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Table 5.1 - indamental Internet marketing content elements relevant to generic
marketers as derived from major published sources (continue ...)

Construct 2: Principles guiding the use of the Internet as a marketing tool

Leveraging the Internet strategically | Quelch & Klein (1vvo); Hamu (1997); Poon & Jevons (1997);
as an international marketing tool to | White (1997); Palumbo & Herbig (1998); Johansson (2000);
optimise international marketing Bandyopadhyay (2001); Lynch & Beck (2001); Worthington-Sm
efforts. (2001); Eid et al. (2002); Ho et al. (2003); Keegan & Greer 00
Kotler (2003); Melewar & Smith (2003)

Using Internet technologies in an Wang et al. (1998); Hoffman er al. (1999a); Hoffman et al.

ethical manner that fosters (1999b); Franzak ef al. (2001); Gauzente & Ranchhod (200 wrel
relationship-building trust. & Marmorstein (2002); Goldsborough (2003); M 1ammed

(2003); Botha et al. (2004); Ferrell & Hartline (2005)

These 29 content elements were then formulated into 29 structured-undisguised
statements. Four additional questions were included to answer research questions three
and four in chapter one (refer to Section 1.2). Further, questions regarding

demographical data were added.

5.4.2 Question format

Structured-undisguised questions were selected given their benefits of allevia g
respondents’ difficulty in replying to such questions, together with the greater reli ility

generally afforded by such questions (Churchill & Tacobucci, 2002: 271).

Questions were mainly of the fixed-alternative type. The fixed-alternative format was
selected on the basis that such questions facilitate comparability of respondents’
responses (Aaker et al., 2004: 317) and, again, aid in ensuring reliability (Churck &
Iacobucci, 2002: 271.)

Although Mohammed et al. (2003: 646) advise against the use of open-ended questions

in an e-mail questionnaire, the decision was taken to include one such question. Question
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B30 was added to provide respondents with the opportunity to add an Internet marketing
content element that had not been considered by the researcher. This served as a measure
of the instrument’s content validity in the pre-test (McDaniel & Gates, 1999: 310) and an

ongoing measure of content validity in the final study.
5.4.3 Layout, phrasing and length of questionnaire

Regarding the layout, phrasing and length of the questionnaire, suggestions | a variety

of authors were taken into account.

Firstly, an effort was made to arrange the questions in an order that would  pear  gic:

from the respondent’s perspective (Boyed et al., 1985: 289). Demographical ques )ns
were placed first, followed by questions related to Internet-driven ma \g
environmental changes, followed by questions pertaining to the principles guiding the u

of the Internet as a marketing tool. Regarding this section, questions were arranged
according to the flow typically associated with general marketing text, which marketing
lecturers and practitioners alike are more likely to feel comfortable with. Questions

pertaining to the implementation methods and learning outcomes were placed last.

Aaker et al. (2004: 321) advise that questions be phrased using “sim; :, rect and
familiar” vocabulary. The researcher endeavoured to ensure that the language used was
simple, direct and familiar. Even so, recognition was given to the necessity of including
respondents for whom English represents a second, rather than first language in the initial
pre-testing of the questionnaire. This is essential given South Africa’s mv ngual

nature. Following the initial pre-test language was further simplified.

To alleviate potential problems of ambiguity, care should be taken to phrase questions in
a clear, concise but complete manner and to avoid questions of a double-b ¢l 1 nature
(Welman & Kruger, 2001: 168). Due care was taken to ensure tt 1 was
formulated in a clear manner that only asked one question. The word ‘and’ was avoided

in the body of all questions to prevent potentially double-barrelled questions. Following
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the initial pre-test, the decision was taken to provide additional i1 >rmation or examples
in certain questions for the purpose of increasing understanding. All questions were k¢t

as concise as possible, without sacrificing their clarity.

