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Abstract 
The E-marketing strategy is developed as a process of several stages that need to be 
well analyzed and constantly reviewed. The first stage of this process is situational 
analysis (internal and external factors). The research was focused on identifying 
internal and external factors. The Delphi technique was used in combination with the 
AHP method to answer the research questions. The research was conducted in three 
stages, according to the Delphi technique. In order to process the data in all three phases 
of the research Excel, SPSS, and the AHP-ON system were used. 36 experts of tourism 
industry from Kosovo and Albania took part in this study. Ranked based on the 
significance, of all factors and sub-factors the following indicated the highest influence: 
entrepreneurial attitudes and knowledge, management support, customer and supplier 
relationships, IT cost, competitor identification, competitor analysis, and innovation. 
Based on the scientific literature and the primary results, the conclusion and 
recommendations were drawn and a model was proposed by the author based on the 
contingency theory and the TEO framework. 
Keywords: E-marketing, strategies, external and internal factors, tourism industry, 
Kosovo, Albania, Delphi techniques, AHP method, contingency theory. 

1. Introduction 
Nowadays, tourism unites people in ways that were not thought of decades ago, and 
also has a high influence on the national and regional economy growth. The 
information technology (IT) applications have a huge impact on the marketing 
process. The application of IT creates strong competitive advantages in the areas of 
sales and marketing. Also, through the use of electronic broadcasting channels, social 
media platforms, and other innovations, suppliers connect to new and different 
markets [1]. Modern technology is expected to play an even more important role in 
the tourism industry in the years to come, given the fact that tourist expectations have 
recently increased in terms of service delivery. For tourism enterprises the application 
of information technology has influenced the increase of quality in service delivery, 
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the possibility of securing market existence, improvement of forms of communication 
with tourists, selling of tourism products, increasing the possibility of cooperation 
with other enterprises, increasing of income and cost reduction [2] .  

In recent years, within the framework of different marketing strategies, due to the 
benefits it offers, the attention is on e-marketing strategy.The E-marketing offers new 
marketing communication opportunities through the leading platform called Internet. 
Businesses that apply E-marketing achieve higher efficiency, greater return on 
investment, also through online campaigns, sales and the opportunity to attract 
potential customers are increased [3]. 

1.1. Purpose of the study and research questions 

This paper aimed to answer the research questions related to the factors influencing 
the E-marketing strategies in the tourism industry, analysis of the existing situation in 
our country, as well as giving recommendations for improving this situation. The main 
objective of this paper was to present which factors have the greatest influence on the 
design and implementation of E-marketing strategy in the tourism industry to hotel 
companies, airlines, and tour operators. 

The research was focused on the most important factors, such as: 

• Internal factors  
• External factors  

In addition, the objective of this research was to address the theoretical part of 
scientific theories, the marketing environment, and the factors influencing the E-
marketing strategy. 

 1.1.1. Research Questions: 

Based on the objectives and aims of the research, the following questions were 
answered:  

1. What are the internal factors that influence the E-marketing strategy in the 
tourism industry in Kosovo and Albania? 

2. What are the external factors that influence the E-marketing strategy in the 
tourism industry in Kosovo and Albania? 

3. Are there differences of opinion between the experts of the two countries 
about the importance of external and internal factors? 

4. Which of the external factors is most important in the E-marketing strategy 
of the tourism industry in Kosovo and Albania? 

5. Which of the internal factors is the most important in the E-marketing strategy 
of the tourism industry in Kosovo and Albania? 
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2. Methodology 

Based on the research models, this research is exploratory and descriptive. The 
qualitative and quantitative approach assisted to identify the most important aspects 
of the issue addressed. The descriptive method describes the external and internal 
factors that influence the process of E-marketing strategy. The research was conducted 
in three phases, the Delphi method was applied in all three stages, but in the third 
phase of research AHP (Analytical Hierarchy Process) method was applied in order 
to rank which of the factors are the most significant in the E-marketing strategy in the 
tourism industry. The three phases of this research are outlined in Figure 1. 

 
Figure 1. Stages of the research process. Source: Author. 

In the the first phase of the research was identified the group of experts with 
management and decision-making positions to be part of the open-ended questions 
survey, and to answer the first and second research questions using the Delphi method. 
In the second phase of the research, the second questionnaire was implemented, from 
which the answers to the third, fourth and fifth research questions came out. At this 
stage, various tests were used to analyse the second questionnaire: 

• Frideman Test (Ranking) 
• Alpha coefficient model (Correlation matrix) 
• Independent Samples t Test to compare Kosovo and Albania. 

The main focus of the research was to create a common list of influencing factors 
in three groups of entities: Hotels, airlines, tour operators, and agencies. Initially, the 
responses of the expert-decision-makers of the field of study to the questions posed 
by the researcher were analysed. In the second phase of the research, from the sub-
factors selected from the first questionnaire, a second questionnaire was created where 
these sub-factors were included. The questionnaire was structured, completed by 
questions that were predefined (using the Likert scale). The SPSS and Exel were used 
for this phase. In the third phase of the research, the AHP (Analytical Hierarchy 
Process) method was applied in order to rank the most important factors in the E-
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marketing strategy in tourism. The method consisted of the main goals of the research 
then defined the criteria and sub-criteria if any, and at the end of the structure, the 
alternatives were located. Initially, the two countries Kosovo and Albania were set as 
alternatives, but [4] suggests that for these research questions the structure of the 
hierarchical model can be structured without alternatives. He has presented similar 
examples in his research. 

The structure of the hierarchical research model according to the AHP method. 

 
Figure 2. The presentation of research hierarchy (AHP). Source: Adapted according to the  

author, based on [5]. 

In Figure 2 the main goals such as the focus on the influencing factors in the E-
marketing strategy were presented, the external and internal factors were defined as a 
criterion, as well as the external and internal sub-factors. The research was based on 
primary data, original data. As mentioned above, the research was divided into three 
phases according to the Delphi technique, so in Figure 3 the instruments used to 
collect the primary data were outlined. 

In the first phase of the research, combined techniques for primary data 
collection were used. For data collection, a self-administered survey form and e-mail 
survey were selected for the experts’ group. In the second and third phases of the 
survey, the online panel survey was applied. At this stage, the experts’ group has 
responded to the online questionnaire, created at https://my.survio.com/. In the second 
phase, the questionnaire is structured with closed-ended questions according to the 
Likert scale. While in the third phase the questionnaire was structured according to 
the AHP method, also created at https://my.survio.com/. 

3. Scientific theories of strategy building 
The E-marketing is considered as the new high-impact discipline in the field of 
tourism. The main focus of this paper was to identify the determinant factors in the 
adoption of E-marketing by different businesses, with the specific focus being on the 
tourism industry businesses. According to the literature review [6]–[10], the following 
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theories are presented that were used to explain the adoption of information 
technology and the factors influencing E-marketing: 

• Theory of Reasoned Action (TRA) 
• Theory of Planned Behavior (TPB) 
• Innovation Diffusion Theory (IDT) 
• Theory of Technological, Organizational and Environmental Framework 

(TOE) 
• Technology Acceptance Model (TAM) and 
• The Common Theory of Technology Acceptance and Use (UTAUT) 
• Contingency Theory 

 
Figure 3. Techniques of primary data collection. Source: Author. 

Theory of Reasoned Action (TRA) 
The Theory of Reasoned Action (TRA) was proposed by Ajzan and Fishbein, 

(1980). This theory provides explanations for consumer actions both in the online and 
offline contexts. Consumer behavior is the result of attitudes that are shaped by 
perceptions and norms. Attitude toward a behavior is a function of perceived 
statements related to the behavior and the value to the person, while subjective norms 
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can be presented as one’s perceptions of normative societal pressure to do or not to 
perform a particular behavior. Introducing behavioral intention through attitudes and 
social norm components are considered the best predictors of actual behavior [11]–
[13]. 

