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New technologies are highly important nowadays, not only in the complex world of business 

but also in the day-to-day life of modern societies. Major advances in communications have 

minimized the cost of making business transactions and also, the time required to do so. 

Accordingly, a model will be described that explains how new technologies affect different 

business-related aspects. In order to compare this model empirically, information had been 

gathered in the business context of Alicante, Spain, and a measuring tool has been developed 

and validated through 405 valid questionnaires. The statistical analysis was made using SPSS 

and EQS.  
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INTRODUCTION 

 

Internet has revolutionized the way in which human beings socialize nowadays, by breaking 

down the physical and geographical barriers and enabling communication in real time. 

Similarly, this great advance in communication has also become advantageous for the 

business world, since new technologies have improved and facilitated the ways in which we 

do business and contribute to consolidating a more global world and community.  

 

1. Conceptual framework and hypotheses 

 

1.1 Internet Marketing 

The concept of “internet” is frequently explained in the literature as “a type of information 

structure that has a global scope and comprises computer hardware and software that is 

characterized by being general and open in nature. (Peterson, Balasubramanian and 

Bronnenberg, 1997, 330). The Internet is considered to be general in nature, since, from its 

outset, it has never been conceived for a specific type of activity and over time, it has attained 

its current cross-cutting status; it is open because it is accessible to anybody. For modern 

951



societies, the Internet represents an efficient method of access to information, communication 

and data exchange and according to authors like Levy (1996), it is expected to become the 

backbone network of future societies.  

 

Muela (2008) reports that the emergence of the Internet in communications media has meant 

significant changes in traditional systems and forms of communication that simultaneously 

bring together senders and receivers from all parts of the world. Tools like e-mail have made 

traditional mail systems obsolete because of the many advantages it has to offer, i.e. cost 

savings, greater volumes of information, speed, etc. The Internet has revolutionized the way 

in which we communicate and its use has benefited the immense majority of the production 

and leisure sectors throughout the world - the latter mainly due to the features that make it 

unique, i.e. a) the ability to store large amounts of information in different virtual locations, 

all at a very low cost; b) the possibility to search for, organize and disseminate information; c) 

the fact that it is interactive and is able to supply information on demand; d) the ability to 

provide perceptual experiences; e) the ability to serve as a means for transactions or 

exchanges; f) the ability to serve as a means for physical distribution of certain products, such 

as software; and g) the very low cost of its adoption by clients and suppliers.  

 

In recent years, the use of the Internet as a business tool has become obvious, since its main 

feature is that it can be both a medium and a market at the same time; in other words, it is a 

market, since it is a place where the supply-side and the demand-side can interact merely by 

using a computer, yet, at the same time, it is a medium because it carries out the functions of a 

company, e.g. marketing, sales and distribution (Farhoomand and Lovelock, 2001).  

 

1.2 Definition of the Internet Marketing Concept 

The fact that Internet Marketing is constantly changing makes its difficult to conceptualize on 

the basis of existing studies. Nevertheless, it can be said that in order to reach a clear 

definition of this concept, we would firstly have to break it down into its different 

components. The Internet is a global system of computer networks that provides reliable, 

redundant connectivity between systems and computers that are physically separated using 

common data transfer protocols (IAB, 2005). Likewise, the Internet is a distinctive advertising 

medium, as a result of its unlimited capacity for interaction and content. The concept of 

advertising, from a marketing perspective, is defined as “any form of promotion or 

presentation of the ideas, goods and services of an identified sponsor” (Kotler and 
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Armstrong, 1996, 461). The combination of the two concepts - marketing and the Internet - 

unfortunately, does not provide a perfect description of Internet marketing; accordingly, a 

cross-cutting perspective is required in order to take in the distinctive elements.   Imber and 

Betsy–Ann (2000), as quoted by Ngai (2003, 24), tell us that Internet marketing might be 

defined as “the process of constructing and maintaining customer relationships by electronic 

means and on-line activities, thereby facilitating the exchange of ideas, goods and services in 

a way that meets the needs of both buyers and sellers”. 

