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ABSTRACT 

The effectiveness and efficiency of communication is very crucial in ensuring the accomplishment of an organization’s goals. 
Communication channels play an important role in achieving these goals. The adaptation of the latest and appropriate technology 
will be of significant value to enhance the effectiveness of internal communication. Due to issues of internal communication 
efficacy, a preliminary study will be conducted in an organization to find major problems and opportunities. An adaptation of the 
new Marketing Technology Acceptance Model (MTAM) is used in order to understand and determine the effectiveness of electronic 
communication channels. This model is applied in developing a set of questionnaires where the questions are adapted or adopted 
from previous studies. Some of the questions are also customised to suit the requirements of the organization under the current 
study. There will be more than 80% of 265 respondents for this study. The findings will be used as bases in formulating and 
developing a mobile application for more effective internal communication within the organization. The findings of this research 
will also contribute towards the theory and practical refinement of MTAM and communication through mobile applications. 

Keywords: Mobile apps; mobile applications; marketing technology acceptance model; internal communication   

 
1. Introduction 
 

The effectiveness and efficiency of communication is very crucial in ensuring the accomplishment 
of an organization’s predetermined objectives, mission and vision. The communication channel plays 
an important role towards this strategic direction. The adaptation of the latest and appropriate 
technology will be a significant added value and competitive advantage to enhance the effectiveness 
and efficiency of formal communication.   

With the advent of Information Communication Technology (ICT), communication through 
electronic internal communication channels which includes social media and email has taken a new 
dimension, building lots of new opportunities for individual, groups and organizations. The old offline 
meeting has evolved with web technologies, enabling users to interact through profile preferences, 
photos, videos, discussion boards and various other tools [1]. Social media applications are also used 
within an organization as a communication tool, a source to share information and knowledge, as a 
medium to relief stress and for learning new skills. The social media is a good channel for 
communicating with others, allowing users to meet and make new relationships with users from 
around the world. As predicted by Halliday et al., [2], the use of corporate social media has cut down 
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on unnecessary e-mails and instant messaging among employees. Using it in the workplace has also 
allowed customers to easily contact and communicate with a company.  

Previously Yatso [3] concluded that organizations in Malaysia require a longer period of time in 
adopting digitization. However, the rapid growth of internet use and higher bandwidth provided by 
telecommunication companies have disproved this. The current trend of digitization allows 
institutions to adopt digital marketing as a tool of communication to reach their potential staffs and 
customers. It saves time, shortens the sales cycle, reduces paper wastage and carbon emissions since 
less commuting is needed during the whole process of communication and works implementation 
[4]. Additionally, the adoption of digital marketing also permits effective communication to take 
place between organizations and their target audiences [5].  

Due to its rapid growth in popularity, platforms originally intended purely for social networking 
have been adopted by organizations for digital marketing and internal communication. Despite the 
success of these platforms as digital marketing tools, the use of these platforms has given rise to 
some issues in internal communication effectiveness [9]. This motivated a preliminary study to be 
conducted to discover the major problems and opportunities in using current communication 
channels. In UiTM Terengganu the electronic platforms used for internal communication are the 
official email, WhatsApp and Telegram, however not all three are used by all staffs. From 
observations, there are attempts to send communiques through all three platforms but there are 
times when only one platform is used. This resulted in some information not being relayed to some 
staffs since not everybody used all three platforms regularly. There are also issues where the 
information conveyed to the general population are a mixture of messages which could be of a 
general nature or specific to a particular staff or a group of people. This caused some confusion since 
specific filters according to employee roles, information content, departments, events, or specific 
staffs are unavailable or not fully utilized. There is also the issue of the ability to monitor the receipt 
of information by staffs, and furthermore there is no incentive given to staffs to promptly read 
messages.  

An adaptation of the new Marketing Technology Acceptance Model (MTAM), pioneered by [4] 
will be applied in order to understand and determine the effectiveness of existing internal 
communication channels of UiTM Terengganu. The decision to adapt this improved version of the 
Technology Acceptance Model (TAM) which was first introduced by [6]is driven by the added 
dimensions of cost, return on investment and effectiveness in MTAM. Cost and return on investment 
are among major considerations of today’s organizations regardless whether or not they are profit 
oriented institutions. The focus of government organizations especially public higher learning 
institutions like UiTM on financial independence leads to greater concern on cost and return on 
investment in measuring the responsiveness of staff towards electronic communication channels. 
The income generation capability of the organization will always be a top priority in implementing 
any strategic initiatives including electronic internal communication channels.  

