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ABSTRACT

There has been considerable Research into the

adoption of the Internet for Business-to-Business

communication and commerce in recent years.

The need to understand how and why industrial

companies utilize the Internet is important for

researchers and practitioners alike.  This study

combines Davis’ model-the Technology

Acceptance Model (TAM)- and Roger’s Theory- the

Innovation diffusion Theory (IDT) to understand

the process of Internet adoption for marketing

purposes. It makes a comprehensive review of

information technology, information systems, and

marketing literature to locate factors that predict

Internet use for marketing purposes. It extend

both TAM and IDT to find out factors that affect

relative advantage, ease of use and compatibility

of using the Internet for B-to-B marketing

activities.
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1. INTRODUCTION

A number of theoretical frameworks for the

rational component of IT adoption have emerged

in the last ten years. These frameworks provide

managers with careful reasoned arguments and

enable them to better influence the evaluation,

adoption and use of Internet technology

(Karahanna and Straub, 1999). Moreover, recent

research into information technology (IT) adoption

and use has been motivated by the desire to

predict factors, which lead to successful

application in a marketing context (Rose and

Straub, 1998:39). So, the study of diffusion and

adoption of new technologies has gained new

interest after being popular during 1980s.

This new wave of interest is partly initiated by the

increasing diffusion of networking technologies,

such as the Internet, and the decreasing

importance of geographical distances (Rose and

Straub, 1998:39). IT was used in the 1960s to

automate the back-office of companies but

currently there is a shift of emphasis into the front

office. This movement makes the division between

front and back-offices less relevant as integrated

systems increasingly remove the distinction

between these two domains. Today, these systems

employ ERP (Enterprise resource Planning) at the

back end and CRM (Customer Relationship

Management) on the front end of a company’s

supply chain (Borders, et al, 2001: 200). 

However, Internet marketing as a technological

innovation in B-to-B companies has not been

studied rigorously from the perspective of

diffusion, although there are srudies about IT

adoptions in B-to-B companies (e.g. Cooper and

Zmud, 1990; Drury and Farhoomand, 1996; Rose

and Straub, 1998). Consequently, this study

examines two theories that have been widely used

over the past decade to assist in understanding of

the IS/IT adoption and implementation processes

and links them to the marketing value chain.

Firstly, the diffusion of innovation theory (IDT) and

secondly, technology acceptance model (TAM).

These models offer different, though overlapping

perspectives on how companies use new

technologies. TAM focuses on attitudes toward

using a particular IT based on perceived benefits

(usefulness) and ease of use. IDT focuses on the

relationship between “perceived attributes” of

technology and “rate of adoption of technology”.

2. BACKGROUND AND LITERATURE REVIEW

2.1 Technology Acceptance Model (TAM)
System usage is one of the basic dependent

variables of information systems (DeLone and

McLean, 1992:60). Researchers and practitioners

often use the Technology Acceptance Model

(TAM) to gain a better understanding of the

adoption and use of information systems (Lederer,

et al, 2000). It is one of the most influential

research models in studies of the determinants of

information systems acceptance.

Davis introduced an adoption of Theory of

Reasoned Action (TRA), an especially well-

researched intention model that has proven

successful in predicting and explaining behaviour

across a wide variety of domains (Fishbein and

Ajzen, 1975), but the Technology Acceptance

Model (TAM) was originally developed to

understand the causal link between external

variable and user acceptance of PC-based

applications (Fenech, 1998:629). TAM uses TRA

as a theoretical basis for specifying the causal

linkages between two key beliefs: Perceived

usefulness (U), and perceived ease of use (PEU),

and how these benefits relate to users’ attitudes,

intentions and actual computer adoption

behaviour (Davis, et al, 1989: 983).

According to TAM the usage of IT i.e. Internet is

determined by beliefs a user holds about its

perceived use (PU) and it’s perceived ease-of-use

(PEU)  (Karahanna and Straub, 1999: 238). PU is

defined as the degree to which a person believes

that the use of a system can improve his/her

performance. On the other hand, PEU is degree to

which a person believes that using a particular

system will be effortless. Even though, PU and

PEU were significantly correlated with usage,

Davis (1989) found that PU mediates the effect

of PEU on usage (Karahanna and Straub, 1999:

238). In other words if someone believes that a

system will improve his/her performance, he/she

is more likely to accept the technology, even if it

is at first difficult to use. The model was shown to

have good predictive validity for the use of several

information technologies including E-Mail and

WWW (Fenech, 1998; Gefen and Straub, 1997).