 

1.3 Greater significance of Internet Marketing 

Advertising over the Internet is continually growing and expanding; research carried out on 

advertising by Zenith Optimedia predicted that in the years 2008, 2009 y 2010, the use of 

advertising by companies would continue to grow despite the economic recession and the 

Internet would be the medium that would benefit most from this growth - unlike, newspapers, 

magazines and radio, which would see their income from this source diminish.  

 

1.4 The Internet and its use in business 

The significance of the Internet as a tool for organizations to market and advertise their goods 

and services is obvious; however, the Internet can also be used as a tool for companies to 

establish a relationship with their customers and this will have a great impact on their assets; 

by creating a relationship between companies and their customers, the former will be able to 

deal with and follow-up any complaints submitted by the latter and furthermore, companies 

will be able to obtain direct information on consumer tastes and preferences, information that 

is extremely useful when marketing a company's goods and/or services.  

 

Likewise, Currás and Küster (2003), report that Internet enables this exchange of information 

between companies and customers at very little cost and at the same time, allows companies 

to obtain first-hand, useful information that will help them to improve  the quality of their 

goods and services and engage in one-to-one marketing, duly customizing their messages, 

goods or services to meet customers' needs or desires.  Here again, the Internet is perfect for 

what is known as "defensive marketing", i.e. when a customer is dissatisfied, a company is 

able to handle complaints and claims much more speedily and efficiently - and what is more 

important, in real time. The Internet also enables companies to adopt any necessary measures 

to retain their clients, thanks to its unique flexibility and the possibility of customizing 

messages. Leaving aside the economic aspects, it is important to point out that the 
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establishment of stable, long-lasting relationships between companies and customers also 

involves a certain social aspect, which requires great efforts by organizations, particularly in 

terms of rapport, contact, social skills, etc. (Alet, 1994; Vázquez, Días and Del Río, 2000). 

 

1.5 Electronic social networks 

According to Celaya (2009), in his “Companies in web 2.0”,  social networks “are Internet 

sites where people publish and share all types of information with third parties, 

acquaintances and complete strangers” (Celaya, 2009, 92). This author quotes the following - 

more formal - definition from Wikipedia (2010): "a social network is a social structure that 

can be represented in the form of one or more graphs, where the nodes represent the 

individuals and the ties the relationships between them". The author believes that the 

importance of social networks lies in their current and near future role as a platform for 

exchanges and recommendations among people, thereby expediting the search processes for 

certain goods and services on the Web.  In his book, the author goes on to mention the types 

of social networks on the Internet, basically classifying them by their "purpose" for users. The 

breakdown would be: a) professional networks; b) general networks; and c) specialized 

networks. The first, as the name indicates, are more professional in nature and business-

oriented. The second are more social in nature and include networks for user interaction on a 

personal level. The third type - the specialized networks - as the name indicates, specialize in 

a specific social or economic activity. (See Figure 1). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Types of social networks (author's own creation based on Celaya, 2009, 96). 

 

Professional networks: 
 
-LinkedIn 
-Xing 
-Viadeo, etc. 

General networks: 
 
-MySpace 
-Facebook 
-Hi5 
-Tuenti. 

Specialized networks: 
 
-Twitter 
-Youtube 
-Google + 
-Sonico, etc. 

SOCIAL 
NETWORKS 
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1.6 Dissemination of social networks 

The way in which social networks expand or disseminate can be explained in terms of the 

networking effect and by “Metcalfe's Law”, according to which “the value of a network for a 

person wishing to join is proportional to the square of the number of its users” (Katz, 

Chrousos and Wu (2008, 2). Metcalfe's Law, however, raises two types of problems: one - it 

is impossible to project the value of a network ad infinitum, i.e. the negative effects of the 

network mean that at a specific point in time, the incremental value of the network tends to 

diminish with the number of members; two - and this is related to the latter, not all members 

of a network have the same value. These two negative aspects are highly relevant, since they 

question whether the effect of the network, which is a basic driving force in the development 

of these platforms, may diminish. Bearing this in mind, whenever a network becomes 

obsolete because of the negative effects of the network itself, the problem may be solved by 

using a different platform.  