The findings in this study will be used as the bases in formulating and developing a mobile 
application that will be the primary internal communication channel of UiTM Terengganu which will 
overcome the weaknesses of existing channels.  
 
2. Literature Review   
2.1 The Technology Acceptance Model (TAM)  
 

The Technology Acceptance Model (TAM) has been widely used in order to understand the 
acceptance and responsiveness of organizations and their staffs towards electronic internal 
communication. The use of TAM was to determine acceptance based on two main factors, namely 
perceived usefulness and perceived ease of use [6]. Perceived usefulness is about an individual’s 
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belief towards enhanced job performance that can be increased by the use of proper technology, 
and perceived ease of use refers to an individual’s belief that efforts in accomplishing a job could be 
reduced by the usage of technology [6].  

 A study stated that organizations in Malaysia are currently using digital marketing strategies that 
focused on marketing functions, popularity levels, and challenges in using the technologies to 
enhance their marketing strategies [4]. They arrived at the same conclusion with [6] that digital 
marketing strategies can provide organizations with better opportunities to compete in an open 
market and the strategies enable them to retain their customers and staffs effectively, attract more 
potential customers and become resourceful and sustainable.  
  
H1: Perceived Ease of Use has a positive effect on the attitude towards using an organization’s 
electronic internal communication channel  
  
H2: Perceived Usefulness has a positive effect on the attitude towards using an organization’s 
electronic internal communication channel  
  
2.1 The Marketing Technology Acceptance Model (MTAM)  
 

According to Li et al., [4], also tried to determine which smart digital marketing strategies have 
been adopted by organizations in this country. The study also hypothesized additional constructs that 
can be adopted by organizations in engaging appropriate digital marketing strategies necessary for 
the sustainability of their businesses. Six hypotheses were proposed in the context of TAM to form 
the new digital marketing strategy and capability development model, known as Smart Digital 
Marketing Technology Acceptance Model (MTAM). Beside focusing on the aforementioned factors 
featured in TAM, MTAM was applied to test the responsiveness of staffs towards internal 
communication channels which are similar to digital marketing. In order to measure the adoption of 
new marketing technologies, MTAM was developed based on predominant key constructs derived 
from those six hypotheses. Those constructs are ease of use, perceived usefulness, perceived cost, 
greater return, efficiency, attitude towards use, and actual use in terms of functions [4].   

The important role of smart digital marketing in an organization’s operations was supported by 
Haug and Markeev [7-8] who added that the process of using internet marketing tools for marketing 
via social media or other digital marketing techniques to achieve certain business interests was very 
precise since it allows a company to build its customer preferences, uphold their trusts and upgrade 
its marketing strategies to achieve communication objectives. Social media marketing itself has 
proved to have positive impacts toward marketing through the effectiveness and efficiency of 
communication, aside from other influential factors such as interaction, entertainment, 
customization and trendiness [9]. Thus, social media and user-generated content has also been 
considered as one of the five key focal points to be considered in transforming digital marketing into 
smart and sustainable digital marketing, in addition to understanding consumer behaviour, platforms 
and two-sided markets, search engines, and contextual interactions [7].  

According to Hardt [1], the use of social media platforms has a significant and moderate 
relationship with work productivity. Therefore, organizations should allow their employees to access 
social media during working hours, as the findings show that staffs in the organization in which the 
study was conducted have used and adapted to social media platforms in a positive manner, where 
the use reduces stress and improves skills.  

Social media is also an e-marketing tool that allows companies to have effective engagement with 
their customers with no time limitation and is of low cost compared to many conventional 
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communication tools. Therefore, it is the most effective marketing tool that can be employed by all 
kinds of business organizations [10]. Meanwhile, Sommeria [11] defines social media marketing as 
the use of social media platforms in creating, communicating, delivering, and exchanging 
information, and they found their use to be valuable for the sustainability of a business organization. 
With the recent immense development of social media use in Malaysia, many companies including a 
majority of small or medium-sized enterprises (SMEs), have started to adopt social media marketing 
as their main marketing strategy. The adoption of this concept of social media marketing as an 
internal communication channel has also been widespread in higher learning institutions in 
Malaysia.  

The increasing popularity of social media among its users is consistent with the emphasis on the 
Fourth Industrial Revolution that features an integration of technologies that creates no clear 
boundaries between the physical, digital, and biological spheres. [2]. Facebook for example, has 
achieved 2.45 billion active users monthly as of the third quarter of 2019, making it the world’s largest 
social media platform [12]. Formerly the Malaysian Digital Association indicated that 20,650,133 of 
Malaysians have utilised social media in 2016 and this was equal to 67.7 percent of the total 
population at that time. Malaysians were found to spend an average of 5.1 hours a day on the 
Internet and 2.8 hours a day on social media.  