Many researchers argued that usefulness is probably

the strongest argument in favour of companies’ use

of the Internet as the level of technology advances

in the short-term future, that usefulness will

increase. (Abramson and Hollingshead, 1998).

However, There are many factors that affect the

usefulness of using the Internet in B-to-B IIM (Poon

and Swatman, 1998:40); 
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1) Industry Adoption.
Widespread adoption of the Internet in the

business sector (business partners and competitors).

2) Value-Chain Adoption.
The effect of customer and supplier adoption of

the Internet on the companies.

3) Market Scope.
Market scope of the company has an effect on

how much perceived benefits can be obtained by

having an Internet connection.

4) Product Characteristics.
Characteristics include the physical or information

component, usability in electronic form, value

added during the transaction process, and

customer preference between different forms of the

same product and the related transaction process.

5) Management Involvement.
Management eagerness has a strong influence on

Internet marketing success. (Berezai, 2000:20)

stated that usefulness of the Internet has

broadened from being a source of information to

becoming a business tool, affecting the nature of

business relationship. 

The purchase and ordering of business supplies

can now take place across electronic networks,

reducing both the time taken to complete

transactions and the number of actors involved in

the process. Business can use the Internet to

manage both their supply chains and their

distribution systems. For businesses looking to

reduce costs and improve efficiency, the Internet

provides a medium that is both global and

readily accessible.

However, There are many factors that can impede

ease of use in Business-to-Business international

Internet marketing (B-to-B IIM). Hoffman, et al

(1995:8) state that convenience of access is at

the core of the adoption of any technological

application and determines its ultimate success. In

the context of the Internet, ease of access is a

multidimensional construct and includes high-

speed access (the “bandwidth” problem), ease of

finding a service provider, and the diffusion of the

computer hardware/software/modem bundle.

The secondary barriers to ease of use are, price,

and risk, as well as such factors as privacy and

security. Ease of use includes issues such as the

user friendliness (or not) of the software, ease of

software installation, and the like. Hence,

attempts to develop technology that is user

friendly are as important as the development of

the technology itself. As is true with most IT

adoption and use models, TAM has not been

studied outside the industrialised world. However,

within the industrialised world, it has proven to

be widely applicable.

In fact, while TAM has been very successful in

predicting the potential acceptance of an

information system by its users (Lederer, et al,

2000:269), it provides little assistance in the

design and development of systems with high

level of user acceptance. So, to explore the

determinants of the two major constructs in TAM,

Venkatesh and Davis (1996) conducted three

experiments to study the antecedents of perceived

ease of use. They found that this was determined

by the users’ IT skills and the usability of the

system, something that can only be determined

through experience. Not surprisingly, findings

suggest that training might be more effective

than improved usability of the system if user

acceptance is to be increased.

Many authors have extended the TAM by using

other constructs in an attempt to improve its

ability to predict use. For example Chau, (1996)

has extended TAM to include both long-term and

short-term perceived usefulness. The results reflect

that perceived short-term usefulness has the most

significant influence on the behavioural intention

to use the technology. Igbaria, et al (1995) have

extended it to include individual, organisational

and system characteristics. Their results confirm

that individual, organisational, and system

characteristics have a strong influence on

perceived ease of use and perceived usefulness.

Gefen and Straub (1997) have extended this to

include gender. They found that researchers

should include gender and IT diffusion models

along with other cultural effects. 

But findings about the effects of attitude and

intention have not always been significant and

there is a danger in focusing too much on

technology and attitudes without taking

application into consideration. Consequently, this

research is limited to the direct effect of Internet

application for marketing in a business-to-business

context. Furthermore, despite the wide acceptance

of TAM, it still needs to be utilized and

interpreted with great caution. 