 

1.7 Economic significance and use of social networks  

An evaluation, in financial terms, of social networks nowadays, would result in overwhelming 

amounts; by way of example, in September 2007, MySpace and Facebook were valued at 15 

billion USD - a figure that was much higher, in both cases, than their sales volume. It is 

important to point out that the value of the social network business depends on its capacity to 

monetize the relationship with each person who is a member of the network; it also depends 

on increasing or at least stabilizing the critical mass of users. Unlike other tools, social 

networks (e.g. Facebook) are used mainly for interaction among users and as a result, its sales 

generation rate is 1% compared to Google's 40%.  

 

Companies can also use social networking sites to obtain detailed information on key 

personality features, hobbies, customs and culture of users and can use this information to 

define advertising and marketing strategies for their products and services that are duly 

oriented to the different consumer markets. Accordingly, companies have different options 

available to them when deciding on whether to join this type of social networks. These 

options are defined by Celaya (2009), as follows: 

 

1. Create a corporate profile: when a company creates a public profile in respect of its 

product or service, the so-called corporate presence in this type of social network is 
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not perceived as intrusive by users, since they themselves decide whether to include 

the profile or not in their list of accepted contacts.   

2. Create a special interest group: companies can create an interest group inside the 

platform for people who are potentially interested in the company or in its products 

and services.  

3. Market segmentation: this type of social network allows segmentation based on 

personal features, shared interests, socio-demographic characteristics, etc., which 

might prove to be highly useful to some companies.  

4. Surveys: social networks can be used to send questionnaires out to consumers and to 

collect user information and opinions that will enable companies to improve their 

products and services, and likewise, to better focus their advertising.  

5. Study user behaviour: by studying the behaviour or conduct of social network users, 

companies can discover who is the person or group that starts the word-of-mouth 

process, which leads to dissemination of a certain product, who buys a product and 

who doesn't, etc.  

6. Customer service: companies can use social networks to keep their customers updated 

on any changes, offers or launching of products and services; they can also use them 

to create open opinion forums about their products and services - real communication 

channels where they can obtain after-sales information to facilitate monitoring.  

7. On-line advertising: all social networks provide an option for promotional and 

marketing activities on their pages, using banners, video uploading, bulletin boards, 

etc.  

 

All of the above underlines the important role of new technologies nowadays and their 

application not only in business but in the everyday life of societies. This is only the 

beginning of a technological revolution that will gradually transform the way in which we 

conceive the world today.  

 

1.8 Proposed hypotheses 

Having reviewed the existing literature on the subject of the Internet and its application in the 

business world, and likewise, social networking, the next stage in this research involves the 

development of a number of hypotheses that will be examined, rationalized and contrasted.  
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According to Muela (2008), one of the greatest achievements of the Internet is that it has 

enabled access to all types of advertisers, of any size or nature. This has meant that any 

company can compete in equal conditions, no matter what its size, financial resources or 

location. Many advertisers have realized that the Internet is the ideal medium to promote 

goods and services and that the appropriate use of available tools contributes greatly to their 

opening up new markets, growing their client portfolio and consequently, increasing the 

organization's sales and profits; therefore, based on the above rationale, the following research 

hypotheses are proposed: 

 

H1: The use of Internet-based marketing tools contributes significantly to increasing a 

company's sales level 

 

