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Analyzing the Applications of Internet Marketing on Non-profit

Organizations Based on the ICDT Model

Lin, Feng-Jyh
Wu, Chi-Hsun
Department of Business Administration

Feng Chia University

Abstract

This study examines the effect of internet on non-profit organization's marketing
behaviors by analyzing the websites of nonprofit foundations in Taiwan. The technology
innovation, internet, provides an access through which firms can stretch existing breadth of
customer’s recognizance. To address the effect of internet marketing, we test the ICDT model:
virtual information space, virtual communication space, virtual distribution space, and virtual
transaction space. Questionnaire items are developed based on the characteristics of ICDT
model and web services. The key results provide suggestions to existing internet marketing
behaviors for the non-profit foundations. The findings also show that the number of websites
and the contents of web services have grown significantly. However, most of foundations did
not fully explore the advantages of internet marketing.

Keywords Nonprofit organization foundation internet marketing 1CDT model
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