Given the self-administered format of the questionnaire, the researcher endeavoured to
ensure that all instructions regarding the answering of questions were clea 7 set o

Further, as advised by Miller and Dickson (2001) and Mohammed ef al. (2003: 638), the
questionnaire was tested to ensure that it could be completed in well under the 20-minute

maximum prescribed for e-mail questionnaires.
5.44 Measurement scales used in the study

Measurement, by its very nature, necessitates the application of some type of scale.
large variety of measurement scaling techniques exist for researchers to s :ct from
(Dillon et al., 1993: 272). Typically used attitude measurement scales include, the  ert
scale, the semantic differential scale and the staple scale. For the purpose «  is study,
the Likert scale or summated rating scale was selected, given that such sc s provide a
reflection of the strength of belief held regarding a given attitude-object (Church
lacobucci, 2002: 379). The Likert scale requires respondents to indicate the « ent to
which they hold a favourable or unfavourable attitude toward a series of evaluative

statements regarding the attitude-object under investigation (Dillon ef al., 1993: 29

The study made use of four-point Likert scales, ranging from ‘highly relevant’ to st
relevant’ in section B, and ‘strongly agree’ to ‘strongly disagree’ in section D. An even,
rather than odd, rating scale was selected in order to mitigate the potential of respondents
choosing the ‘middle-of-the-road’ response. Additionally, all questions using scaled
responses included a no-response option to alleviate potential loss of validity arising from

forced response.
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South  Tican environment, the understanding of English questions by -English
respondents is a salient questionnaire design consideration. During the follow-up process
of debriefing, the 7 respondents were encouraged to share their comments and
suggestions concerning each question, as well as their overall assessment of the
questionnaire.  These comments and suggestions were then used to refine the
questionnaire further. For example, the word ‘leveraging’ was substituted wi = more

familiar terms, such as ‘applying/using/utilising’ and the word ‘seamlessly’ was re oved.

Following the initial pre-testing and consequent adjustments and refinements, e
questionnaire was then piloted on two non-probability, judgement samples of respondents
to test the reli ility of the instrument. The first comprised 113 third year ma eting
students and the second, 50 fourth year marketing students. These pilot studies also
provided an opportunity to do a trial run on coding and tabulating of data. The results of

these pilot studies are reported in the following chapter.
5.5 THE SAMPLING PROCEDURE

McDaniel and Gates (1999: 406) outline a seven-step procedure for dev. H>ping a

sampling plan. The sequential steps in this procedure are illustrated in figure 5.1 below.

5.5.1 Target population definition

Churchill and Jacobucci (2002: 448), who define a target population to be “the totali of
cases that conform to some designated specifications”, highlight the importance of
ensuring that the target population is defined in precise terms. For the purpc ¢ is
study, two target populations are defined - marketing academics and marketing
practitioners. Firstly, the marketing academic target population is defined as full me
lecturers lecturing marketing and/or marketing related subjects in the ma eting
faculties/departments at South African higher education institutions. Seconc 7, e

marketing practitioner target population is defined as individuals employed by companies
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operating in the South African market, whose responsibilities are chiefly marketing or

marketing related.
5.5.2 Data collection method selection

The e-mail survey questionnaire was selected as the data collection method, due to e
advantages this mode offers in terms ofv cost, speed and geographic reach.  he e-ma
attachment mode was selected over the embedded questionnaire mode, given that it >rs
a more professional look (Churchill & lacobucci, 2002: 281). This choice « data
collection method necessitates first soliciting permission to forward the questionnaire to
potential respondents. The telephone contact method was selected for this purpose. Bc

communication methods offer unlimited geographic reach at a reasonable cost.

Figure 5.1  Procedure for developing a sampling plan
1
TARGET POPULATION DEFINITION
2
DATA COLLECTION METHOD SELECTION
3
SAMPLE FRAME SELECTION
4
SAMPLE METHOD SELECTION
5
SAMPLE SIZE SELECTION
6
OPERATIONAL PROCEDURE FOR SAMPLE ELEMENT SELECTION
7
SAMPLE PLAN EXECUTION