Internet advertising and marketing is a multifarious form of marketing and/or advertising that 

is not constrained by space or time and possibilitates a different form of communication and 

interaction with consumers (McMillan, 2004). The true potential of Internet marketing lies in 

its capacity for using videos, animation, audio, images or graphics to communicate a 

company's product or service.  Nonetheless, it is a tool that also has the capacity for 

interaction (i.e. the capacity to allow two components to communicate) and for control and 

commitment regarding content, responsibility and opportunity (Liu y Schrum, McMillan and 

Hwang, 2002). This capacity gives Internet marketing a significant advantage in 

communication processes, compared to other forms of promotion and enables a two-way 

communication flow between consumers and their clients and/or suppliers, ensuring greater 

awareness of their needs and better rapport and engagement. Furthermore, the Internet is 

capable of creating highly customized forms of communication, which allow consumer 

relationships to be established on the basis of one-to-one and personal communication. 

Whenever a company takes this into account when marketing its products or services, 

consumers' intention-to-buy increases accordingly (Hoffman y Novak, 1996; Macias, 2003; 

McMillan, 2004); therefore, based on the above rationale, the following research hypothesis is 

proposed: 

 

H2: The use of Internet-based marketing tools contributes significantly to establishing new 

communication channels with customers and suppliers. 
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Internet has evolved to an extent where even the way in which advertising information 

reaches on-line consumers has changed, thus making former techniques and tools for 

commercial promotion obsolete. This is a result of the specialization of Internet users 

nowadays, who, thanks to the use of ad hoc applications that are designed to meet their tastes 

and preferences, are able to filter the type of commercial information they wish to view and to 

use this information when they decide to do so (for example, social networking sites on the 

Internet). Consequently, the Internet is constantly developing new advertising tools that 

enable a high level of segmentation of the public and messages that are more relevant to or 

more in tune with users' needs. Thus, electronic marketing has managed to add value to 

companies' activities and to change their conceptions of business strategies and at the same 

time, increase their profitability (Strauss y Frost, 2001). As a result, Internet advertising and 

marketing has experienced exponential growth in recent years, mainly due to its 

characteristics, which can be summarized in low costs and a significantly-sized user market 

that is continually growing; these characteristics are far removed from the traditional media 

for promotion, which now see the Internet as their main rival. This was confirmed in recent 

studies, according to which Internet advertising increased by 24% in 2008 and was expected 

to increase by 69% by the year 2010.  Furthermore and significantly, Internet advertising was 

greater than radio advertising in 2008 and was predicted to be greater than magazine 

advertising by 2010. This being the case, the market share held by Internet advertising would 

increase from 8.1% to 9.4%; the share in outdoor and cinema advertising would also have 

increased significantly. Even if television - the medium most in demand - were to reach a 

larger public, it  would only increase its share by two decimal points, rising from  37.7% to 

37.9%; therefore, based on the above rationale, the following research hypothesis is proposed: 

 

H3: Internet advertising nowadays has a greater impact than traditional promotional media. 

 

The significance of the Internet as a tool for organizations to market and advertise their goods 

and services is obvious; however, the Internet can also be used as a tool for companies to 

establish a relationship with their customers, something that will have a great impact on their 

assets; by creating a relationship between companies and their customers, the former will be 

able to deal with and follow-up any complaints submitted by the latter and furthermore, 

companies will be able to obtain direct information on consumer tastes and preferences, 

which is extremely useful when marketing a company's goods and/or services. Likewise, 

Currás and Küster (2003), report that Internet enables this exchange of information between 
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companies and customers at very little cost and at the same time, allows companies to obtain 

first-hand, useful information that will help them to improve  the quality of their goods and 

services and engage in one-to-one marketing, offering individual clients the goods or services 

that best adapt to  their needs or wishes, by sending customized messages. Leaving aside the 

economic aspects, it is also important to point out that the establishment of stable, long-lasting 

relationships between companies and customers also involves a certain social aspect, which 

requires great efforts by organizations, particularly in terms of rapport, contact, social skills, 

etc.. (Alet, 1994; Vázquez, Días and Del Río, 2000); therefore, based on the above rationale, 

the following research hypothesis is proposed: 

 

H4: The use of the Internet and Internet-supported social networking sites contributes 

significantly to better company-customer relationships.  