2.2 Innovation Diffusion Theory (IDT)
Recently, researchers in IS and IT have begun to

rely on the theories of innovation diffusion to

study implementation problems. A major focus of

these studies has been how potential users’
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perceptions of information technology innovation

influence its adoption. Innovation diffusion

theory is often associated with research into

technology innovation. Rogers (1983; 1995) has

defined eight types of diffusion research from

“earliness of knowing about innovation”, and

“rate of adoption in different social systems”, to

“opinion leadership”, and “diffusion networks”,

“communication channel use”, and

“consequences of innovation” are also considered.

These issues may have particular significance

from a marketing perspective.

Rogers (1995:5) defined diffusion as “ the

process by which an innovation is communicated

through certain channels over time among the

members of a social system”.  He defines

innovation as “an idea, practice, or object that is

perceived as a new by individual or an other unit

of adoption”. Zaltman and Holbeck defined

innovation as an idea, practice, or material

artifact perceived to be new by the relevant unit

of adoption (Drury and Farhoomand 1996:5). IDT

aims to explain, among many things, the process

of the innovation decision process, the

determining factors of rate of adoption, and

different categories of adopters. It also helps to

predict the likelihood of adoption and rate of

adoption of an innovation (Rogers, 1995).

The first contribution of IDT is the innovation

decision process, which starts with one’s

knowledge about the innovation existence and

ends with the confirmation of the

adoption/rejection decision. Figure (2) explains

the five stages that are involved in innovation

decision process developed by Rogers (1995). At

the knowledge stage, users are first exposed to

the innovation and gain initial understanding of

it. In the second and third stages, managers move

from persuasion to the decision to adopt/reject

the innovation. The fourth and final stages are

implementation and use followed by the

adoption/rejection decision to confirm or reserve

the system from a usefulness or fitness

perspective. In other words does it actually do

what it is supposed to do? 

The second contribution of IDT is the set of

innovation attributes it provides that affect the

rate of adoption. The attributes include relative

advantage, compatibility, complexity, trialability,

visibility, and observability (Rogers, 1983). The

five attributes are reported to explain 49 to 87

percent of the variance rate of adoption (Rogers,

1995). Figure (3) explains the relationship

between the five attributes and rate of adoption

of innovation.

According to Rogers (1995), we can give the

following brief definition of these attributes:

• Relative Advantage: The degree to which 

an innovation is perceived as being better than

its antecedent;

• Compatibility: the degree to which an

innovation is perceived as being consistent 

with the existing values, needs, and past
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FIGURE (2). INNOVATION DECISION PROCESS (SOURCE: ROGERS, 1995).

FIGURE (3): THE RELATIONSHIP BETWEEN PERCEIVED ATTRIBUTES OF INNOVATION AND RATE OF

ADOPTION OF INNOVATION (SOURCE: ROGERS, 1995:207)
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experiences of potential adopters;

• Complexity: the degree to which an innovation

is perceived as being difficult to use;

• Observability: the degree to which the results

of an innovation are observable to others; and

• Trialability: the degree to which an innovation

may be experimented with before adoption. 

A stream of research on innovation diffusion has

been based on these attributes. They appear to

have different relative importance on the

adoption of innovation. For example, Cooper and

Zmud (1990) found that technological complexity

is a significant factor inhibiting successful

implementation and task-technology compatibility

is a major factor in explaining the new technology

adoption. Moore and Benbasat (1991) suggest

seven measurement of innovation diffusion:

relative advantage, compatibility, trialability,

observability, complexity, image and voluntariness

of use. Each measure was needed to assess users’

perception of an IT innovation. They also

developed measurement scales, which can be

applied to any innovation and have been adapted

in subsequent research papers (see: Moore, 1996;

Karahanna and Straub, 1999).

While the literature on innovations and their

adoption by organisations is extensive (Rogers,

1983), relatively few studies focus on high

technology,” new to the world” systems. Besides,

The studies, which make use of diffusion of

innovation theory, have tended to focus on the

adoption of technology rather than attitudes or

applications. Chan and Swatman (2000), propose

other, more contextual, aspects of implementation,

such as the social systems in which the innovation

evolves, and the timing of the innovation, so that

the implementation process for inter

organisational systems can be understood.

3. COMBINING TAM AND IDT

A few recent studies have investigated factors

affecting the use of the Internet and WWW

(Cheung, et al, 2000; Fenech, 1998; Gefen and

Straub, 1997; Lederer, et al, 2000; Lin and Lu,

2000; Moon and Kim, 2001). Chan and Swatman

(2000:72) stated that there is very little literature

which discusses the process of Internet-based

marketing, so that researchers must start with the

literature concerning more general IS/IS

implementation and hope to develop a body of

theory, which is more explicitly focused on the

area of Internet Marketing.