Lastly, the focus on the aspects of cost and return on investment in any strategic initiatives by 
public universities such as UiTM is in line with current strategies of Malaysian higher education 
(Malaysia Education Blueprint, 2015-2025 (Higher Education)). In this new direction, Malaysia wishes 
to harmonise how private and public institutions are regulated, and to transition from the current, 
highly-centralised governance system to a model based on earned autonomy within the regulatory 
framework. Furthermore, it will ensure the financial sustainability of the higher education system by 
reducing reliance on government resources. The focus on dimensions such as cost and return on 
investment is highly in need and recommended.  

  
H3: Perceived Cost Efficiency has a positive effect on the attitude towards using an organization’s 
electronic internal communication channel  
  
H4: Perceived Greater Return has a positive effect on the attitude towards using an organization’s 
electronic internal communication channel  
  
H5: Efficiency has a positive effect on the attitude towards using organization’s an electronic internal 
communication channel  
  
H6: The Actual use is positively affected by the attitude towards using an organization’s electronic 
internal communication channel  

  
Therefore, the authors proposed the following theoretical framework as depicted in Figure 1.  
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Fig. 1. The conceptual smart digital marketing technology adoption model (MTAM), including cost, greater 
return, and efficiency as selected sustainability measures. Adapted from [4]  
  

Understanding all the literature for theory refinement and development required an extensive 
comprehension and thorough analysis on the concepts and theories related to the major constructs 
or dimension in this current study. Table 1, summarizes the main literature on the constructs of this 
study. There are seven constructs altogether, in which two of them, namely ‘Attitude towards using’ 
and ‘Actual Use’ will be the dependent constructs.  
  
Table 1 
Summary of the proposed smart MTAM for measuring the responsiveness toward an organization’s 
electronic internal communication channel  

Construct  Definition and  
Resources  

Perceived Ease of  
Use (EOU)  

The perception that digital marketing will be easy to use [13].  
  

Perceived Usefulness  
(PU)  

The perception that digital marketing may be useful for future trend 
marketing [13].   
  

Perceived Cost (PC)  The perception that digital marketing is cost-effi..................Column 
Break..................cient when compared to traditional marketing platforms 
[14].   
  

Greater Return (GR)  The perception that sales, income, and profit will increase from digital 
marketing [15].  
  

Effi..................Column 
Break..................ciency (EF)  

The perception that digital marketing is efficient for communities and 
companies [7].  
  

Attitude towards  
Using (ATU)  

The system attracts more customers, enhances sales and changes their 
behaviour for more usage [16].   
  

Actual Use (AU)  The system actually acquires more customers and keeps the existing ones 
interested [8].  

  
  
3. Methodology  
  

The researcher will adopt a post-positivist research paradigm and accordingly apply quantitative 
research methodology where the online survey method is used. The sample will be selected from 
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UiTM Terengganu staffs accordingly, using the stratified random sampling technique. This type of 
sampling is applied due to the statistical accuracy of the method, and the fact that smaller sample 
sizes can also retrieve highly useful results for a researcher. This sampling technique covers the 
maximum population as the researchers have complete charge over the strata division.  

The population for this study consists of all levels of UiTM Terengganu staffs which includes both 
academics and non-academics. There is a total of 834 staffs of UiTM Terengganu, located in three 
different campuses, Dungun, Kuala Terengganu and Bukit Besi. Based on the table [17], the number 
of samples for this population will be 265 from the total population. Following the classic stratified 
random sampling, calculation of the sample of each position using the stratified random sampling 
formula is as in table 2 below:  
  
Table 2 
Population and Sample  

Position  Population  Sample  
Academics  319  98  
Academics with Administrative 
Posts  

50  19  

Executive Officers and above  157  51  
Top Management  10  4  
Support staffs  298  93  
  
Total  

  
834  

  
265  

  
The instrument developed for this study is a questionnaire consisting of a number of statements 

that the respondents scored by using a Likert scale of 1 to 5. As indicated below, the measurement 
items for the questionnaire used in this study were adapted or adopted from previous studies. Some 
of the measurement items are also customised based on the specific requirements of the 
organization under the current study which involved the formulation of specific items through 
brainstorming sessions with the top management related with this study. Both the constructs and 
the theme of the questions can be referred to in Table 3:  
  
Table 3 
Measurement of MTAM  

Construct / Sources  Proposed Questions  
  
Perceived Ease of Use  
 [18]  

  
I find UiTM internal communication channels easy to use   
Interaction with my superiors, using UiTM internal communication channels are 
clear and understandable   
Interaction with my colleagues using UiTM internal communication channels is clear 
and understandable  
Interaction with my subordinates using UiTM internal communication channels is 
clear and understandable  
  

 

Perceived Usefulness [18]  I find UiTM internal communication channels useful in performing my tasks  
UiTM internal communication channels help to stay in touch with colleagues  
UiTM internal communication channels make it easy to stay informed with the 
latest information  
Using different internal communication channels caused me to miss some 
important information.  
  

