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Abstract: 

This article discusses the 

advantages that can be achieved for the 

economic institution as a result of its use of 

modern technology in employing knowledge 

to improve the economic competency and 

invest different resources in an adequate 

way,especially the internet technology 

which has become a means of survival and 

an indispensable tool in a world which is 

now open to change, innovation and 

competitiveness which are criteria that 

reflect the management performance and 

the economic growth of economic 

institutions,not only in increasing the 

amount of goods and services but also 

because it contributes in providing sufficient 

and suitable data that are able to activate 

and take decisions to meet the ever 

changing and multiple needs,desires,and 

tastes of consumers and make these 

institutions more ready to adapt with the 

different conditions of the market, and with 

situation of uncertainty by proposing 

solutions and alternatives and a wide range 

of goods and services which effects the 

consumer’s behavior and make him 

continuously look for the best products in 

terms of price quality and delivery. 
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0.229 0.109  

0.279 0.098  

0.00 0 389(**) 

 

0.357 0.092  

**  Correlation is significant at the 0.01 level (2-tailed). 

8

5ANOVA (b) 

Mode

l   

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regressio

n 
3,947 1 3,947 21,516 ,000(a) 

Residual 22,199 121 ,183     

Total 26,146 122       
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a  Predictors: (Constant), ni  

b  Dependent Variable: internet 
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Mode

l   

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B 

Std. 

Error Beta 

1 (Constant) 2,349 ,139   16,947 ,000 

ni ,165 ,036 ,389 4,639 ,000 

a  Dependent Variable: internet 
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Mode

l   Beta In t Sig. 

Partial 

Correlation 

Collinearity 

Statistics 

Tolerance 

1 sex -,047(a) -,551 ,583 -,050 ,973 

EC ,004(a) ,043 ,966 ,004 ,985 

age ,054(a) ,637 ,525 ,058 ,986 

fon ,056(a) ,627 ,532 ,057 ,879 

a  Predictors in the Model: (Constant), ni 

b  Dependent Variable: internet 
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