 

Some authors believe that the Internet is perfect for applying certain techniques, such as the 

technique known as "defensive marketing", i.e. when a customer is dissatisfied, a company is 

able to handle complaints and claims much more speedily and efficiently - and what is more 

important, in real time. The Internet also enables companies to adopt any necessary measures 

to retain their clients and ensure customer loyalty thanks to its unique flexibility and the 

possibility of customizing messages. Furthermore, a customer that is satisfied not only with 

the purchase of a product and/or service but also with the attention received, tends to value the 

company more and to take it into consideration for future purchases (Alet, 1994; Vázquez, 

Días and Del Río, 2000); therefore, based on the above rationale, the following research 

hypothesis is proposed: 

 

H5: The use of the Internet and social networks by companies as a medium for customer 

service contributes significantly to fostering customer loyalty.  

 

Internet has enabled access to all types of advertisers; nowadays, any company, no matter 

what its size, financial resources or location, can compete in equal conditions.  Many 

advertisers have started to realize that the Internet is the ideal showcase to promote their 

goods and services and that it can enable them to implement strategies to create or build brand 

names. Current data confirm that by using the Internet, you can reach actual or potential 

consumers - wherever they may be and at an appropriate time, to show them commercial or 

advertising material. A further aspect to be borne in mind in the case of on-line advertising is 
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the advantage in terms of cost, compared to traditional advertising; accordingly, there has 

been a significant increase in investment in on-line advertising (Muela, 2008); therefore, 

based on the above rationale, the following research hypothesis is proposed: 

 

H6: The use of the Internet and social networking sites by companies contributes significantly 

to better promotion and marketing of goods and services. 

 

The practically exponential growth of the use of the Internet and social networking sites has 

contributed greatly to companies considering these to be useful tools for promoting and 

advertising their goods and/or services. According to Li and Leckenby (2004), the main 

consumer market on the Internet is comprised of young people. The younger generation is 

more in contact with electronic media and much more familiar with this phenomenon; 

accordingly, the capacity of these tools for expansion and for handling large numbers of users 

make them attractive with regards to the number of potential consumers and the ease with 

which advertising messages can be sent, at a low cost and to a greater number of spectators; 

therefore, based on the above rationale, the following research hypothesis is proposed: 

 

H7: The use of the Internet and social networks by companies contributes significantly to 

increasing the number of potential customers.  

 

According to authors, such as Katz, Chrousos and Wu (2008), the so-called non-transactional 

Internet model is based on the sale of advertising space. Social networks aim at increasing this 

potential source of income by studying user behaviour on the Web in order to identify market 

sub-segments and users' tastes and needs. Accordingly, they are efficient media for 

advertising and marketing a company's goods and/or services - on the one hand, because of 

their accessibility and on the other hand, because of the technological advance involved, 

particularly, if we take into account the low cost of using these tools and the number of 

potential customers to be found in these networks; therefore, based on the above rationale, the 

following research hypothesis is proposed: 

 

H8: Social networks will contribute significantly to companies using electronic media  for 

advertising.  
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Based on the previous hypotheses, the following theoretical model is proposed and will be 

contrasted with a statistical analysis (See Figure 2): 

 

 

Figure 2. Proposed research model (author's own creation) 

 

2. Methodology 

 

2.1 Target population and information sources 

The data collection process for this research involved creating an instrument or questionnaire 

in which a five-level Likert-type scale was used to develop 4 five-level Likert items relating 

to the component that influenced sales levels; 6 five-level Likert items relating to distribution 

and communication channels; 4 five-level Likert items relating to the customers-service-

loyalty component; 6 five-level Likert items relating to marketing and promotion of goods 

and services; 6 five-level Likert items comparing the opinion of entrepreneurs and users in 

general on the use of the Internet and social networking sites; 5 five-level Likert items 

comparing the opinion of entrepreneurs and users in general on brands as promotion tools; 5 

five-level Likert items relating to satisfaction and loyalty of users of the Internet and social 

networks as a platform for doing business; 3 five-level Likert items relating to customer 

loyalty. Likewise, the study population was defined as people between 18 and 70 years of age 

that were related to the business context in Alicante. The questionnaire was available in 