TAM and IDT are among the most effective

theories in predicting and explaining system use,

user evaluation of systems and innovation

diffusion, respectively. They are chosen as the

bases for predicting the adoption of the Internet

in B-to-B international Marketing because of their

solid theoretical foundation and the fact that they

have been proven successful in numerous studies.

The following table (table: 2) provide a summery

of research that has made use of TAM and IDT.

Undoubtedly, Internet marketing is a new type of

end-user information system of Electronic

Commerce, and EC is heavily based on

telecommunication technologies (Kalakota and

Whinston, 1996). A number of recent studies

adopted TAM to study the acceptance of

telecommunication technologies such as E-mail

and WWW (Cheung, et al, 2000; Fenech, 1998;

Gefen and Straub, 1997; Lederer, et al, 2000; Lin

and Lu, 2000; Moon and Kim, 2001).

TAM is specifically designed to understand human

behaviour in the domain of information system,

and most of research projects in the recent years

deal with technology innovation. Based on the

more general theory of reasoned action, TAM has

been tailored to explain computer usage (Rose

and Straub, 1998:41). Lin and Lu (2000:197)

found that TAM was able to explain behavior

even in an Internet environment, accounting for

64% of the variance in usage. Consequently, it

would appear that TAM can be used to study

companies’ acceptance of the Internet in B-to-B

international marketing is a highly valid approach.

IDT, on the other hand, is a theory that has a long

history of research in a great variety of disciplines

including sociology, anthropology, marketing, and

information system. The theory helps us to

understand how and why an innovation is

diffused into a social system (Rogers, 1995). B-to-

B IIM is considered to be innovative because it

has completely altered traditional marketing

practice. Since this trend is still in its infancy, a

well-researched theory, such as, IDT will help us to

understand the process of using the Internet in B-

to-B marketing.

In this research, which examines the diffusion of a

new information technology into the marketing

arena, we want to test the characteristics of

Internet marketing in relative to business-to-

business organisations. To this end we have

considered the TAM and IDT models and adopted

them to suit a marketing domain.

In fact researchers working with IDT have

discovered similarities between the two constructs,
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TABLE (2) SUMMERY OF RESEARCHES ON TAM AND IDT

Author(s) Research Title Results

Antonides et al, 1999 Adoption of payment -This study concluded that the adoption 

systems in ten countries-a process was almost exclusively driven by 

case study of diffusion of internal influences, i.e. social learning.

innovations

Cooper and Zmud, 1990 Information Technology -The necessity that a technology be 

Implementation compatible with the organisation and its 

tasks.

-The decision to implement an IT system 

depends on the alternatives available.

-Technological complexity is a significant 

factor inhibiting implementation success.

-Task-technology compatibility is a major 

factor in explaining the new technology 

adoption.

Davis et al, 1989 User Acceptance of - Intentions to use specific technology were 

Computer Technology: correlated with system use. Perceived 

A Comparison of Two usefulness strongly influenced peoples’ 

Theoretical Models. intentions. Perceived ease of use had a 

small but significant effect on intention as 

well. Attitudes only partially mediated the 

effects of these beliefs on intentions. These 

results suggest the possibility of simple but 

powerful models of the determinants of 

user acceptance.

Drury and Farhoomand, Innovation Adoption of EDI -Management attitudes are very important 

1996. across the adoption stages. In comparing 

early and late adopters, significant 

differences are found particularly regarding 

information output, participation and 

involvement. Timing difficulties are found 

not to relate to product factors but to user 

issues.

Fenech, 1998 Using Perceived Ease of -This study found a poor fit for TAM; it 

Use and Perceived introduced a new construct, computer self-

Usefulness to Predict efficacy, to improve the model. 

Acceptance of the World 

Wide Web

Ghorab, 1997. The Impact of Technology -Based on a survey in UAE, the author 

Acceptance Consideration found that users’ perception towards the 

on System Usage, and system affects the system usage and 

Adopted Level of adopted level of technological 

Technological Sophistication sophistication.