| e RS —

Source: McDaniel & Gates (1999: 4006)
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Table 5.3 Top South African listed companies according to turnover
(continued ...)
Ranking Company Sector Financial
by year¢ 1
tarnover
88 Tiger Wheels Cyclical Consumer Goods - Jun 2003
Automobiles & Parts
89 SA Eagle Insurance Financials - Insurance Dec 2002
90 Dorbyl Basic Industries -Construction & Mar 2003
Building Materials
91 Medi-Clinic Corp Non-Cyclical Consumer Goods - Mar 2003
Health
92 Assmang Resources - Mining — Other Mineral m )3
Extractors & Mines
93 Caxton & CTP Publishers  Cyclical Services - Media & Jun 2003
& Print Entertainment
94 Combined Motor Cyclical Consumer Goods - Feb 2003
Holdings Automobiles & Parts
95 Oceana Group Non-Cyclical Consumer Goods - Food Sep 2003
Producers & Processors |
96 Durban Roodepoort Deep  Resources - Mining — Gold Mining Jun 2003
97 WBH-Ovcon Basic Industries -Construction & Jun 2003
Building Materials '
98 Bell Equipment General Industrials - Engineering & Dec 102
Machinery
99 Omnia Holdings Basic Industries — Chemicals Mar 2003 |
100 Truworths International Cyclical Services - General Retailers © Jun 2003

Source: Financial Mail (2004)

5.5.4

Operational procedure for sample element selection

McDaniel and Gates (1999: 416) highlight the importance of developing a « :ar

operational procedure for selecting sampling elements.

e decision

In order to select the sample elements for the census of marketing lecturers,
was taken to phone each of South Africa’s 26 public higher education institutions. The
operational procedure to be followed included soliciting permission to forv d
questionnaire via e-mail from the contacted marketing lecturer. Tu ¢ ac
marketing lecturer would then be telephonically requested to forward the questionnaire

on to the other full-time marketing lecturers at that institution. To mitigate the out-of-
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office problem, the decision was taken to establish co: in ver =n : month
when most South African lecturers are more likely to be office-bound due to the marking
of examination scripts. Taking into account the December holiday, a follow-up of non-

respondents was planned for the beginning of February 2005.

To select the sample elements for the non-probability, judgement sample of ma =zting
practitioners, use was made of the Profile’s Results and Eamings 4™ Quarter 1ok
(Oldert, 2004). The company secretary of each of the 100 companies was to be
telephonically contacted to obtain the name of a senior marketing staff member and
permission to contact that person directly. The identified marketing practitioner was en
to be telephonically contacted to obtain that person’s permission and e-mail address,
upon which, the e-mail questionnaire would be sent. The decision was taken to es  lish
contact mid-January 2005 — again taking into account the December holiday — and to
allow the survey to continue through to February 2005, to take into account potential

respondents’ busy schedules.

To avoid the sin of excessive e-mail reminders (Section 4.3.3), only two follow-up
reminders would be sent out to non-respondents. For the purpose of maintaining the
ongoing goodwill of respondents for future researchers wishing to use this contact mode,

respondents would be sent thank-you e-mails, upon receipt of a completed questionnaire.

5.5.5 Sample plan execution

The sample plan was then duly executed according to the operational procedure
established above. Permission to forward e-mail questionnaires was obtained from a

public higher education institutions. Responses were received from 19 of these 26
institutions, yielding a response rate of 73 percent. A total of 47 responses were
received; with 9 institutions providing responses from 1 marketing lectu -, 3 institutions
providing responses from 2 marketing lecturers, 2 institutions provi 3
marketing lecturers, 3 institutions providing responses from 4 marketing lecturers and 2

institutions providing responses from 7 marketing lecturers.
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The questionnaire was e-mailed to 75 of the 100 companies from v le;  odnic
permission had been 6bfained. This provided coverage of 27 of the 39 sectors. The non-
response portion of the original sample of 100 companies comprises 54 companies of
which, 15 companies were automatically deselected after telephonically indicating that
they were either not involved in any type of marketing activity or were not operational in
the South African market. A further 10 companies indicated no inclination to take part in
the study. Responses were received from 46 companies. This translates into a 46 percent
response rate from the base of the original 100 identified companies and a filtered
response rate of 61 percent from the base of the 75 companies actually sampled. A total
of 51 responses were received; with 42 companies providing responses from 1 marketing
practitioner, 3 companies providing responses from 2 marketing practitioners ¢ | 1
company providing responses from 3 marketing practitioners. The companies that did
not form part of the actual sample of 75 companies are indicated in bold letters in table