Spanish and was distributed randomly to different companies in the Alicante area (Spain), 

between 5th and 30th April 2011.  The total number of valid questionnaires was 405. The data 
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obtained were analyzed based on statistical techniques using software, such as EQS (v. 6.1) 

and SPSS (v. 15). The following are the results of the analysis: 

3. Results and discussion 

 

3.1 Descriptive analysis 

The main objective is to make a descriptive analysis of the indicators that define the latent 

variables that will be used in subsequent statistical analyses. During this stage, the median of 

the indicators was analyzed and an ANOVA analysis made to determine mean values and also 

their level of significance (Table 1). 

 

 

Table 1. Descriptive analysis (author's own creation) 
Construct Question Typology Median P* 

Sales level and 
customer capture 

P.2.1 Entrepreneurs 3.16 .007 
P.2.2 Entrepreneurs 3.31 .000 
P.2.3 Entrepreneurs 3.19 .020 
P.2.4 Entrepreneurs 3.10 .000 

Construct Question Typology Median P* 

Distribution and 
communication 
channels 
 

P.3.1 Entrepreneurs 3.67 .000 
P.3.2 Entrepreneurs 3.61 .001 
P.3.3 Entrepreneurs 3.52 .000 
P.3.4 Entrepreneurs 3.50 .000 
P.3.5 Entrepreneurs 3.53 .005 
P.3.6 Entrepreneurs 3.12 .000 

Construct Question Typology Median P* 

Customers– 
satisfaction–service 
–loyalty 

P.4.1 Entrepreneurs 3.27 .000 
P.4.2 Entrepreneurs 3.20 .008 
P.4.3 Entrepreneurs 3.29 .000 
P.4.4 Entrepreneurs 3.15 .000 

Construct Question Typology Median P* 

Promotion and 
marketing of goods 
and services 
 

P.5.1 Entrepreneurs 3.95 .099 
P.5.2 Entrepreneurs 3.49 .000 
P.5.3 Entrepreneurs 3.29 .000 
P.5.4 Entrepreneurs 3.67 .000 
P.5.5 Entrepreneurs 3.47 .011 
P.5.6 Entrepreneurs 3.19 .000 

Construct Question Typology Median P* 

Use of the Internet 
and social 
networking sites at a 
business level  

P.6emp.1 Entrepreneurs 3.96 .000 
P.6emp.2 Entrepreneurs 3.55 .000 
P.6emp.3 Entrepreneurs 3.76 .000 
P.6emp.4 Entrepreneurs 3.70 .000 
P.6emp.5 Entrepreneurs 3.80 .000 
P.6emp.6 Entrepreneurs 4.36 .000 

Construct Question Typology Median P* 

Brands as a tool for 
promoting a 
company  
 

P.7emp.1 Entrepreneurs 4.03 .000 
P.7emp.2 Entrepreneurs 3.80 .000 
P.7emp.3 Entrepreneurs 3.74 .000 
P.7emp.4 Entrepreneurs 3.27 .066 
P.7emp.5 Entrepreneurs 3.53 .000 
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Construct Question Typology Median P* 

Satisfaction and 
loyalty of Internet 
and social network 
users 

P.8.1 Entrepreneurs 3.53 .000 
P.8.2 Entrepreneurs 3.38 .000 
P.8.3 Entrepreneurs 3.25 .000 
P.8.4 Entrepreneurs 3.16 .000 
P.8.5 Entrepreneurs 3.01 .000 

Construct Question Typology Median P* 

Loyalty and/or 
reward 

P.9.1 Entrepreneurs 3.04 .000 
P.9.2 Entrepreneurs 2.91 .000 
P.9.3 Entrepreneurs 2.90 .000 

 

The results shown in Table 1  indicate that the most valued aspects are related to the use of 

new technologies in business activities. Furthermore, the least valued aspect is related to 

customer loyalty and reward using ICTs as a platform. Even so, the respondents scored the 

majority of the items favourably.  

