





6.3.1 Coding

Coding is the process of classifying and assigning values to each response on the resear:

instrument. Typically, this involves designating number or letter symbols that facilitate
the transfer of data from the research instrument into a format suit le for computer
processing (Luck & Rubin, 1987: 342). In the questionnaire, questions are clas ie¢ into
four sections, section A — demographical data, section B — Internet marketing content
elements data, section C - implementation data, and section D — learning outcomes data.
The same questionnaire with regard to sections B, C, and D was administered on 1

academic sample of respondents and the practitioner sample of respondents. The ita
requested from the two samples differed in section A. Table 6.2 below summarises e

variable codes and assigned values.

Table 6. 2 Coding

Section A: Demographical data - Academics

—Quesnon Code | Variable Value assigned to responses
Question 1 Al Institution -
uestion 2 A2 Function Junior lecturer (1); Lecturer (2); Senior lecturer (3);
( )3
Principle lecturer (4); Head of department (5);
Other (6)
Question 3 A3 Subject Marketing management (1); Consumer beha s

specialisation | Marketing research (3); Service marketing (

Personal selling (5); Sales management (6); pusiness
marketing (7); Internet marketing (8); Marketing
communications (9); Other (10)

Question 4 A4 Lecturing 0-5 years (1); 6-10 years (2); 11-15 years (3); 16-20
experierce years (4); 20 + years (5)
Question 5 AS Staff members -
Question 6 A6 Exposure to No exposure ()]
Internet H
marketing )
principles/ 3)
concepts @
()
(6)
(7)
®
(%)

Fully conversant (10)
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Table 6. 2 Coding (continued ...)

Section C: Internet marketing content element implementation methods - Academics and |
practitioners
Question Code | Variable Value assigned to responses
Question 1 Cl1 Implementation | Integration into existing subjects
method Separate marketing major

Separate compulsory module
Separate elective module
Separate marketing ~~ramme

Section D: Learning outcomes for Internet marketing content elements - Academics
practitioners
Question Code | Variable Value assigned to
responses
Question 1 D1 Learning Outcomes No response (0)
Question 2 D2 Strongly disagree (1)
Question 3 D3 Disagree
Agree
Strongly agree  (4)

6.3.2 Tabulation

According to Churchill and Jacobucci (2002: 577), tabulation is basically the act of
counting the number of responses per item, that is, performing a frequency analysis. ~ is
section reports on the frequency analysis conducted on items pertaining to Internet
content elements — B1 to B30, item C1, pertaining to suitable implementation methods
and items DI — D3, pertaining to suggested learning outcomes for Internet ma eting
principles within generic undergraduate marketing programmes. The frequency t 3 for
marketing academics and marketing practitioners pertaining to Internet marketing content

elements is set out below in table 6.3.
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Table 6.13  Relevance of individual Internet marketing content elements to
generic undergraduate marketing students from a marketing

practitioner perspective (continued ...)

Relevant-to-highiy reiev ant

Scale N observed zZ-score

item proportion

B12 51 0.88 3.95

B13 49 0.71 1.60

B14 50 0.92 4.48 0.000* "
B15 50 0.94 4.76 0.000*

B16 50 0.74 1.96 0.025* i
B17 51 0.78 2.58 0.005*

B18 51 - 0.82 3.13 0.001*

B19 51 0.65 0.66 0.255

B20 51 0.76 2.30 0.011*

B21 51 0.96 5.05 0.000*

B22 51 0.80 2.85 0.002*

B23 51 0.82 3.13 0.001*

B24 51 0.69 1.21 0.114

B25 51 0.84 3.40 0.000*

B26 51 0.88 3.95 0.000*

B27 49 0.84 3.31 0.000* |
B28 50 0.84 3.36 0.000*

B29 50 0.86 3.64 0.000*

*Statistically significant at p <0.05

Table 6.13 reflects that marketing practitioners consider the majo y of
Internet marketing content elements to be relevant to generic undergraduate ma st

students, with P-values being statistically significant at p< 0.05. For these items, the null
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Content elements regarding construct 2 - principles guiding the use of
the Internet as a marketing tool - are considered relevant to generic

undergraduate marketing students from a marketing academic per ective.

Content elements regarding construct 1 - Internet-driven marketing
environmental changes - are not considered relevant to generic
undergraduate marketing  students from a marketing practitioner
perspective.

Content elements regarding construct 1 - Internet-driven marketing
environmental changes - are considered relevant to generic
undergraduate marketing students from a marketing practitioner

perspective.

Content elements regarding construct 2 - principles guiding the use of
the Internet as a marketing tool - are not considered relevant to generic
undergraduate marketing students, from a marketing practitioner
perspective.

Content elements regarding construct 2 - principles guiding e use «
the Internet as a marketing tool - are considered r :vant to generic
undergraduate marketing students from a marketing practitioner

perspective.

Given the scale values used of 1 = highly relevant; 2 = relevant; 3 = slightly relevant and;

4 = not relevant, these translate into the following one-sided statistical nm1  an

alternative hypotheses:

Ho:p=3

Ha: p <3

The significance level is again set at the conventional 5 percent, that is, & = 0.05 and the

decision rules applied here are as follows:
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If P-value > a, conclude Ho.

