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ABSTRACT: 
This research tries to investigate the adoption of information technology and its constituents by the 
customers while making decisions to buy any product from the market utilising TAM. Many political 
and business related changes are being made in the context of marketing management. In the past 20 
years, every domain of management has seen a transformation. Text explosion and information, 
information, technology and advancement in transport and communication revolutionised every 
domain of management marketing management which was regarded as the cost for the management 
is now regarded and recognised at the strategic level. The marketing managers are now enjoying high 
status in the corporate world. Traditionally, the field of marketing management was dependent on 
mass media and broadcast media, but with the advent of social media and the access of Internet to 
almost more than 50% of the consumers in every industry has transformed the field of marketing 
management.  
This change was recognised by many authors and researchers around the globe and there is a need to 
research from customers perspective that how easily consumers are adopting technology in decision 
making, For the assessment Technology Acceptance Model (TAM) was utilised. The data was 
collected from (n=138) marketing managers, the data was analysed by the use of SPSS 22.0 for 
descriptive analysis and for regression analysis and structural modelling method was applied. The 
finding suggest the technology acceptance model is highly applicable to marketing activities and some 
of its constituents rank high when it comes to make a decision to buy any product by the customer. 
However Attitude of using does not have any direct impact on Intention to use.  

 

Keywords: Marketing Managers, Status of Marketing managers, SEM, Lisrel 9.0., information technology, 
marketing activities.  
 

 
1. Introduction 
 

The transformation in the field of marketing management and this upliftment of 
status for marketing managers is characterised by the advancement of information, 
technology, and the inclusion of technology in the field of marketing activities. 
Traditionally, marketing management was recorded as a combined function relies upon 
4Ps of marketing that is place, price, promotion, and product. This was the corporate 
mantra for the marketing managers to succeed in any market. They need to be very focused 
when it comes to product management, they need to be extra cautious while deciding the 
price of the product and supply chain and logistic steam has to look after that how to 
transport this product to the most suitable market in the world and in case the business is 
domestically situated, they are concerned with the transportation of the product and 
reaching the customer in a minimum possible time (Collins et al., 2006, Bailey, 1983). The 
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promotional activities were carried out by the marketing executives and the team includes 
on ground level, sales executives, and at a strategic level marketing managers. The 
marketing managers takes decision regarding all four Ps of marketing on the feedback 
received by the people working on the ground Rusu et al. 2015: Wielky et al. 2017, 
Bechawati et al., 2003). The promotional activities were carried out by sales executives or 
sales. Promotion activities are being completed by introducing many new and lucrative 
offers to the customers. When it comes to informing the customers about the product. 
Print media was used initially and the product reach the customers through newspapers 
and magazines, but with the advancement in electronic media, 80% of the marketing 
activities were carried out through electronic media and television becomes its mouthpiece. 
Before the advancement information technology, these are the main constituents of any 
marketing team working in any part of the world.  
 
However, with the advancement of information technology, technology, business world 
has developed quicker communication channels and over the period of time. 
Transportation was also made quicker with these two advancements. The birth of quick 
channels of communication and transportation happens and the world has witnessed the 
birth of social media in the field of communication, and more quicker means of transport 
in the field of transport management (Bhattacherjee, 2001, Devaraj et al., 2002). With this 
shift and transformation in the area of marketing management, the marketing activities has 
been changed tremendously and the new market management has built its on Internet 
based marketing channels. The change in communication channels and logistics 
transformed all forms of marketing strategies. The promotional strategies are now aligned 
with social media platforms, targeting millions and millions of customers through one 
webpage. As far as pricing strategies are concerned, now, the pricing is very transparent 
and the customer is aware about prices of a product offered by different companies. The 
contribution of logistics influence the transportation strategies in the area of marketing 
management. The quicker transportation channels, help companies to make available their 
products, before time to any market in the world. Due to the emergence of technology, it 
has been noted that every product revised itself in a short span of time, this change help 
companies to adapt and customise products according to the needs of the customers as 
quickly as possible. The role of technology cannot be neglected as far as the appearance 
and the content of the product is concerned. The world's markets are becoming 
increasingly interdependent and interconnected due to the rise of an open global economy, 
the globalization of consumer preferences, and the creation of an international commerce 
network. According to Lou and Cavusgil (2002), businesses should build their marketing 
strategies in such a global setting around three main dimensions: (1) standardization-
adaptation, (2) configuration-coordination, and (3) strategic integration. In accordance 
with Sudharshan (1995), had advocated that the constituents of all these dimensions were 
changed due to advancements in technology.  
 