Higgins and Internal Diffusion of High -This research confirms the significant 

Hogan, 1999. Technology Industrial positive relationship of cross-functional 

Innovation team spirit, top management support, and 

user involvement with the perceived 

success of information engineering 

implementation

Igbaria et al, 1997. A Personal Computing -This study indicated that perceived 

Acceptance Factors in Small usefulness had a great effect on system 

firms: A Structural Equation usage, and perceived ease of use was a key 

Model factor in explaining perceived usefulness 

and system usage.



namely “relative advantage” and “compatibility”

on the one hand, and “IT adoption” on the other.

Relative advantage is an incremental benefit to

be gained by the use of one innovation over its

competitors, whereas “compatibility” is the extent

to which the technology is compatible with the

user’s prior experience. There are also similarities

between  “ perceived usefulness” and “ perceived

ease of use” (Moore and Benbasat, 1991:197).

4. THEORETICAL MODEL

The next part of this study try to find out what

factors may impact the adoption of the Internet

for B-to-B international marketing activities.

4.1 Adopting the Internet for B-to-B IIM
The effect of attitudes on behaviour (Adoption or

not Adoption) may be particularly important in

the case of Internet Marketing. Understanding the

internal effects may be of considerable

importance in interpreting resistance to change

and correctly evaluating the merits of post

implementation strategies to reduce resistance.

Consequently, this part of research tries to find

out the main constructs of interest that might

help in predicting the potential acceptance of the

Internet in B-to-B international marketing. 
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Karahanna and The Psychological Origins -System use is affected by perceptions of 

Straub, 1999. of Perceived Usefulness and the medium’s usefulness. Medium’s 

Ease- of-Use. usefulness is affected by perceptions of 

ease of use of the medium, the degree of 

social influence exerted by supervisors, and 

perceptions of the social presence of the 

medium.

Lederer, 2000 The Technology Acceptance -Based on one hundred and sixty three 

Model and the World Wide respondents, the results support TAM.

Web. - Ease of understanding and ease of 

finding predict ease of use.

- Information quality predicts usefulness 

for revisited sites.

Lin and Lu, 2000 Towards an Understanding The results showed that the Technology 

of the Behavioural Intention Acceptance Model fully mediated the 

to use a Web site. usage behaviour even in the Internet 

environment, accounting for 64% of the 

variance in usage. 

Moon and Kim, 2001 Extending TAM for a World -This study added playfulness to ease of 

Wide Web Context use and usefulness to be fundamental in 

determining the acceptance of WWW.

Rose and Straub, 1998. Predicting General IT use: -This study provides insight into 

Applying TAM to the Arabic information technology adoption and use 

world. outside the technologically advanced 

world. TAM transferred successfully to the 

Arab world.

Straub et al, 1995 Measuring System Usage: -This study factored system usage into self-

Implications for IS Theory reported system usage and computer-

Testing reported system usage. Computer-reported 

measures show weaker links to perceived 

usefulness and perceived ease of use. 

Straub and Brenner, 1997. Testing the Technology -Based on comparing the TAM across 3 

Acceptance Model Across different countries: Japan, Switzerland, and 

Cultures US, the authors found that the model did 

not hold for all cultures.

Teo et al, 1999. Intrinsic and Extrinsic -Usefulness and ease of use predicted 

Motivation in Internet Internet usage

Usage -Usefulness has a stronger effect on the 

Internet usage



In fact the main constructs of interest in this

research are the three previously mentioned

characteristics of using an innovation namely,

perceived ease of use, perceive relative advantage

(usefulness), and perceived compatibility. 

4.2 Extending the TAM and IDT
As mentioned earlier, many authors have

extended the TAM in an attempt to improve its

ability to predict use (Chau, 1996; Igbaria, et al

1995; Gefen and Straub, 1997; Karahanna and

Straub, 1999). Consequently, this study use

exogenous, external variables such as drivers and

barriers to use the Internet for marketing

purposes, i.e., variables other than cognitive and

normative beliefs, affect behaviour only through

their impact on beliefs (e.g. PU and PEU).