5.3.
5.6 STATISTICAL ANALYSIS

The captured data was analysed using the SAS and STATISTICA software packages.
The following statistical methods were used on the empirical data sets:

e Reliability and validity analysis

e Descriptive analysis

e Hypotheses tests

5.6.1 Reliability and validity analysis

In order for research to be considered scientific it is necessary for both the v and
the reliability of the said research instrument to be assessed (Peter, 1979; Boyd er al.,
1985: 30). The validity of a research instrument refers to the de : ch an
instrument truly measures that which it is meant to measure. Reliability, on the other
hand, concemns the degree to which a research instrument is devoid of random error and

thereby yields consistent results (Peter, 1979; McDaniel & Gates, 999: 304, 30t
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While the reliability of a research instrument is not a sufficient - i B 7, it is
most definitely a necessary condition (Peter, 1979; Dillon et al., 1993: 294; Churchill &
lacobucci, 2002: 414). While there are a number of different methods available for
assessing reliability, for the purpose of this study the internal consistency estimate of

reliability was selected, more specifically the Cronbach alpha coefficient.

. Internal consistency reliability: This measure of reliability is suital : for
determining the reliability of instruments containing multiple oint items. The
test involves splitting items in the measurement instrument into two halves, ei er
randomly or according to odd and even numbered items. The data sets are then
correlated to determine the correlation coefficient. The problem that arises here is
that the use of different criteria to split the items gives rise to different correlation
coefficients and, hence, different reliability coefficients. For this reason, : 1 in
accordance with common research practice, the Cronbach alpha coefficient was
selected. This technique enables the mean reliability coefficient to be computed
according to all possible ways of splitting the items in the measurement
instrument into half (Peter, 1979). The resulting coefficient alpha v. 1€ can range
between 0 and 1, where correlations close to 0, in most cases values of 0.60 or
lower, are indicative of low internal consistency and, hence, low reliability
(Churchill & Tacobucci, 2002: 416). Typically, a Cronbach alpha of 0.70 an

above is :commended (Litwin, 1995: 31).

As indicated above, the validity of a research instrument necessitates that the instrument
truly measures that which it is purported to measure. As with reliability, there are several
ways of estimating the validity of a research instrument. For the purpose of this study,
the following estimates of validity were selected: face validity, content validity an

construct validity.

. Face validity: This method involves the subjective evaluation of the resear

instrument by experienced researchers and/or experts in the field under study to
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5.6.2.1 Measures of central tendency

A measure of central tendency for a data set describes the position where the readings are
concentrated.  This study will make use of two measures of central tendency: the

arithmetic mean and the median.

. Arithmetic mean: This refers to the average value of the readings within a data
set. It is computed by dividing the sum of the values of the readings by the

number of readings taken.

. Median: The median is the value of the middle reading in a data set. To
determine the median it is necessary to list the value of the readings in an

ascending order and then to take the midpoint of those readings.

5.6.2.2 Measures of dispersion

When data sets are summarised, the variability of the readings within the data set, that is,
the extent to which reading values vary around the centre, is essential to inte reting

measures of central tendency. This study utilises the standard deviation for this pur ~ se.

. Standard deviation: The standard deviation is the square root of the variance in
the data set, where variance is the average squared distance of the readings from

the computed arithmetic mean.
5.6.2.3 Measures of skewness

M of skew s prov - summary of the di ee to wl
symmetr  ly distributed. A data set is normally distributed when
are equal or close to equal. Kurtosis measures the peakedness of the distribution, that is,

the extent to which the distribution is flattened or peaked.
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Hypo :ses testing

Once data has been summarised, it is necessary to interpret and make inferences about
the findings through the use of significance tests. Hypotheses, which are suppos ins
about a population, are formulated and sample results are used to test those hypotheses.

The methodology of significance tests involves setting up the test alternatives, the : 1l
hypothesis, denoted as Ho, and the altefnative hypothesis, denoted as Ha. Next =
significance level is selected, which is the desired coefficient of ri , as denoted by a.
This is followed by the setting up of the statistical decision rule, the computation of e
test statistic from the sample evidence and the making of appropriate inferences abouw e

population from the decision rule (Neter ef al., 1993: 323).

5.7 SYNOPSIS

This chapter discussed the methodology used in the design of the research stt y. Section
5.2 gave an overview of the data gathering and analysis process, while section 5.3
highlighted the data requirements. Section 5.4 described the development of the research
instrument, including the initial pre-testing and piloting of the questionnaire. The
procedure followed was described in section 5.5. Finally, section 5.6 identified

statistical methods applied to the empirical set.

Chapter six that follows, reports on the empirical research findings of the study.
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