Theory of Planned Behavior (TPB) 
The Theory of Planned Behavior was proposed by the author Ajzen. According 

to this theory, conducting a behavior is conceived as a common function of goals and 
perceived behavioral control. The theory of planned behavior deals with antecedents 
of attitudes, subjective norms, and perceived behavioral control, antecedents which in 
the final analysis determine goals and actions. The Theory of Planned behavior 
provides a useful conceptual framework for dealing with the complexities of human 
social behavior [14]. In the following figure is illustrated the Theory of Planned 
Behavior (TPB): 

 
Figure 4. Planned Behavior Theory. Source: Mathieson, (1991) 

According to Azjen, (1985) cited in [16], an attitude towards a behavior is a 
positive or negative assessment of the conduct of that behavior. The attitudes are 
informed by beliefs, the norms are informed by normative beliefs and motivation to 
be fulfilled, while the perception of behavioral control is informed by beliefs about 
mastering the possibilities of individuals and resources needed to engage in a behavior 
(Azjen, 1991 cited in [16]). 

Innovation Diffusion Theory (IDT) 
According to [17] "Diffusion" is the process by which an innovation is 

communicated through certain channels in time between members of a social system. 
Communication is a process in which participants create and share information in 
order to reach a mutual understanding.”  

Technological, Organizational and Environmental Context (TOE) 
The TOE identifies the three most important aspects that influence the process of 

an enterprise to adopte and implement a technology. This framework was developed 
in 1990 by Tornatzky and Fleischer. According to them, the most important aspects 
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are: technological context, organizational context and environmental context [18]. In 
Figure 5 is shown the technological, organizational, and environmental structure: 

• The technological context encompasses all technologies that are in use by the 
firm, and in this context is also included the technology available in the 
market. So, it is available to the firm but does not currently use it due to 
different reasons [18], [20]. 

• The organizational context refers to firm characteristics and resources, 
including organizational structure, the connection of structures between 
employees, firm size, and quantity[18], [20].  

 

 
Figure 5. TOE Structure. Source: (Tornatzky dhe Fleischer, 1990) [19]. 

• The environmental context includes the industry structure, presence or 
absence of technology service providers, and the regulatory environment. The 
environmental context, which refers to the arena in which a firm conducts its 
business; it can be linked to surrounding elements such as industry, 
competitors, and the presence of technology service providers [18], [20]. 

Technology Acceptance Model (TAM) and Common Technology Acceptance and 
Use Theory (UTAUT) 

Concerning the literature review, many researchers who have aimed to elucidate 
how technology is accepted by consumers, organizations, various businesses 
belonging to the tourism industry and the factors that have influenced the technology 
adoption, the E- marketing adoption, have used the Technology Acceptance Model 
(TAM) and the Common Technology Acceptance and Use Theory (UTAUT) [6]–[8], 
[11], [21]–[34]. 
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Technology Acceptance Model (TAM) and Common Technology Acceptance 
and Use Theory (UTAUT). 

 
Figure 6. UTAUT Model. Source: [35], [36] . 

The UTAUT model is used to explain the goals of the use of information systems 
in the context of the acceptance and use of technology by the customer.  These goals 
are identified through the four main constructs and mediating factors. The four main 
constructs are: (performance expectancy, effort expectancy, social influence and 
facilitating conditions), while the mediating factors are: (gender, age, experience, and 
voluntariness of use) [6], [7], [33], [37]. 

Contingency Theory 
The contingency theory is conceptually rooted in the fact that strategies to 

achieve goals and be effective depend heavily on the collision between strategy, 
organization, and the environment. 

This theory has been used in the 70s and 80s, but it still offers important 
opportunities for SI researchers [38]. The primary focus of contingency theory, 
therefore, has traditionally been on the relationship between organizational factors, 
environmental characteristics, and the strategic response of the organization [39] The 
contingency theory is constructed on the basis of several steps involving three types 
of variables: contingency variables, performance variables, and response variables 
[40]. According to Lages & Jap, (2002) the coordination between strategy and 
enterprise context (eg organizational characteristics and external environment) has a 
positive impact on performance. The contingent approach emphasizes that a good 
strategy does not exist for all cases, but should be adapted based on the contingent 
variables [41].  Figure 7 shows the structure of the contingency theory. 

In figure 7 is presented the conceptual scheme of contingency theory, where 
it is worth noting that external and internal contingent factors result in the decision-
making process for strategy determination. This scheme was used to propose a model, 
with determinants, as explained in detail in the recommendation section. 
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Figure 7. Conceptual scheme on contingency theory. Source: Adapted by author [38].  

3.1. Influential factors on E-marketing, internet marketing and E-tourism 

The influence of external and internal factors on the application of information 
technology has been researched by many scholars. In Table 1 is included a summary 
of some of the authors who have analyzed the influential factors on IT, E-marketing, 
internet marketing, and E-tourism. In particular, the factors that influence a company’s 
attitude towards E-marketing, when defining E-marketing strategy as part of the 
marketing strategy within the overall strategy. 
 

FACTORS / VARIABLES / CHARACTERISTICS: 
Factors influencing the penetration of E-tourism in organisations: 

• The cost of purchasing the hardware, software and communication 
package, the cost of training users, designing and building an online 
presence, the cost of keeping the site on a reliable server, ongoing 
maintenance and regular updating, developing treatment procedures of 
online presence, commissions for online purchases from intermediaries, 
advertising fees for representation in search engines and other countries, 
and interconnectedness with travel intermediaries [42]  

Factors influencing tourism and e-tourism are classified into two groups:  
• Indigenous factors include: (economic factors, technological factors, 

political factors, demographic factors, cultural factors, environment and 
weather/climate) 

• Exogenous factors include: (consumer behavior and travel purpose) [43] 
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Factors influencing E-marketing strategy: 
• Influential elements of the environment (IT and the cost of 

telecommunications infrastructure, IT general knowledge  and culture in 
society, market (skills, potential, turbulence, orientation), competitiveness 
and competitors' strategies, availability of resources and environmental 
opportunities, the human resource market (IT & E-Marketing Specialists), 
IT and e-commerce government policies, laws, regulations, systems 
standards of IT and technology, innovation, skills, changes in business and 
marketing models ( Time & Process); 

• Company elements (products, service quality and varieties, Web marketing 
mix strategy, Resource availability (Finance, Technology, etc.), brand and 
its strategy, strategic relationships and alliances, customer segmentation 
and targeting, restructuring and reorganization processes, IT infrastructure 
of firm, station and orientation, strong competitive advantages in e-
marketing, support for innovation and knowledge management, increased 
internet traffic and sensitivity,) 

• Influential elements in customer satisfaction (web and brand reliability, 
security, privacy and trust, website (attraction, design, availability and 
quality), transmission speed and conversion rate, tourist needs, experience 
and market expectations , support and structure of purchase, products and 
quality of service, variety and innovation, flexibility and individualization 
of products and services, price advantage and cost for customers, 
adaptation (Service and level of CRM coverage), added value perceived by 
customers [44]. 

The main organizational variables and motives (reasons) of e-business:  
• Firm characteristics (size, age, scope of industry and market), 
• Business strategy (strategic orientation and new product strategy), 
• Owner characteristics (age, education and leadership style) [45]  

The main environmental factors on Internet success: 
• Resourceful and essential information should be presented to customers, 

the website should be well designed, and the design of the website should 
pay attention to e-trust/reliability because the content of the website can 
attract the customer and convince them to purchase [46] . 

Individual characteristics that affect ICT approval: 
• Gender, age, level of education, computer and Internet skills [9]. 

Dimensions of e-marketing skills: 
• IT resources (e-commerce websites that offer sales, intranet, extranet, 

customer relationship management system, etc.). 
• Human resources; 
• Business resources [47]  

Factors influencing the application of Online Marketing in SMEs:  
• Internal factors (owner, characteristics of the organization/enterprise); 
• External factors (technological, governmental factors) 
• Demand factors [48]. 
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The main stakeholders that have a role in the introduction of IT from SMEs to 
hotels; Driving factors (education & training, European Union, government & 
public agencies, strategic partners, strategic shift) 

• Attractive factors (customer demand, interconnection, intranet, extranet, 
internet, travel trade, accounting systems [49]. 