This new discipline comes into existence known as e-commerce. E-commerce offers all 
the marketing activities and services with the comfort of home to all the customers 
throughout the world (Malpuru, 2011). The researchers tries to investigate the constituents 
of this new marketing management built on e-commerce and tries to find out the 
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implications of technology acceptance among customers (Rusu et al. 2015: Wielky et al. 
2017), As field of marketing management has transformed into digital marketing 
management, therefore, there is a need to investigate the constituents and antecedent of 
marketing management in the field of e-commerce from consumer’s perspective to aware 
companies about the importance and the utility of Internet based communication channels 
and social media in the field of marketing management. The constituents and determinant 
of this new information based marketing management in the context of business activities 
was assessed through TAM (Gefen, 2000). The constituents and determinants of 
traditional marketing management were different and the constituents and the pillars of 
marketing management in the era of Internet, social media, and new communication 
channels is totally different (Gefen, 2003a, 2003b). Therefore, this research tries to 
investigate the adoption of information technology and its constituents by the customers 
while making decisions to buy any product from the market. 
Therefore, this research tries to find out that: 
1. The change in the field of marketing management with the advent of information, 
technology in marketing and adoption of technology through TAM.  
2. To review the literature in the field of traditional marketing management and manage 
and digital marketing management. 
3. To explore the concepts responsible for defining adoption of digital marketing 
management channels in today’s world. 
4. To develop a scale to measure elements of TAM in the field of e-commerce. 
5. To analyse the responses and interpreting the results and putting forth some 
recommendations for e-commerce companies and researchers pertinent in the area of 
Digital marketing management adoption.  
 
2. Theoretical Background 
The e-commerce industry is expanding rapidly and has gained international recognition. 
Its brief life had a significant impact on modern business practices; this period has been 
called the "information revolution" (Collins et al., 2006). The lives of both customers and 
dealers are undoubtedly changed by changes in these sectors. Companies will ultimately 
vanish if they don't adjust to the newly emerging circumstances, claim Kumar et al. (2011). 
The advancement of information and communication technology has brought about a 
transformation in business interactions. Previously, consumers were passive receivers of 
marketing material as they had to accommodate the information asymmetry that favoured 
sellers (Maglio et al., 2009). This whole scenario altered with the advent of digital media. 
According to Erumban et al. (2006) and Jai Arul et al. (2011), consumers may learn a great 
deal about items and firms with more ease than ever before by searching and verifying 
information.  
 
 
Consequently, it is almost impossible for a successful seller to avoid actively participating 
in new communication channels. It's crucial to get oneself oriented in this new 
technological era and use these new features to your benefit as a corporation. The 
evolution of marketing throughout history demonstrates that some strategies and 
viewpoints have endured and are still relevant today. Some, however, have vanished or are 
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only used in certain circumstances due to the demands of customers, the competitive 
market, and the company's growth (Vančk et al., 2011). The article covers the transition 
from conventional to contemporary marketing in addition to providing a definition of 
marketing. Rusu et al. (2015), Wielky et al. (2017), and Tullis et al. (2013) have all made it 
quite clear that the digital revolution is having an impact on modern marketing, leading to 
a significant increase in purchasing power, a wider variety of goods and services, more 
information available about almost anything, easier contact, order submission and 
acceptance, or comparison shopping. The adoption of technology in e-commerce has been 
widely studied through the Technology Acceptance Model (TAM), originally introduced 
by Davis in 1986. Since its inception, TAM has undergone multiple revisions and 
extensions by various researchers to better capture the evolving technological landscape. 
One significant extension is TAM2, which incorporates additional variables such as 
subjective norms, image, job relevance, and other contextual factors. As technological 
advancements and business environments further evolved, Venkatesh introduced TAM3 
in 2002, which added constructs like perceived enjoyment, usability, and computer anxiety, 
among others, to account for a more comprehensive understanding of user acceptance. 
Additionally, the Unified Theory of Acceptance and Use of Technology (UTAUT) model 
was developed to consolidate and build upon these variations, integrating a wide range of 
factors influencing technology adoption. Numerous studies have drawn upon these 
models to explore the various determinants of technological acceptance in different 
contexts. However, this research focuses on validating the foundational TAM framework 
in light of the shifting dynamics of marketing management and technological adoption 
among online consumers. While acknowledging the limitations of the basic TAM, this 
study confines its analysis to the original model to maintain clarity and precision in 
exploring the core constructs relevant to e-commerce adoption.  
 