 

Perceived Cost  
[4]  

The cost of using UiTM internal communication channels is low or almost zero    
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Greater Return  
[4]  

Using UiTM internal communication channels will generate revenue for UiTM   

Efficiency  
[4]  

UiTM internal communication channels are efficient in delivering information  
I am happy to use UiTM internal communication channels  
UiTM internal communication channels delivers fast and instant information  
  

 

Attitude towards Using  
[19]  

Overall, I enjoyed using UiTM internal communication channels  
I prefer NOT to use current UiTM internal communication channels in the future  

 

  
Actual Use  
[20]  

I do not find the amount of information received through UiTM internal 
communication channels to be overwhelming  
I immediately read all news and directives given through UiTM internal 
communication channels  
I respond promptly to all directives given through UiTM internal communication 
channels  
I find all questions and directives that I post through UiTM internal communication 
channels are immediately attended to  
  

 

 
The data will be collected by using an improved questionnaire that is converted into a Google 

Form. This online questionnaire will be stored and accessed via a URL link 
https://terengganu.uitm.edu.my/index.php/fasiliti/kaji-selidik which will be distributed by using 
current communication channels, namely official e-mail, Telegram and WhatsApp. According to 
Jaafar et al., [21], these applications are compatible and accessible from smartphones and also using 
social media applications will ease access for mobile respondents.  

The responses secured from this online survey will be automatically stored in Google Forms. The 
Statistical Package for the Social Sciences version 23 will be used to retrieve the data from the online 
storage. The Smart Pls 3.0 software will be employed to analyse the relevant statistical 
measurements. The formative technique with first order and second order constructs will be applied 
in testing relevant statistical data.  
  
4. Result and Conclusions  
  

It is expected that the findings of this study will reveal the relevancy of MTAM in evaluating the 
effectiveness of internal communication. The constructs, which are ease of use, perceived usefulness, 
perceived cost, greater return, efficiency, will show an affective attitude towards use and actual use 
in terms of functions. The statistical data and analytical findings will enhance the understanding of 
the technology acceptance model toward the adoption of internal communication aspects related to 
the electronic communication system, particularly on the social media. Furthermore, transforming 
the technology acceptance model into a marketing technology acceptance model that emphasises 
the additional constructs will provide a better understanding of the important factors that influence 
communication effectiveness.   

 The findings from this survey will be used as bases in formulating and developing a mobile 
application for electronic internal communication system of organizations particularly for UiTM 
Terengganu which is hoped to overcome the weaknesses of existing communication channels. The 
proposed new mobile application will be developed in 2 phases and divided into five modules, namely 
Content Creation, Personal Dashboard, Discussion Board, Ads Board and Communication Insights. It 
will be developed in house and is expected to be completed within one and half years. The 
completion and deployment of this new mobile application will suit current mobile lifestyle and 
furthermore, will enhance the effectiveness and efficiency of communication.   
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Interestingly, this mobile application will also offer an income generation platform for 
organizations particularly for UiTM in this context and at the same time will increase engagement 
and excitement among staff. Strategically, this new mobile application will a have potential for 
commercialization that could be employed by other institutions as well. Directly it will support the 
aspiration of the new higher education system, Malaysia Education Blueprint 2015-2025 (Higher 
Education).   

 Although this study will provides interesting empirical findings, it has several limitations, which 
can be addressed in the future research. The use of MTAM as a new enhanced TAM indicates that 
the needs towards further research in supporting the current study findings. The present study is 
likewise limited to UiTM, and caution is needed in considering its generalizability. Furthermore, the 
respondents of this study only on staffs working with UiTM only. Lastly this research was limited to 
MTAM thus incorporating other variables may enhance the understanding of the subject matters.  

 The findings of the research will also contribute towards the theory and practical refinement of 
MTAM, in addition to contribution to the field of ICT, in electronic internal communication through 
mobile applications.  
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