Internal and external factors that affect small businesses in the use of electronic 
marketing:  

• Internal factors (owners' skills, resources, culture and size); 
• External factors (competition and market trends) (El-Gohary, 2012 cited in 

[50]  
Factors affecting the adaptation of technology by small businesses: 

• The support of senior management, product features organizational 
readiness (size, cost, access, technical and financial resources), information 
intensity, industry pressure (competition), national infrastructure, safety, 
readiness and pressure, support of technology vendors, the international 
orientation of the enterprise and the skills of the owner (El-Gohary, 2012). 

Factors affecting the current and future level of a firm in the approval of e-
business: 

• Being able to understand the potential benefits of e-business, being able to 
respond to the practices, customers and competitors, trying to develop staff 
skills and knowledge of Internet-based technologies [51]. 

Key factors for effective internet marketing:  
• Factors related to marketing strategy, websites-related factors, factors 

related to the global dimension, internal factors, external factors [22]. 
The main factors influencing social media strategy  

• Leadership, social media recognition as a powerful marketing tool and a 
champion in the organization to promote this marketing medium[52] . 

The main factors influencing the rapid recognition and approval of social media 
• Consumer perception that WEB 2.0 is a source of empowerment for users 

as participants in the market process, the fact that for a growing number of 
Internet users WEB 2.O has become an indispensable element in their 
social environment[53]. 

Characteristics that affect the use of internet-based marketing: 
• Technological characteristics (security and privacy, convenience and use); 
• Organizational characteristics (attitude and knowledge of entrepreneurs, 

suitability of use and technical availability of the firm); 
• Environmental characteristics (consumer pressure, competitor pressure and 

government support [23], [54]. 

Table 1.  Summary of influential factors. Source: Adapted by the author 

At the general level of the enterprise, it is important to clearly define the strategy 
in a comprehensive aspect. The marketing department should have, operate, 
implement, and monitor clear E-marketing policies. To what extent a company applies 
E-marketing, it affects the cost and resources an organization has and whether it is 



148

JIOS, VOL. 45. NO. 1 (2021), PP. 137-169

RAMJA-DESKU AND UKAJ THE E-MARKETING STRATEGY PROCESS IN THE... 

  

part of the E-marketing culture. Similarly, infrastructure, competitive pressures, 
market trends, and government policies are considered external factors with a high 
impact on E-marketing adaptation. It is important to analyze the characteristics of the 
owner (manager) especially variables such as level of education, age, and general 
knowledge in the technological aspect of the manager. Whereas, the characteristics of 
the property are emphasized in what size or type the enterprise is, the ways of 
management, the organizational structure, and it is important how much the 
application of ICT in the hospitality industry finds support from the management. In 
order to support ICT, one must know the benefits and barriers that may be encountered 
with the application of ICT. Various authors have pointed out that the elements of the 
environment, company, customer satisfaction, IT characteristics, marketing 
functioning within the company, factors related to marketing strategy, and clear 
strategy definition are the factors that should be considered as priorities when the E-
marketing strategy is defined. 

4. Analysis and presentation of results 
 

In the introductory part, the research questions were specified, but in this part they are 
presented and detailed under the questions, in order to achieve authentic results. In the 
following, the results of the first, second and third phase will be presented. 

4.1. First phase results 

In this section, the answers to the opened research questions are shown, which are also 
divided into other sub-questions: 

1. What are the internal factors that influence the E-marketing strategy in 
the tourism industry in Kosovo and Albania? 

2. What are the specific environmental factors that influence the E-
marketing strategy in the tourism industry in Kosovo and Albania? 

3. What are the general environmental factors that influence the E-
marketing strategy in the tourism industry in Kosovo and Albania? 

The general environmental factors were addressed more specifically through the 
four other questions: 

1. What are the technological factors that influence the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

2. What are the economic factors that influence the E-marketing strategy in 
the tourism industry in Kosovo and Albania? 

3. What are the political and legal factors that influence the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

4. What are the cultural and social factors that influence the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 
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part of the E-marketing culture. Similarly, infrastructure, competitive pressures, 
market trends, and government policies are considered external factors with a high 
impact on E-marketing adaptation. It is important to analyze the characteristics of the 
owner (manager) especially variables such as level of education, age, and general 
knowledge in the technological aspect of the manager. Whereas, the characteristics of 
the property are emphasized in what size or type the enterprise is, the ways of 
management, the organizational structure, and it is important how much the 
application of ICT in the hospitality industry finds support from the management. In 
order to support ICT, one must know the benefits and barriers that may be encountered 
with the application of ICT. Various authors have pointed out that the elements of the 
environment, company, customer satisfaction, IT characteristics, marketing 
functioning within the company, factors related to marketing strategy, and clear 
strategy definition are the factors that should be considered as priorities when the E-
marketing strategy is defined. 

4. Analysis and presentation of results 
 

In the introductory part, the research questions were specified, but in this part they are 
presented and detailed under the questions, in order to achieve authentic results. In the 
following, the results of the first, second and third phase will be presented. 

4.1. First phase results 

In this section, the answers to the opened research questions are shown, which are also 
divided into other sub-questions: 

1. What are the internal factors that influence the E-marketing strategy in 
the tourism industry in Kosovo and Albania? 

2. What are the specific environmental factors that influence the E-
marketing strategy in the tourism industry in Kosovo and Albania? 

3. What are the general environmental factors that influence the E-
marketing strategy in the tourism industry in Kosovo and Albania? 

The general environmental factors were addressed more specifically through the 
four other questions: 

1. What are the technological factors that influence the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

2. What are the economic factors that influence the E-marketing strategy in 
the tourism industry in Kosovo and Albania? 

3. What are the political and legal factors that influence the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

4. What are the cultural and social factors that influence the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 
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Figure 8. List (identifying) of internal and external factors from the first phase of research. 

Source: Author 

 

Internal Factors

Convenience of use and 
technical availability;
Cooperation between firms, 
firm characteristics;
Owner / manager 
characteristics;
Management support;
Operation of marketing and 
E-marketing activities;
Attitudes and knowledge of 
entrepreneurs and
Human resources skills in E-
marketing

Specific environmental
factors
Competitor identification and 
competitor analysis;
Relationships with customers 
and suppliers and
Partners/associates

General environmental 
factors

Technological factors:
Innovations;
IT cost;
IT systems standards;
Human resources market and 
Application Convenience
Economic factors:
The cost of E-marketing adaptation;
The cost of purchasing the software 
package;
The cost of maintaining a website 
(reliable server);
Advertising fees for representation 
in search engines;
The cost of installation or service 
and
The cost of hiring specialists
Political and legal factors:
National government policies on IT 
and e-commerce;
Laws and regulations;
Government influence and support;
Security and privacy;
Adaptation of international policies;
Lack of cyber laws and
Government investments
Cultural and social factors:
The general culture of the 
organisation;
Cultural orientations towards e-
marketing by the organisation's 
clients;
General knowledge of society in 
information technology;
Role and status in society
University quality program level.
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4.2. The second phase of research 

In the first phase, the factors that emerged from the opened questions from the first 
questionnaire are summarized. These above-mentioned factors served to create the 
second questionnaire with closed questions according to the Likert scale. 

In this part were given answers to the following questions that were outlined in 
the introduction section: 

1. Are there any differences in the opinions of experts from both countries 
about the importance of external and internal factors? 

2. Which of the internal factors is the most important in the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

3. Which of the external factors is the most important in the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

Also, at this stage, the external factors in specific and general environmental 
factors were analyzed as addressed in the first phase of the research. 

The data collected from the second phase were subjected to statistical tests such 
as: Alpha Coefficient, Independent Samples t-Test, and Frideman Test. 