2.1. Technology Acceptance Model (TAM) 
TAM is a traditional and popular model utilised for the assessment of technology adoption 
(Venkatesh & Davis, 2000). Many newer models developed but due to its simplicity and 
documentation in the literature has made this model very acceptable in research. However 
in some cases it lacks value statistically. Therefore, this research aims to determine the 
degree to which the corpus of literature already in existence represents the considerable 
and cumulative validity of TAM. In specifically, we conduct CB SEM analysis to synthesize 
the current evidence on TAM in online shopping. Through the integration of current 
empirical data, our goal is to get a deeper understanding of how TAM is applied to various 
technologies in their whole. Compared to individual research, we will be able to investigate 
the relationships between the TAM components with a larger sample size. We anticipate 
that the outcomes of this research will serve as a standard for TAM testing in the future 
studies. In addition to its possible theoretical contributions, CB SEM analysis on TAM is 
important for the practice of marketing management (Kim, 2001). Managers may more 
effectively intervene to increase technology adoption or use by having a better awareness 
of the substantive antecedents to user acceptance.  
 
Benbasat and Zmud (1999) and Robey and Markus (1998) both pointed out that IT 
administration requires guidelines. In addition to using a strict methodology that is best 
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suited to their goals, Researchers should also provide research that is useful and 
consumable for practitioners. Academic research has a wide range of potential applications 
in practice. " research based on Theory of Reasoned Action and its ex- tensions, such as 
the Theory of Planned Behavior, to the study of internet based channels adoption, 
implementation, and use," as mentioned by Benbasat and Zmud (1999, p. 9) is an effective 
example. According to them, "it does become possible to synthesize this literature" if a 
significant amount of research has been done on a particular topic (Benbasat and Zmud, 
1999, p. 9). The "research community produce cumulative, theory-based, context rich 
bodies of research," they advised as a result. This research appeal for "rigor and relevance" 
is, in a way, addressed by the present study. This paper's outline is as follows. First, we 
examine the TAM literature and point out significant contradictions and disparities in the 
research so far. Next, we provide the outcomes of our analysis based on 138 chosen sample 
and explain how we gathered and documented the sample of empirical data. We wrap up 
our study with a discussion of its shortcomings and some recommendations for more 
research.  
 
3. Methodology  
In management research, TAM is widely applied model for the assessment of adoption of 
online shopping channels in the field of marketing management. According to TRA, 
attitudes are influenced by beliefs, and intentions result in conduct. Accordingly, the 
following constructs were added by Davis (1986, 1989) to the original TAM (see Figure 
1): Using Intention to use e commerce channels as the dependent variable and PEOU, PU 
and AU as three independent variables, Davis (1989) carried out a number of studies to 
verify TAM. It was  discovered that there was a significant correlation between PU, PEOU, 
AU and IUEC in terms of self-reported current consumption as well as self-predicted 
future usage. Therefore, the following hypotheses were framed: 
 
H01: Perceived usefulness (PU) has a direct and positive influence on intention to use e commerce in online 
shopping. 
H02: Perceived ease of use (PEOU) has a direct and positive influence on intention to use e commerce in 
online shopping. 
H03: Attitude towards usage (AU) has a direct and positive influence on intention to use e commerce in 
online shopping. 
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Fig 01: Conceptual model  
Source: Prepared by Author 

 
The data was collected from the customers engaged in online shopping, more than 50% 
of the customers belongs to a salary class and remaining respondents were either students, 
self-employed or freelancers. The people were chosen from the above mentioned groups 
as they are the earning member of the family and has the authority to make decision 
making while doing online shopping. Secondly, the respondent, were educated as most of 
the people were graduates and well verse with the Internet and use of social media accounts 
for online shopping.  
 
The sample chosen is proper for the study conducted in the context of technology 
acceptance as stated by many authors (Klassen and Jacobs, 2006). The data was collected 
and preliminary analysis was carried out, which includes testing for normality of data 
through skewness and kurtosis (George & Mallery, 2010, Malhotra and Dash, 2012), 
descriptive statistics and assessment of common method bias. The results of all these 
assessments are given as under:  
 
Table 01: Showing Normality of Data 

Intention to use e commerce 
(IUEC)

Atitude 
towards 
useage 
(AU))

Percieved 
ease of use 
(PEOU)

Percieved 
usefulness 

(PU)

