buying Online (in Million) .

Source : Malaysiacrunch.com (2014)



Internet marketing is viewed as a convergence of several disciplines. It is,
essentially a convergence of the three conventional study of Social, Technology and
Economics (refer to Figure 1.3), which forms the backdrop of this study, is
therefore becoming more important as the growth of the Internet leads to rapid
online activities, and the development of new and more innovative products
offerings, attractive website designs, increases in e-services and online real-time

customer support (Owyang, 2013).

Figure 1.3: The Convergence of Multiple Disciplines that
Creates Opportunity for Internet Marketing.
Source  : Adapted from Owyang, 2013.

1.2 Internet Marketing Evolution

Internet marketing in the 21 century requires a multidisciplinary approach in terms
of investigation as it includes elements of social, economics and technology, the
most pervasive force among these being the dynamic and rapid change of
technology (Owyang, 2013). While it is undeniable that technology has radically
altered all facets of life within various segments of society, one area most affected

by it is communication, which lies at the heart of any functional structure.
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