 
Factors Cronbach's 

Alpha 
Cronbach's Alpha 
Based on 
Standardized Items 

No. of 
Items 

Internal factors .745 .781 8 
Special environmental factors .649 . 3 
Technological factors 

.805 .804 5 
Economic factors .839 .842 6 
Political and legal factors .777 .765 7 
Cultural and social factors .764 .762 5 

Table 2. Alpha Coefficient Results (Cronbach Alpha Coefficient). Source: Author. 

The alpha coefficient of 0.745 indicates that the mean used for the internal factors 
significance is very reliable.The alpha coefficient of 0.649 indicates that the mean 
used for the specific factors significance is very reliable.The alpha coefficient of 0.850 
indicates that the mean used for the significance of technological factors is highly 
reliable.The alpha coefficient of 0.839 indicates that the mean used for the 
significance of economic factors is highly reliable.The alpha coefficient of 0.777 
indicates that the mean used for the significance of political and legal factors is 
reliable.The alpha coefficient of 0.764 indicates that the mean used for the 
significance of cultural and social factors is reliable. 

Independent Samples t-Test 
Through this test were given answers to the question: Are there any differences in 

the opinions of experts of the two countries about the importance of internal factors? 
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4.2. The second phase of research 

In the first phase, the factors that emerged from the opened questions from the first 
questionnaire are summarized. These above-mentioned factors served to create the 
second questionnaire with closed questions according to the Likert scale. 

In this part were given answers to the following questions that were outlined in 
the introduction section: 

1. Are there any differences in the opinions of experts from both countries 
about the importance of external and internal factors? 

2. Which of the internal factors is the most important in the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

3. Which of the external factors is the most important in the E-marketing 
strategy in the tourism industry in Kosovo and Albania? 

Also, at this stage, the external factors in specific and general environmental 
factors were analyzed as addressed in the first phase of the research. 

The data collected from the second phase were subjected to statistical tests such 
as: Alpha Coefficient, Independent Samples t-Test, and Frideman Test. 

 
Factors Cronbach's 

Alpha 
Cronbach's Alpha 
Based on 
Standardized Items 

No. of 
Items 

Internal factors .745 .781 8 
Special environmental factors .649 . 3 
Technological factors 

.805 .804 5 
Economic factors .839 .842 6 
Political and legal factors .777 .765 7 
Cultural and social factors .764 .762 5 

Table 2. Alpha Coefficient Results (Cronbach Alpha Coefficient). Source: Author. 

The alpha coefficient of 0.745 indicates that the mean used for the internal factors 
significance is very reliable.The alpha coefficient of 0.649 indicates that the mean 
used for the specific factors significance is very reliable.The alpha coefficient of 0.850 
indicates that the mean used for the significance of technological factors is highly 
reliable.The alpha coefficient of 0.839 indicates that the mean used for the 
significance of economic factors is highly reliable.The alpha coefficient of 0.777 
indicates that the mean used for the significance of political and legal factors is 
reliable.The alpha coefficient of 0.764 indicates that the mean used for the 
significance of cultural and social factors is reliable. 

Independent Samples t-Test 
Through this test were given answers to the question: Are there any differences in 

the opinions of experts of the two countries about the importance of internal factors? 
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The research was focused on the group of experts in Kosovo and Albania. Based 
on this, the hypotheses were confirmed by this test, such as: 

Ho: There are no differences between internal influencing factors on E-marketing 
strategy 

Ha: There are differences between internal influencing factors on E-marketing 
strategy 

 
Independent Samples Test 

  Levene's Test for 
Equality of 
Variances 

t-test for Equality of Means 

F Sig. t Df Sig. (2-
tailed) 

Mean 
Difference 

Std. 
Error 

Differen
ce 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Firm 
characteristi
cs 

Equal variances 
assumed 

10.113 .003 -.439 34 .664 -.222 .507 -1.252 .807 

Equal variances 
not assumed 

  
-.439 29.672 .664 -.222 ..507 -1.257 .813 

 Owner / 
manager 
characteristi
cs 

Equal variances 
assumed 

.036 .851 2.007 34 .053 .556 L.277 -.007 1.118 

Equal variances 
not assumed 

  
2.007 33.634 .053 .556 L.277 -.007 1.118 

Management 
support 

Equal variances 
assumed 

.000 1.00 -.213 34 .832 -.056 ..260 -.584 .473 

Equal variances 
not assumed 

  
-.213 33.998 .832 -.056 ..260 -.584 .473 

Operation of 
marketing 
and e-
marketing 
activities 

Equal variances 
assumed 

.040 .843 -.867 34 .392 -.222 ..256 -.743 .299 

Equal variances 
not assumed 

  
-.867 33.934 .832 -.222 ..256 -.743 .299 

Entrepreneur
s' attitudes 
and 
knowledge 

Equal variances 
assumed 

.399 .532 .000 34 1.000 .000 ..246 -.500 .500 

Equal variances 
not assumed 

  
.000 33.610 1.000 .000 ..246 -.501 .501 

Human 
resources 
skills in e-
marketing 

Equal variances 
assumed 

.102 .751 -.766 34 .449 -.222 ..290 -.812 .368 

Equal variances 
not assumed 

  
-.766 33.839 .449 -.222 ..290 -.812 .368 

Cooperation 
between 
departments 

Equal variances 
assumed 

.531 .471 .000 34 1.000 .000 ..291 -.592 .592 

Equal variances 
not assumed 

  
.000 33.800 1.000 .000 ..291 -.593 .593 

Convenience 
of use and 
technical 
availability 

Equal variances 
assumed 

2.109 .156 -.200 34 .843 -.056 ..278 -.620 .509 

Equal variances 
not assumed 

  
-.200 31.528 .843 -.056 ..278 -.622 .511 

Table 3. Independent sample t-test for internal factors. Source: Author. 

Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed), to prove the hypothesis raised above. The points are (.664, .832, .392, 1,000, 
.449, 1.00 .843), have a value greater than 0.05 except for one question that has a 
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value of 0.053. With a level of 95% reliability, it can be said that there are no 
significant differences in the significance of internal factors in Kosovo and Albania. 

Ho = µK = µSh (There is no significant difference in the opinions of experts in 
Kosovo and Albania about the importance of internal factors) 

Independent sample test for specific environmental factors 
Through this test was given the answer to the question: Are there any differences 

in the opinions of experts from both countries about the importance of specific 
external factors? 

Ho: There are no differences between specific external influencing factors in the 
E-marketing strategy 

Ha: There are differences between specific external influencing factors in the E-
marketing strategy 

 

Table 4. Independent sample t-test for specific environmental factors. Source: Author. 

Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed) to confirm the hypothesis raised above. The points are (.367, .851, .682,) have 
a value greater than 0.05. With a level of 95% reliability, it can be said that there are 
no significant differences in the importance of specific external factors in Kosovo and 
Albania. 

Ho = µK = µSh (There is no significant difference in the opinions of Kosovar and 
Albanian experts on the importance of specific external factors). 

Independent sample test for specific environmental factors 
Through this test were given the answers to the question: Are there any differences 

in the opinions of experts from both countries about the importance of technological 
factors? 

Independent Samples Test 

 Levene's Test 
for Equality of 
Variances 

t-test for Equality of Means 

F Sig. T Df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Competitor 
Identification 
and 
Competition 
Analysis 

Equal variances 
assumed 

.073 .788 -.913 34 ..367 -.222 .243 -.717 .272 

Equal variances 
not assumed 

  -.913 33.873 ..367 -.222 .243 -.717 .272 

Relationships 
with customers 
and suppliers 

Equal variances 
assumed 

.377 ..543 .190 34 ..851 .056 .293 -.540 .651 

Equal variances 
not assumed 

  .190 33.746 ..851 .056 .293 -.540 .651 

Associates Equal variances 
assumed 

.325 ..572 .413 34 ..682 .111 .269 -.435 .657 

Equal variances 
not assumed 

  .413 33.914 ..682 .111 .269 -.435 .657 
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value of 0.053. With a level of 95% reliability, it can be said that there are no 
significant differences in the significance of internal factors in Kosovo and Albania. 