Scale Loadings 
Range 
 

GFI Skewness  Kurtosis 

PU 0.70-0.71 0.97 -1.127 -0.332 

PEOU 0.53-0.61 0.88 -1.282 -0.612 
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Normality of data was insured as the skewness and kurtosis values were in acceptable 
ranges (refer Table 01). The acceptable skewness and kurtosis ranges for a normal 
distribution should be between -2 and +2. The mean values and standard division of the 
data represent no significant differences in responses given by the respondents. The 
assessment of common method bias through principal component analysis was carried 
out, Harmans single factor test ensured that 10 factors emerged 59.329 variance reported 
and it was insured that there is a proper variance in the data. Majority of the responses 
were not loaded on a single or couple of factors as shown in Table 02. In this manner 
common method bias was ensured in the research. After the preliminary testing 
measurement model was assessed. 
Table 02: Showing Total Variance through principal component Analysis 

Total Variance Explained 

Component
s 

Initial Eigenvalues Extraction Sums of 
Squared Loadings 

Rotation Sums of 
Squared Loadings 

Tota
l 

% of 
Varianc
e 

Cumulativ
e % 

Tota
l 

% of 
Varianc
e 

Cumulativ
e % 

Tota
l 

% of 
Varianc
e 

Cumulativ
e % 

1 3.960 13.199 13.199 3.960 13.199 13.199 2.902 9.675 9.675 

2 3.254 10.848 24.047 3.254 10.848 24.047 2.889 9.631 19.306 

3 1.735 5.784 29.831 1.735 5.784 29.831 1.863 6.210 25.516 

4 1.627 5.423 35.254 1.627 5.423 35.254 1.661 5.537 31.053 

5 1.310 4.367 39.622 1.310 4.367 39.622 1.600 5.334 36.387 

6 1.295 4.315 43.937 1.295 4.315 43.937 1.570 5.234 41.621 

7 1.261 4.202 48.139 1.261 4.202 48.139 1.552 5.172 46.794 

8 1.161 3.870 52.008 1.161 3.870 52.008 1.329 4.429 51.223 

9 1.133 3.778 55.786 1.133 3.778 55.786 1.275 4.251 55.474 

10 1.063 3.543 59.329 1.063 3.543 59.329 1.156 3.855 59.329 

Extraction Method: Principal Component Analysis. 

 
4. Results and Discussion 
4.1. Measurement model Assessment  

In the assessment of measurement model unidimensionality, reliability and validity 
of the data was ensured. For the assessment of unidimensionality, confirmatory factory 
analysis (CFA) was carried out so that is, it can be ensured that the items framed in the 
questionnaire should measure the same construct for which they are supposed to be 
framed. This can be done on the basis of factor loadings. The factor loading value should 
be greater than 0.4 of each item to be loaded on its assigned construct. As shown in figure 

AU 0.57-0.63 0.92 -0.287 0.552 

IUAC 0.59-0.63 0.89 -0.327 -0.412 
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02, all the items were properly loaded on their assigned constructs. In this manner, 
unidimensionality was ensured.  
 
4.1.1. Reliability analysis 

The reliability of the scale ensures that the measurement scales were reliable and 
their measurement tendency does not very by changing the context and respondents of 
the study. For the assessment of reliability, the popular method of calculating Cronbach’s 
alpha was used. The Cronbach’s alpha values should be greater than 0.7 then only reliability 
can be ensured. Apart from this construct reliability and variance extracted were also 
calculated and the values were in acceptable ranges. Therefore, it can be safely concluded 
that issues regarding reliability of the scales was not detected. The measures regarding 
chrome alpha constructor liability, and various extracted were given as under: 
Table 03: Showing Measures of Reliabilities 

Construct Cronbach CR VE VIF 

PU 0.7 0.6 0.5 .987 

PEOU 0.8 0.7 0.7 .956 

AU 0.7 0.8 0.6 .987 

IUEC 0.7 0.7 0.7 .934 

 
4.1.2. Validity analysis 

Validity refers to the tendency of the scale to be valid in the chosen research 
context. As the items were identified from the literature, it may be possible that these items 
become outdated in the research context. Therefore, validity was ensured. In this research, 
three kinds of validity was ensured. Convergent validity, content validity and discriminant 
validity. The content validity of the research instrument was ascertained by dividing the 
research instrument into sections, moreover, the language of the questionnaire was 
ensured to depict details about the research concepts which are being used in the research, 
ambiguity issues were not detected in the questionnaire. After the refinement of the 
questionnaire, the questionnaire was given to the academics and researchers and the 
comments were collected about the language and measurement technique used in the 
questionnaire. The comments for incorporated in the questionnaire and the content 
validity was ensured. This technique was followed in accordance with Hair et al., (2017). 
However, convergent validity can be ascertained in many ways. It can be a certain through 
the values and NFI values, the values should be more than 1.96 for a scale to be 
convergent. The results are given as under:  
 
Table 04: Showing Measures of Convergent validity. 