 

 

3.2 Reliability and validity of the questionnaire 

On completion of the data exploratory analysis, a covariance model was used to analyze the 

manifest and latent variables. Nonetheless, prior to the structural analysis, the psychometric 

properties of the questionnaire were evaluated (Anderson and Gerbing, 1988). The evaluation 

of reliability and validity of the questionnaire involved various steps: first, a confirmatory 

factor analysis was made of the factors previously described for the measuring scales 

(expectations, satisfaction, quality and performance), using the method of maximum 

verisimilitude. Items whose factor loading was not significant or was lower than 0.6 were 

eliminated to ensure good representation and convergent validity of the questionnaire 

(Bagozzi and Baumgartner, 1994; Bagozzi and Yi, 1998). The definitive version of the 

questionnaire following this stage is shown in Table 2. The total of the goodness-of-fit 

measures for the model show reasonably good values, close to 0.80, which is considered an 

acceptable value (Lévy et. al., 2003): BBNFI = 0.842; BBNNFI = 0.838; CFI = 0.906. 

Likewise, the Root Mean Square Error of Approximation for the population (RMSEA) is 

0.092, which can also be considered acceptable (Bollen, 1989). These three measures support 

the idea that the goodness-of-fit of the model is acceptable; accordingly, based on the 

goodness-of-fit of the measuring model and the fact that practically all of the loading factors 

are significant and greater than 0.6,  it can be concluded that the proposed instrument has 

convergent validity.   
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Table 2. Measuring instrument: reliability and convergent validity (author's own creation) 

Scale Indicator Standard 
loading IFC IVE 

 
Sales levels and customer capture 
 

P.2.1 0.854 

0.782 0.598 P.2.2 0.738 
P.2.3 0.798 
P.2.4 0.889 

Scale Indicator Standard 
loading IFC IVE 

Distribution and communication channels 
 

P.3.1 0.615 

0.778 0.581 P.3.2 0.732 
P.3.3 0.824 
P.3.6 0.845 

Scale Indicator Standard 
loading IFC IVE 

Customers – satisfaction – service – loyalty 
 

P.4.1 0.875 

0.787 0.591 P.4.2 0.816 
P.4.3 0.869 
P.4.4 0.814 

Scale Indicator Standard 
loading IFC IVE 

Promotion and marketing of goods and services 
 

P.5.1 0.874 

0.701 0.587 P.5.4 0.749 
P.5.5 0.889 
P.5.6 0.805 

Scale Indicator Standard 
loading IFC IVE 

Use of the Internet and social networking sites at a business 
level 
 

P.6emp.1 0.804 

0.796 0.580 

P.6emp.2 0.786 
P.6emp.3 0.795 
P.6emp.4 0.806 
P.6emp.5 0.704 
P.6emp.6 0.822 

Scale Indicator Standard 
loading IFC IVE 

Use of the Internet and social networking sites at a personal 
level 

P.6gral.1 0.841 

0,754 0,577 
P.6gral.2 0.873 
P.6gral.3 0.824 
P.6gral.4 0.798 
P.6gral.5 0.784 

Scale Indicator Standard 
loading IFC IVE 

Brands as tools for promoting companies 
 

P.7emp.1 0.816 

0.740 0.609 P.7emp.2 0.884 
P.7emp.3 0.765 
P.7emp.5 0.832 

Scale Indicator Standard 
loading IFC IVE 

Brands as tools for promoting products and services 
 

P.7gral.1 0.776 

0.749 0.684 
P.7gral.2 0.699 
P.7gral.3 0.805 
P.7gral.4 0.793 
P.7gral.5 0.799 

Scale Indicator Standard 
loading IFC IVE 

Satisfaction and loyalty of users of the Internet and social 
networking sites as a platform for doing business  