Ho = µK = µSh (There is no significant difference in the opinions of experts in 
Kosovo and Albania about the importance of internal factors) 

Independent sample test for specific environmental factors 
Through this test was given the answer to the question: Are there any differences 

in the opinions of experts from both countries about the importance of specific 
external factors? 

Ho: There are no differences between specific external influencing factors in the 
E-marketing strategy 

Ha: There are differences between specific external influencing factors in the E-
marketing strategy 

 

Table 4. Independent sample t-test for specific environmental factors. Source: Author. 

Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed) to confirm the hypothesis raised above. The points are (.367, .851, .682,) have 
a value greater than 0.05. With a level of 95% reliability, it can be said that there are 
no significant differences in the importance of specific external factors in Kosovo and 
Albania. 

Ho = µK = µSh (There is no significant difference in the opinions of Kosovar and 
Albanian experts on the importance of specific external factors). 

Independent sample test for specific environmental factors 
Through this test were given the answers to the question: Are there any differences 

in the opinions of experts from both countries about the importance of technological 
factors? 

Independent Samples Test 

 Levene's Test 
for Equality of 
Variances 

t-test for Equality of Means 

F Sig. T Df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Competitor 
Identification 
and 
Competition 
Analysis 

Equal variances 
assumed 

.073 .788 -.913 34 ..367 -.222 .243 -.717 .272 

Equal variances 
not assumed 

  -.913 33.873 ..367 -.222 .243 -.717 .272 

Relationships 
with customers 
and suppliers 

Equal variances 
assumed 

.377 ..543 .190 34 ..851 .056 .293 -.540 .651 

Equal variances 
not assumed 

  .190 33.746 ..851 .056 .293 -.540 .651 

Associates Equal variances 
assumed 

.325 ..572 .413 34 ..682 .111 .269 -.435 .657 

Equal variances 
not assumed 

  .413 33.914 ..682 .111 .269 -.435 .657 
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Ho: There are no differences between the influential technological factors in E-
marketing strategy 

Ha: There are differences between the influential technological factors in E-
marketing strategy 

 

Table 5. Independent sample t-test for specific environmental factors. Source: Author. 

Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed) to prove the hypothesis raised above. The points are (.682, .272, .631, .340), 
have a value greater than 0.05. With a reliability level of 95%, it can be said that there 
are no significant differences in the importance of technological factors in Kosovo 
and Albania. 

Zero hypothesis is accepted and alternative hypothesis is rejected: 

Ho=µK=µSh (There is no significant difference in the opinions of Kosovo and 
Albania experts on the importance of technological factors). 

Independent Samples t-test for economic factors 
Through this test were given the answers to the question: Are there any differences 

in the opinions of experts from both countries about the importance of economic 
factors? 

Independent Samples Test 

  Levene's Test 
for Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

Innovations Equal 
variances 
assumed 

.325 .572 .413 34 .682 .111 .269 -.435 .657 

Equal 
variances not 
assumed 

  
.413 33.914 .682 .111 .269 -.435 .657 

IT system 
standards 

Equal 
variances 
assumed 

1.030 .317 -1.116 34 .272 -.278 .249 -.783 .228 

Equal 
variances not 
assumed 

  
-1.116 33.895 .272 -.278 .249 -.783 .228 

Human 
resources 
market (IT 
and e-
marketing 
specialists 

Equal 
variances 
assumed 

2.028 .164 .484 34 .631 .111 .229 -.355 .577 

Equal 
variances not 
assumed 

  
.484 32.778 .631 .111 .229 -.356 .578 

Convenience 
of 
application 

Equal 
variances 
assumed 

.728 .399 -.968 34 .340 -.222 .229 -.689 .244 

Equal 
variances not 
assumed 

  
-.968 32.778 .340 -.222 .229 -.689 .245 
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Ho: There are no differences between influential economic factors in E-marketing 
strategy 

Ha: There are differences between influential economic factors in E-marketing 
strategy 
 

Table 6. Independent Samples t-test for economic factors. Source: Author. 

Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed) to confirm the hypothesis raised above. The points are (.687, .867, .400, .381, 
.623, .680), and have a value greater than 0.05. With a 95% reliability level, it can be 

Independent Samples Test 

  Levene's Test 
for Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 
Difference 
Lower Upper 

The Cost of 
adopting e-
marketing 

Equal 
variances 
assumed 

3.314 .078 .406 34 .687 .111 .273  -.445 .667 

Equal 
variances not 
assumed 

  
.406 29.737 .687 .111 .273 -.448 .670 

The cost of 
buying software 
package and 
hardware  

Equal 
variances 
assumed 

4.748 .036 .169 34 .867 .056 .328 -.611 .722 

Equal 
variances not 
assumed 

  
.169 29.453 .867 -.056 .328 -.615 .726 

The cost of 
maintaining a 
web site(trusted 
server) 

Equal 
variances 
assumed 

2.136 .153 .853 34 .400 .222 .261 -.307 .752 

Equal 
variances not 
assumed 

  
.853 29.397 .401 .222 .261 -.310 .755 

Advertising fees 
for 
representation on 
search engines  

Equal 
variances 
assumed 

1.761 .193 -1.014 34 .318 -.278 .274 -.834 .279 

Equal 
variances not 
assumed 

  
-1.014 32.426 .318 -.278 .274 -.835 .280 

Cost of 
installation or 
service 

Equal 
variances 
assumed 

4.784 .036 .496 34 .623 .167 .336 -.516 .849 

Equal 
variances not 
assumed 

  .496 28.896 .623 .167 .33 -.520 .854 

The cost of 
specialized 
persons 
employment 

Equal 
variances 
assumed 

3.134 .086 .415 34 .680 .111 .267 -.432 .655 

Equal 
variances not 
assumed 

  .415 32.095 .681 .111 .267 -.434 .656 
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Ho: There are no differences between influential economic factors in E-marketing 
strategy 

Ha: There are differences between influential economic factors in E-marketing 
strategy 
 

Table 6. Independent Samples t-test for economic factors. Source: Author. 

Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed) to confirm the hypothesis raised above. The points are (.687, .867, .400, .381, 
.623, .680), and have a value greater than 0.05. With a 95% reliability level, it can be 

Independent Samples Test 

  Levene's Test 
for Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 
Difference 
Lower Upper 

The Cost of 
adopting e-
marketing 

Equal 
variances 
assumed 

3.314 .078 .406 34 .687 .111 .273  -.445 .667 

Equal 
variances not 
assumed 

  
.406 29.737 .687 .111 .273 -.448 .670 

The cost of 
buying software 
package and 
hardware  

Equal 
variances 
assumed 

4.748 .036 .169 34 .867 .056 .328 -.611 .722 

Equal 
variances not 
assumed 

  
.169 29.453 .867 -.056 .328 -.615 .726 

The cost of 
maintaining a 
web site(trusted 
server) 

Equal 
variances 
assumed 

2.136 .153 .853 34 .400 .222 .261 -.307 .752 

Equal 
variances not 
assumed 

  
.853 29.397 .401 .222 .261 -.310 .755 

Advertising fees 
for 
representation on 
search engines  

Equal 
variances 
assumed 

1.761 .193 -1.014 34 .318 -.278 .274 -.834 .279 

Equal 
variances not 
assumed 

  
-1.014 32.426 .318 -.278 .274 -.835 .280 

Cost of 
installation or 
service 

Equal 
variances 
assumed 

4.784 .036 .496 34 .623 .167 .336 -.516 .849 

Equal 
variances not 
assumed 

  .496 28.896 .623 .167 .33 -.520 .854 

The cost of 
specialized 
persons 
employment 

Equal 
variances 
assumed 

3.134 .086 .415 34 .680 .111 .267 -.432 .655 

Equal 
variances not 
assumed 

  .415 32.095 .681 .111 .267 -.434 .656 
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said that there are no significant differences in the importance of economic factors in 
Kosovo and Albania. 