Construct NFI T values 

PU 0.9 2.98-12.22 

PEOU 0.9 8.99- 11.33 

AU 0.9 2.45-4.44 

IUEC 0.9 10.88-12.33 

 

Discriminate and convergent validities were ascertained through inter item correlation 
technique given by Fornell and Larker, (1981). They advocated that if the mean or ranges 
of inter item corelation was found to be moderate. Discriminant validity can be ensured 
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for a particular research scale. The results of the validity analysis are given in Table  05 as 
below. 
Table 05: Showing Measures of Convergent validity. 

Construct PU PEOU AU IUEC 

PU 1    

PEOU 0.833 1   

AU 0.732 0.345 1  

IUEC 0.745 0.452 0.546 1 

 

4.2. Structural model Assessment 
Analysing the measures of TAM on intention to use online channels for shopping 

was the goal of the current study. The goal of the study was to evaluate each research 
scale's influence on acceptance of technology among different groups of population. To 
gather primary data, a research instrument based on the study components was created 
following a thorough examination of the literature. The SEM capabilities of LISREL 8.80 
were used to analyse the gathered data. After the assessment of measurement model, 
Structural model was assessed. Structural model with all independent and dependent 
variables was assessed. The findings pertaining to each construct were provided below in 
Fig 03.  
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Fig 02: Showing Structural Model 

 
The estimates of the structural model shows significant relationship between PU and 
PEOU (0.30 and 0.50), Thus H01 and H02 were accepted. However the estimate from 
AU to IUEC was found to be negative (-0.95) and thus H03 was not accepted.  
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6. Conclusion, Implications for future research 
This research was conducted to assess the shifting boundaries or extended antecedents of 
marketing management in the era of e commerce (Koch, et al.,  2011). Advancement in 
Information technology has transformed every domain of business (Ahmad, 2019). This 
advancement in marketing management has impacted the shopping behaviour of many 
consumers especially in the context of e commerce. This study utilises TAM for this 
assessment. The measurement scales were developed on the foundations of TAM (Davis, 
1987). Independent variables i.e. PU, PEOU and AU were hypothesized to influence 
IUEC.  
Regarding this assessment three Hypotheses were framed. H01 was accepted, which 
implies perceived usefulness (PU) has a direct influence on intention to use e commerce 
(IUEC) channels while purchasing, this finding corroborates with many researchers 
(McKinney et al., 2002; Otto et al., 2000; Sheppard et al, 1988). H02 was also accepted, 
which implies perceived ease of use (PEOU) has a direct influence on intention to use e 
commerce channels (IUEC) while purchasing, this finding corroborates with many 
researchers (Struab et al., 1995; Szaina, 1996; Szymanski et al., 2000). However, H03 was 
not accepted, which implies Attitude of use does not has a direct influence on intention to 
use e commerce (IUEC) channels while purchasing, this finding also corroborates with 
many researchers (Venkatesh and Morris, 2003; Woodroof et al., 1999; Warshaw et al., 
1985). 
The findings of the research suggest that perceived usefulness and perceive ease of use are 
important, while taking decisions regarding online purchase. However, attitude of usage 
was found to be non-significant as far as online decision taking was concerned. The 
research also highlights that perceived is of use influence significantly in adoption of 
technology by the customers. In this context, it becomes very important that companies 
should emphasise on designing user friendly channels for purchasing, comparing, 
payment, after sale service and feedback portals. The website design should be simple and 
unambiguous, the features regarding use of use should be introduced in all the purchasing 
portals. Secondly, a relatively less important factor was found to be perceived usefulness, 
this factor can be highlighted through the introduction of the demo videos showing utility 
of the product in promotional activities and on the web portal. To highlight the importance 
of the product usage, even a 30 seconds reel can be used as a promotional tool. This very 
simplify, the user experience and digital engagement will be enhanced.  
The study employed technology acceptance model (TAM), this model was tested through 
structural equation modelling (SEM). To measure the constructs of TAM, a separate scale 
was developed for each construct. The develop scale more than refined and can be used 
for future researches. Secondly, by following the footsteps of this Research, the future 
researchers can explore the measures of TAM2, TAM3 and UTAUT model. Thirdly, the 
model developed in this study was applied on the respondents adopting technology in the 
field of e-commerce. However, the data from the respondents using financial technology 
can also be assisted in future researches. Fourthly. This research used single cross-sectional 
design, however, longitudinal research design will be more suitable for the assessment of 
change in the field of marketing management with the advent of information technology.  
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