If P-value < q, conclude Ha.

Table 6.14 below sets out the relevance of construct 1 — Internet-driven n ng
environmental changes - and construct 2 — principles guiding the use of the Internet as a

marketing tool, from a marketing academic and marketing practitioner perspective.

Table 6.14  Relevance of constructs 1 and 2 from a marketing academic and

marketing practitioner perspective

N Mean Standard Standard t-test P-value ‘"

deviation error

irketing academics

Construct 1: 47 1.73 0.44 0.064 -19.84 0.0000*
Internet-driven marketing

environmental changes

Construct 2: 47 170 0.44 0.064 -20.31 0.0000~
Principles guiding the

use of the Internet as a !
marketing tool

Marketing practitioners

Construct 1: 51 1.88 0.52 0.073 -15.34 0.0000* !

Internet-driven marketing

environmental changes

Construct 2: 51 1.80 0.54 0.076 -15.79 0.001 *

Principles guiding the use ”

of the Internetas a

marketing tool !
*Statistically significant at p< 0.05

Table 6.14 reflects that construct 1 for marketing academics is statistically signifi it
with p = 0.0000 < 0.05. Thus, Ho3 is rejected and Ha3 concluded. Construct 2 for
marketing academics is also statistically significant with p = 0.0000 < 0 ;. 4 is
rejected and Ha4 concluded. For the marketing practitioner sample, construct 1 at a 95
percent confidence limit appears to be statistically significant with p = 0.00C < .05.

)5 1s rejected and HOS concluded. Construct 2 for marketing practitioners is also

statistically significant with p = 0.0000 < 0.05. Ho6 is thus rejected and Ha6 concluded.
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Table 6.15  Statistical and practical significance differences of the mean scores
between the marketing academic and marketing practitioner samp)
for overall scale

Mean Mean df P-variances t-value P-value d- '
academics practitioners statistic

B1 1.6522 1.6275 95 '0.8623 0.1779 0.8592 il

B2 1.6522 1.7400 94 0.2809 -0.6142 0.5406 Fwx

B3 1.7447 1.6863 96 0.9842 0.3928 0.6953 e

B4 1.5745 1.8627 96 0.1188 -2.0262 0.0455 0.372*

B5 2.0000 2.4792 93 0.2583 -2.7312 0.0076 0.520**

B6 1.4894 1.6275 96 0.1343 -0.9692 0.3349 il

B7 1.4043 1.6078 96 0.1695 -1.4629 0.1468 il

B8 1.6596 1.7755 94 0.1366 -0.7162 0.4756 b u

B9 1.8298 2.0800 95 0.2581 -1.7638 0.0810 ol

B10 1.7872 2.1020 94 0.2619 -1.8081 0.0738 b

B11 1.6809 1.8039 96 0.0618 -0.7814 0.4365 e

B12 1.6809 1.6863 96 0.8479 -0.0360 0.9713 i ”

B13 1.6383 1.9592 94 0.0272 -1.9233 0.0575 e

B14 1.3913 1.5000 94 0.1681 -0.8212 0.4136 ol

B15 1.7174 1.4600 94 0.8325 1.8905 0.0618 i

B16 2.0870 1.9800 94 0.1460 0.6127 0.5416 b

B17 1.7660 1.7843 96 0.20086 -0.1120 0.9110 e

B18 1.8085 1.8627 96 0.6000 -0.3471 0.7293 i

B19 2.2340 2.1373 96 0.8190 0.5435 0.5880 il

B20 1.6739 1.8431 95 0.0333 -0.8704 0.3863 e

B21 1.4468 1.4706 96 0.9163 -0.1815 0.8564

B22 1.5957 2.0392 96 0.6368 -2.9451 0.0041 0.575**

B23 1.6809 1.7059 96 0.4654 -0.1609 0.8725 04C ™

B24 1.8298 2.1765 96 0.5302 -2.0671 0.0414 e

B25 1.8444 1.8039 94 0.9198 0.2665 0.7904 il

B26 1.6383 1.4902 96 0.4168 1.0190 0.3107 il

B27 1.8043 1.8571 93 0.7162 -0.3337 0.7394 ol

B28 1.5652 1.7200 94 0.2743 -0.9226 0.3586 il H

B29 1.6383 1.5600 95 0.9606 0.4883 0.6264 wewex

C 2.0870 1.9412 95 0.3253 0.6366 0.5259 e

D1 3.5435 3.4314 95 0.0324 0.7318 0.4661 ek

D2 3.3478 3.2800 94 0.2568 0.4719 0.6381 e

D3 3.2174 3.0600 94 0.5805 0.8763 0.3831 wown

** Smal

* Statistically significant at p<0.05

t, practically non-significant

=+ Medium effect and moving toward practical significance

**x* Cohen’s d-statistic not calculated as the variable was not statistically significant
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presented the descriptive analysis of the data sets, together with a discussion on the

reliability and validity of the main survey. Section 6.5 reported on the significance tests.

The following chapter presents the recommendations and concluding rema s of s

study.
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