Zero hypothesis is accepted and alternative hypothesis is rejected: 

Ho=µK=µSh (There is no significant difference in the opinions of Kosovo and 
Albania experts on the importance of economic factors). 

 
Independent Samples Test 

  Levene's Test 
for Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 

Lower Upper 
National 
government 
policy on IT 
and e-
commerce 

Equal variances 
assumed 

.040 .844 .238 34 .814 .056 .234 -.420 .531 

Equal variances not 
assumed 

  
.238 33.835 .814 .056 .234 -.420 .531 

Laws and 
regulations 

Equal variances 
assumed 

.000 1.000 .678 34 .502 .167 .246 -.333 .666 

Equal variances not 
assumed 

  
.678 33.778 .502 .167 .246 -.333 .666 

Influence and 
support 

Equal variances 
assumed 

1.022 .319 1.939 34 .061 .556 .286 -.027 1.138 

Equal variances not 
assumed 

  
1.939 32.647 .061 .556 .286 -.028 1.139 

Security and 
privacy 

Equal variances 
assumed 

6.760 .014 -1.379 34 .177 -.333 .242 -.825 .158 

Equal variances not 
assumed 

  
-1.379 29.854 .178 -.333 .242 -.827 .161 

Adapting 
international 
policies 

Equal variances 
assumed 

.000 1.000 .000 34 1.000 .000 .205 -.417 .417 

Equal variances not 
assumed 

  
.000 34.000 1.000 .000 .205 -.417 .417 

Lack of 
cybernetic 
laws 

Equal variances 
assumed 

5.798 .022 -.833 34 .411 -.222 .267 -.764 .320 

Equal variances not 
assumed 

  
-.833 31.434 .411 -.222 .267 -.766 .322 

Government 
investment 

Equal variances 
assumed 

.043 .837 .528 34 .601 .167 .316 -.475 .808 

Equal variances not 
assumed 

  
.528 33.918 .601 .167 .316 -.475 .808 

Table 7. Independent Samples t-test for political and legal factors. Source: Author. 

Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed) to prove the hypothesis raised above. The points are (.814, .502, .061, 1.00, 
.601) and have a value greater than 0.05, except for the two questions that in Levene's 
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Test for Equality of Variance of Significance are .014 and .022, however sig values 
(2-tailed) are .177 and .411. 

With a 95% reliability level, it can be said that there are no significant differences 
in the importance of political and legal factors in Kosovo and Albania. Ho = µK = 
µSh (There is no significant difference in the opinions of experts in Kosovo and 
Albania about the importance of political and legal factors). 

Independent Samples t Test for cultural and social factors 
Through this test was given the answer to the question: Are there any differences 

in the opinions of experts of the two countries about the importance of political and 
legal factors? 

Ho: There is no difference between influential political and legal factors in E-
marketing strategy 

Ha: There are differences between influential political and legal factors in E-
marketing strategy 

 
Independent Samples Test 

  Levene's Test 
for Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-
tailed 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

The general 
culture of 
the 
organization 

Equal variances 
assumed 

.003 .958 .699 34 .489 .167 .238 -.318 .651 

Equal variances 
not assumed 

  
.699 33.922 .489 .167 .238 -.318 .651 

Cultural 
orientation 
towards e-
marketing 
by 
ogranization 
customers 

Equal variances 
assumed 

.002 .962 -.433 34 .667 -.111 .256 -.632 .410 

Equal variances 
not assumed 

  
-.433 33.934 .667 -.111 .256 -.632 .410 

General 
knowledge 
of society in 
Information 
Technology 

Equal variances 
assumed 

.080 .778 .246 34 .807 .056 .226 -.403 .515 

Equal 
variances not 
assumed 

  
.246 33.733 .807 .056 .226 -.404 .515 

Role and 
status in 
society 

Equal variances 
assumed 

1.516 .227 1.917 34 .064 .444 .232 -.027 .916 

Equal variances 
not assumed 

  
1.917 33.975 .064 .444 .232 -.027 .916 

The level of 
quality of 
university 
programs in 
this regard 

Equal variances 
assumed 

.284 .597 .206 34 .838 .056 .270 -.493 .604 

Equal variances 
not assumed 

  
.206 33.798 .838 .056 .270 -.493 .604 

Table 8. Independent Samples t- test for cultural and social factors. Source: Author. 
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Test for Equality of Variance of Significance are .014 and .022, however sig values 
(2-tailed) are .177 and .411. 

With a 95% reliability level, it can be said that there are no significant differences 
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µSh (There is no significant difference in the opinions of experts in Kosovo and 
Albania about the importance of political and legal factors). 
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Based on the results of the t-test for Equality of Means, we were based on Sig. (2-
tailed) to prove the hypothesis raised above. The points are (.489, .667, .807, .064, 
.838) and have a value greater than 0.05. With a reliability level of 95%, it can be said 
that there are no significant differences in the importance of cultural and social factors 
in Kosovo and Albania. Ho = µK = µSh (There is no significant difference in the 
opinions of experts in Kosovo and Albania about the significance of cultural and 
social factors) 

Frideman Test  
It is a non-parameterical test that tests the difference between several related 

samples[55] . 
This test confirmed the hypotheses as follows: 

1. H0: There is no difference between the eight internal factors 
Ha: There is a difference between the eight internal factors 
2. H0: There is no difference between the three separate external factors 
Ha: There is a difference between the three separate external factors 
3. H0: There is no difference between the five technological factors 
Ha: There is a difference between the five technological factors 
4. H0: There is no difference between the six economic factors 
Ha: There is a difference between the six economic factors 
5. H0: There is no difference between the seven political and legal factors 
Ha: There is a difference between the seven political and legal factors 
6. H0: There are no differences between cultural and social influential 

factors on E-marketing strategy 
Ha: There are differences between cultural and social influential factors on E-
marketing strategy 
 

Test Statisticsa 
Factors N Ch-Square Df Asymp.Sig 

Internal factors 36 20.715 7 .004 

Specific factors of 
environment  

36 .740 2 .691 

Technological factors 36 2.647 4 .618 

Economic factors 36 12.997 5 .023 

Political and legal 
factors 

36 20.876 6 .002 

Cultural and social 
factors 

36 2.739 4 .602 

Table 9. Frideman Test. Source: Author. 

Frideman Test Results: 
Zero hypothesis rejected, accepted – Ha: There is a difference between the eight 

internal factors 
The H0 hypothesis is accepted: There is no difference between the three specific 

external factors 
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The H0 hypothesis is accepted: There is no difference between the five 
technological factors 

Zero hypothesis is rejected – Ha accepted: There is a difference between the six 
economic factors 

Zero hypothesis is rejected – Ha accepted: There is a difference between the seven 
political and legal factors 

Hypothesis accepted: Ho: There is no difference between the five cultural and 
social factors. 

Also, this test was done in the second phase to rank which of the internal, special 
environmental, technological, economic, political and legal factors, and cultural and 
social factors is more significant according to experts of Kosovo and Albania. 

 
 Ranks 

Factors  Mean Rank 
 
 
 
 
INTERNAL FACTORS 
 

1. Firm characteristics 3.17 
2. Cooperation between departments 2.88 
 3. Human resources skills in e-marketing 2.86 
4. Appropriateness of use and technical availability 2.92 
5. Owner / manager characteristics 3.18 

 6. Attitudes and knowledge of entrepreneurs 4.92 
 7. Management support 5.01 
 8. Operation of marketing and e-marketing activities 5.03 
ENVIRONMENT SPECIAL FACTORS  1. Competitor Identification and Competition 

Analysis 
2.04 

 2. Relationships with customers and suppliers 2.04 
 3. Associates/Partners 1.92 
TECHNOLOGICAL FACTORS 1. Innovations 2.97 
 2. TI cost 2.97 
 3. Sandards of IT systems 2.86 
 4. Human resources market and, IT and e-marketing 

specialists 
2.92 

 5. Covenience of application 3.28 
ECONOMIC FACTORS 1. The cost of adapting e-marketing 3.54 
 2. The cost of purchasing software and hardware 

packages 
3.11 

 3. The cost of maintaining a reliable web server 3.68 
 4. Advertising fees for representation in search 

engines 
3.56 

 5. The cost of service installation  3.08 
 6. The cost of hiring specialists 4.03 
POLITICAL AND LEGAL FACTORS 
 

1. National government policy on IT and e-
commerce 

3.60  

 2. Laws and regulations 3.57 
 3. Influence and support 3.64 
 4. Security and privacy 4.88 
 5. Adaptation of international policies 4.60 
 6. Lack of cybernetic laws 3.96 
 7. Government investment 3.76 
CULTURAL AND SOCIAL FACTORS 1. The general culture of the organization 3.17 
 2. Cultural orientation towards E-marketing by 

ogranization customers 
2.888 

 3. General knowledge of society on information 
technology 

2.86 

 4. Role and status in society 2.92 
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 5. The level of quality of university programs in this 
regard 

3.18 

Table 10. Frideman Tests Ranking. Source: Author. 