P.8.1 0.814 0.703 0.591 P.8.2 0.798 
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 P.8.3 0.793 
P.8.4 0.746 
P.8.5 0.882 

Scale Indicator Standard 
loading IFC IVE 

Loyalty and/or reward as a result of using the Internet and 
social networking sites 

P.9.1 0.828 
0.731 0.584 P.9.2 0.965 

P.9.3 0.826 
 

In the case of reliability (Table 2), Cronbach's α (Cronbach, 1951) is higher than the 

recommended value of 0.7 (Churchill, 1979; Nunnally 1978). Bearing in mind the limitations 

inherent to this first measure, the composite reliability index and the average variance 

extracted index (AVE) have also been determined. In the case of the composite reliability 

index (Table 2), all values are higher than the recommended value of 0.7 (Fornell and 

Larcker, 1981). Likewise, the AVE shows values higher than or close to 0.5, which is the 

recommended value. A global consideration of these three indicators proves that the study 

instrument is reliable. Lastly, and based on the confidence interval test  (Anderson and 

Gerbing, 1988), we can say that all of the values lie within a range of less than 1; accordingly, 

the discriminant validity of the measured scales is confirmed.  

 

3.3 Hypothesis Test 

Having evaluated the psychometric properties of the measuring instrument, the structural 

model was then evaluated using the method of maximum verisimilitude and EQS 6.1 software 

(Bentler, 1989).  

 

Table 3. Hypotheses test (author's own creation) 

Hypothesis Standard loading T Value 
H1: ICTs --> (+) Sales levels 0.719 7.451** 

H2: ICTs ----> (+) New communication channels 0.729 8.179** 

H3: ICTs --> (+) Greater impact than traditional media 0.781 7.641** 

H4: ICTs --> (+) Company-customer relationships 0.793 8.632** 

H5: ICTs ---->(+) Loyalty 0.745 7.952** 

H6: ICTs ---->(+) Promotion and Marketing 0.736 7.641** 

H7: ICTs ---->(+) More customers 0.765 7.294** 

H8: ICTs  ---->(+) More advertising in electronic media 0.749 7.352** 

Chi-square = 2563.224 (142 gl; p<0.01); BBNFI = 0.791; BBNNFI = 0.787; CFI = 0.781; RMSEA = 0.135 
**p<0.01; *p<0.05; ns not significant 
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As shown in Table 3, the relationships initially proposed in the theoretical model proved to be 

significant. Furthermore, it can be seen that the fit of the structural model is good in respect of 

the measuring model, as indicated by the fit indices: BNNFI = 0.791; BBNNFI = 0.787; CFI 

= 0.781; RMSEA = 0.135 or Chi-square = 2563.224 (142 gl, p<0.01). These results would 

lead us to believe that the proposed, contrasted model might serve as a basis for analyzing the 

relationship between the different factors involved in the use and application of new 

technologies in the business world.   

 

3.4 Conclusions and implications for management 

Having analyzed the research hypotheses, we can conclude that new technologies have a great 

impact and influence on the way in which business is done nowadays. It is extremely 

important to underline, as stated in the literature, that the use of ICTs has contributed to 

improving communication on a global level, increased the communication flow and reduced 

the time and cost of communications. Furthermore, ICTs have become a significant platform 

for promoting and marketing goods and services and this has played a significant part in the 

increase of trade worldwide. 

 

3.5 Limitations and future lines of research 

The limitations of this research lie in the size of the sample and its application, since it 

focussed only on companies in Alicante (Spain). Therefore, for this type of research to be 

more representative, future lines of research should include a greater number of  companies 

located in other regions.  
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