According to the opinions of Kosovo and Albania experts, it turns out that the 
operation of marketing and E-marketing activities is one of the most important internal 
factors that influence the E-marketing strategy. Regarding the significance, two 
distinct external factors are ranked at the same level, such as competitor identification 
and competitor analysis and customer and supplier correlations as the most important 
and influential in the e-marketing strategy. All five technological factors have a rough 
ranking in terms of importance and influence on the e-marketing strategy, so they 
were reviewed and analyzed in the third phase of the research to see if there is any 
change in the ranking. The cost of hiring specialized people is the most important 
economic and influential factor in the e-marketing strategy. Among the political and 
legal factors of higher importance, it turns out that security, privacy, and adaptation 
of international policies by experts in Kosovo and Albania, are of higher significance. 
According to the experts in Kosovo and Albania, the level of quality of university 
programs for E-marketing management is considered to be the most important cultural 
and social factor. The overall culture of the organization influences the E-marketing 
strategy in the tourism industry as well. 

4.3. The third phase of research 

In the third phase, an online questionnaire from the results of the second phase was 
used, according to the scale of the report, based on the AHP method. So, the third 
questionnaire was sent again to the same group of experts from Kosovo and Albania, 
to reconsider their opinions, but now in a different form, according to the scale of the 
report from the paired comparisons. This scale is derived from the main vector, Eigen. 
For the processing of the results the AHP-OS system was used, a system created by 
Goepel, K.D., (2018), also, from this system, there was the possibility of sending the 
online questionnaire through the link to the experts. However, being a bit complicated 
to complete, the questionnaire was created via https://my.survio.com/, however, 
according to the same form that this system offers. Subsequently, the answers of each 
expert were transferred to this system by the author of this paper.  
Presentation of results according to AHP method 

• The goal is: Factors influencing E-marketing strategy 
• The criteria are: Internal factors, special environmental factors, 

technological factors, economic factors, political and legal factors, and 
cultural and social factors. 

• The sub-criteria: 
Sub-Internal-Factors (Operation of marketing and e-marketing activities, 
Management support, Attitudes and knowledge of entrepreneurs); 
Sub-Specific Environmental Factors (Competitor Identification and 
Analysis, Customer and Supplier Relationships); 
Technological Sub- Factors (Innovations, IT Cost, IT System Standards); 



160

JIOS, VOL. 45. NO. 1 (2021), PP. 137-169

RAMJA-DESKU AND UKAJ THE E-MARKETING STRATEGY PROCESS IN THE... 

  

Economic Sub-Factors (Cost of Employment of specialists, Cost of 
Maintaining a Reliable Server Website, Advertising Fees for 
Representation in Search Engines); 
Political and Legal Sub-Factors (Security and Privacy, Adaptation of 
International Policies, Lack of Cyber Laws); 
Cultural and Social Sub-factors (Level of quality of university programs 
in this regard, General culture of the organization, Role and status in 
society). 
 

 
Figure 9. Hierarchical structure of research according to AHP method. Source: Author. 

Table 11 summarized the overall results in percentages for all influential E-
marketing strategy factors and sub-factors. The overall ratio (CR-consistency ratio) 
is: CR = 1.3% <10.0 .The consistency ratio is less than 10%, so the matrix is consistent 
and can be continued with the decision-making process. The consensus within the 
group is 71.5%, for values below 50%, it is said that there is no consensus within the 
group of participants and there is a high variety of judgments. However, in our case, 
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International Policies, Lack of Cyber Laws); 
Cultural and Social Sub-factors (Level of quality of university programs 
in this regard, General culture of the organization, Role and status in 
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Table 11 summarized the overall results in percentages for all influential E-
marketing strategy factors and sub-factors. The overall ratio (CR-consistency ratio) 
is: CR = 1.3% <10.0 .The consistency ratio is less than 10%, so the matrix is consistent 
and can be continued with the decision-making process. The consensus within the 
group is 71.5%, for values below 50%, it is said that there is no consensus within the 
group of participants and there is a high variety of judgments. However, in our case, 
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there is a moderate consensus between the participating groups and there is no high 
variety of judgments. 

 
Decision Hierarchy 

Objectives Criteria  Sub-criteria Glb Prio.( 
The weight of 
importance) 

 
 
 
 
 
 
 
Factors 
influencing 
e-marketing 
strategy 

Internal  
factors 0.269 

Operation of marketing activities and 
e-marketing 0.253 

6.8% 

Management support 0.363 9.8% 
 Relationships with customers and 
suppliers 0.384 

10.3% 

Special 
external 
factors 0.158 

Competitor Identification and Analysis 
0.488 

7.7% 

Relationships with customers and 
suppliers 0.512 

8.1% 

Technological  
factors 0.192 

Innovations 0.387 7.4% 
IT cost 0.406 7.8% 
IT system standards 0.207 4.0% 

Economic 
factors 0.150 

The cost of hiring specialists 0.312 4.7% 
The cost of maintaining a reliable web 
server 0.325 

4.9% 

Advertising fees for representation in 
search engines 0.362 

5.4% 

Political and 
legal factors 
0.125 

Security and privacy 0.365 4.6% 
Adaptation of international policies 
0.376 

4.7% 

Lack of cyber laws 0.259 3.2% 
Cultural and 
social factors 
0.106 

The level of quality of university 
programs in this regard 0.383 

4.1% 

The general culture of the organization 
0.370 

3.9% 

Role and status in society 0.247 2.6%  
1.0 

Table 11. Consolidated Priorities Hierarchy. Source: Author. 

In the second column of the table above, the results are presented in percentages 
for the criteria (internal factors, special environmental factors, technological factors, 
economic factors, political and legal factors, and cultural and social factors). Also, in 
the third column, are the percentage results for the sub-criteria (internal sub-factors, 
special environmental sub-factors, technological sub-factors, economic sub-factors, 
political and legal sub-factors, and cultural and social sub-factors). Whereas, in the 
fourth column are presented the consolidated results according to the weight of 
importance of the factors that influence the e-marketing strategy, in the tourism 
industry in Kosovo and Albania. As shown, the attitudes and knowledge of 
entrepreneurs have a higher weight of significance10.30%, management support 
9.80%, customer and supplier correlation 8.10%, IT cost 7.80, competitor 
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identification and analysis 7.70%, and innovation 7.40%. The other set of factors has 
a lower weight in correlation to the factors mentioned above. 

5. Conclusion 
Based on the literature review it can be concluded that the scientific theories that need 
to be analyzed to determine the adaptation of IT and the factors influencing the E-
marketing strategy are: Reasoning Action Theory (TRA), Planned Behavior Theory 
(TPB), Innovation Dissemination Theory (IDT), Technological, Organizational and 
Environmental Framework (TTOM) Theory, Technology Acceptance Model (TAM), 
Common Technology Acceptance and Use Theory (UTAUT) and Contingency 
Theory. The TRA and TPB should be studied in cases where consumer behavior is 
analyzed because it provides clarification on how consumers act online and offline. 
IDT makes a contribution when it is intended to know the reactions of individuals to 
an innovation, ie to understand how this idea is perceived. This theory consists of a 
process by which an innovation is communicated through certain channels between 
members of a society over time. It is considered one of the theories through which the 
factors that influence individuals to adopt an innovative technology can be identified. 
Also, through the TOE structure, the three most important aspects that influence an 
enterprise to implement technology are identified. Decision making for technological 
innovation is done by analyzing the environmental context (industry characteristics 
and organizational structure, technological infrastructure support, government rules), 
organizational context (formal and informal structure, communication process, and 
size) and the technological context (technology availability and its features). Also, to 
clarify the reasons why technology is used and accepted by users, as well as by 
consumers, the TAM and UTAUT theory is used. We have considered the theory of 
contingency as the basic theory of this paper because according to this theory, the 
definition of strategy depends on environmental variables, organizational factors, and 
strategic response. This theory includes three types of variables, such as unforeseen 
variables, performance variables, and response variables, which are considered quite 
important in formulating the strategy of an enterprise. In the theoretical aspect, the 
factors that influence e-marketing strategy are: clear e-marketing policies, cost, 
resources, cultural orientation towards marketing, infrastructure, competition, owner 
characteristics, level of education, age, general technological knowledge, enterprise 
size, management style, organizational structure, application of technology, IT 
characteristics, marketing department, customer satisfaction, etc. 

In the study of E-marketing strategy and E-strategy process in the tourism 
industry, it was used the sample of 36 experts, who are experts of the tourism industry 
in Kosovo and Albania, individuals who have university qualifications and work in 
the positions of marketing managers and sales at hotel enterprises, travel agencies, 
tour operators and airlines. Based on the results of the third phase, it can be concluded 
that the internal factors are the most important factors of the six criteria. Among the 
internal factors (attitudes and knowledge of entrepreneurs), special environmental 
factors (relationships with customers and suppliers), technological factors 
(innovations and cost of IT), economic factors (advertising fees for representation in 
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identification and analysis 7.70%, and innovation 7.40%. The other set of factors has 
a lower weight in correlation to the factors mentioned above. 

5. Conclusion 
Based on the literature review it can be concluded that the scientific theories that need 
to be analyzed to determine the adaptation of IT and the factors influencing the E-
marketing strategy are: Reasoning Action Theory (TRA), Planned Behavior Theory 
(TPB), Innovation Dissemination Theory (IDT), Technological, Organizational and 
Environmental Framework (TTOM) Theory, Technology Acceptance Model (TAM), 
Common Technology Acceptance and Use Theory (UTAUT) and Contingency 
Theory. The TRA and TPB should be studied in cases where consumer behavior is 
analyzed because it provides clarification on how consumers act online and offline. 
IDT makes a contribution when it is intended to know the reactions of individuals to 
an innovation, ie to understand how this idea is perceived. This theory consists of a 
process by which an innovation is communicated through certain channels between 
members of a society over time. It is considered one of the theories through which the 
factors that influence individuals to adopt an innovative technology can be identified. 
Also, through the TOE structure, the three most important aspects that influence an 
enterprise to implement technology are identified. Decision making for technological 
innovation is done by analyzing the environmental context (industry characteristics 
and organizational structure, technological infrastructure support, government rules), 
organizational context (formal and informal structure, communication process, and 
size) and the technological context (technology availability and its features). Also, to 
clarify the reasons why technology is used and accepted by users, as well as by 
consumers, the TAM and UTAUT theory is used. We have considered the theory of 
contingency as the basic theory of this paper because according to this theory, the 
definition of strategy depends on environmental variables, organizational factors, and 
strategic response. This theory includes three types of variables, such as unforeseen 
variables, performance variables, and response variables, which are considered quite 
important in formulating the strategy of an enterprise. In the theoretical aspect, the 
factors that influence e-marketing strategy are: clear e-marketing policies, cost, 
resources, cultural orientation towards marketing, infrastructure, competition, owner 
characteristics, level of education, age, general technological knowledge, enterprise 
size, management style, organizational structure, application of technology, IT 
characteristics, marketing department, customer satisfaction, etc. 

In the study of E-marketing strategy and E-strategy process in the tourism 
industry, it was used the sample of 36 experts, who are experts of the tourism industry 
in Kosovo and Albania, individuals who have university qualifications and work in 
the positions of marketing managers and sales at hotel enterprises, travel agencies, 
tour operators and airlines. Based on the results of the third phase, it can be concluded 
that the internal factors are the most important factors of the six criteria. Among the 
internal factors (attitudes and knowledge of entrepreneurs), special environmental 
factors (relationships with customers and suppliers), technological factors 
(innovations and cost of IT), economic factors (advertising fees for representation in 
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search engines), political and legal factors (adaptation of international policies), 
cultural and social factors (the general culture of the organization), are the most 
influential factors in the E-marketing strategy according to the AHP method analysis. 
Whereas of all the factors and sub-factors, according to the importance, attitudes, and 
knowledge of entrepreneurs, management support, customer relations, and suppliers, 
IT cost, competitor identification, competitor analysis, and innovation have the 
highest influence. 

Recommendations 
Based on the contingency theory, and also in the TEO framework, the model in Figure 
10 has been proposed. It is recommended to be analyzed by tourism industry sectors, 
as it can help in defining proper E-marketing strategy. The factors presented in this 
model are determined based on the findings of this research. 

From the proposed model the following recommendations have been derived: 

• Every entrepreneur should be knowledgeable of the benefits offered by E-
marketing and have a positive attitude since the role of e-marketing on the 
tourism industry is pivotal. Businesses that have shifted from traditional 
marketing to online forms have had better success compared to businesses 
that have not followed this trend. 

• It is recommended that senior management should support marketing 
activities by allocating sufficient budget for these activities and not to 
consider unnecessary expenses. It is not given enough importance to 
marketing in Kosovo and Albania, particularly, E-marketing. 

• In cases of the lack of E-marketing specialized staff, it is necessary to hire or 
collaborate with specialized/professional E-marketing agencies. 

• To be on track with the trends of technological development concerning 
developed countries, because only in this way they keep up with the 
competition. The cost of technology should not be a hindrance to businesses, 
because it results in high profits. 

• Train staff in the area of E-marketing because human resources are a strong 
pillar for an institution. 

• The importance of consumers to the marketing concept lies at the forefront, 
so more advanced services should be offered, especially in the tourism 
industry where the tourist travels to the country he or she wants to see and 
there is no possibility of going to the destination in advance. Based on this, 
everyone makes a decision based on recent online information. 

• Establish continuous contacts with customers. It is recommended for all 
businesses to create online ways where customers can express their 
satisfaction and dissatisfaction because only in this way they can make 
continuous improvement in all the services they offer.   Work more on 
security and privacy issues, because in Kosovo, as well as in Albania, many 
businesses and clients fear that their data may be misused and used for other 
purposes. 
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• Review the policies and laws of developed countries regarding consumer 
rights to let them know that there is a well-controlled system in these countries 
in order to make use of the goods and services offered online. 

• For public and private universities to work towards quality in the field of E-
marketing, offering more professional programs in this field, as it is a segment 
that needs to be emphasized. Specialists should be in the right positions, as it 
turns out that non-specialized staff is employed in the e-marketing position. 
This was proved by the fact that it was difficult to find experts in this field. 

• Researchers should focus more on the role of technology and, especially E-
marketing, in the field of tourism. 

 
Figure 10. The model recommended by the author on contingent factors based on 

contingency theory. Source: Author, based on [38]. 
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that needs to be emphasized. Specialists should be in the right positions, as it 
turns out that non-specialized staff is employed in the e-marketing position. 
This was proved by the fact that it was difficult to find experts in this field. 

• Researchers should focus more on the role of technology and, especially E-
marketing, in the field of tourism. 

 
Figure 10. The model recommended by the author on contingent factors based on 

contingency theory. Source: Author, based on [38]. 
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