4.2.1 B-to-B IIM drivers
External drivers, internal drivers, or both motivate

B-to-B IIM. Naturally, external drivers relate to the

increased level of global competition, the changes

in the international customers’ needs, recent

developments in IT, and competition (Chaffey et

al, 2000; Chan and Swatman, 2000; Cronin,

1996b; Hollensen, 2001; Poon and Jevons, 1997;

Skinner, 1999; Venkatraman and Zaheer, 1990).

Internal drivers are mainly related to changes in

the organisational strategies and cost savings

(Chaffey et al, 2000; Chan and Swatman, 2000;

Cronin, 1996b; Mougayer, 1998; Simeon, 1999;

Skinner, 1999).

External Drivers 
The increasing level of competition in the global

market has emphasised the need for

organisational innovation to cope with global

standards of products and services. Therefore,

increasing knowledge and coordination of the

company’s processes that cross its marketing

functions become the main desire of many

companies seeking competitive advantage

(Avlonitis and Karayanni, 2000; Poon and Jevons,

1997; Venkatraman and Zaheer, 1990). They

approach the Internet as a tool to improve

dramatically the businesses performance and

leading them to a competitive position.

Venkatraman and Zaheer (1990:377) stated that

it could be reasonably argued that major reason

for the consideration of IT-based applications as

potential sources of strategic advantages lies in

the capability for electronic integration among a

set of firms that could potentially change the

basis of competition in a market place. 

Chan and Swatman (2000); Berezai (2000); Poon

and Jevons (1997); Skinner, (1999) also believe

that Internet marketing is driven by the never-

ending needs of customers to look for better

services and products. The growth in consumer

use of the Internet, for both; leisure activities and

as a retail channel has forced businesses to

consider the Internet as a business tool (Berezai,

2000). The Internet emerged as a result of

changing of the driving forces for E-Commerce.

From an initial push to improve current business

processes by adopting EDI to achieve savings and

improve efficiency, the companies come to be

driven by a desire for greater supplier involvement

and customer service in later implementation

(Chan and Swatman, 2000: 72). Competitors’ use

of the Internet and response to customers also

has a strong effect on the adoption of the

Internet for marketing purposes.

The Internet importance increase as it becomes

involved in each task in today’s business. This is a

result of its growing ability to bring new

opportunities, and facilitate the development of

the new organisational forms and structures

needed to meet the continuously emerging

changes in business imperatives (Poon and

Jevons, 1997). IT developments are also forcing

organisations to be up-to-date in their use of

advanced technologies regarding delivery of

speedy and high quality information, as well as

facilitating greater degrees of communication and

integration across business units and external

partners (Chan and Swatman, 2000:81). The

development of software to create these systems,

along with increasing awareness of the benefits

that B-to-B can obtain from using the Internet is a

key driver as well (Berezai, 2000:31).

Internal Drivers 
But technology also drives organisational change

at process, communications, and strategic level.

Changes in organisational strategy may involve

some Internet uses to bring about the new

business desires. The organisation may set up a

strategy that broadened the use of existing

electronic trading technology to include the

Internet as an alternative medium to bring about

the new business desires (Chan and Swatman,

2000:77). However, many companies now have

moved from using the Internet to provide basic

company and product information to becoming an

integral part of product and service launch

strategies (Simeon, 1999:298).

Reducing costs by substituting the Internet for

other communications channels with vendors,

customers, information providers, and business

partners may be a driver for many companies to
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use the Internet (Cronin, 1996a: 21). B-to-B

Internet use promises significant savings in costs.

For example Skinner (1999:15) states that sellers

can obtain many cost savings from the Internet.

Including the reduction of costs in finding new

customers and lower administration costs

generated through timesaving and the reduction

in staff numbers. Cronin (1996b) agree with

Skinner that the Internet leads to cost savings

achieved through substituting the Internet for

other communication channels with vendors,

information providers and business partners. For

example, Mougayer (1998) Estimates that the

average cost of producing and processing an

invoice using a paper-based system is $199,

which is 10 times greater than that of electronic

processing. Finally, Business-to-Business

relationships are often long term, making it more

worthwhile for business to set up links between

business partners. Besides, the volume of

transaction is often higher, thereby justifying the

outlay (Chaffey et al, 2000:435).

4.2.2 Barriers of B-to-B IIM
As mentioned early, the Internet can do many

things today and more opportunities are likely to

be available in the future. However, this does not

mean that the Internet is a magic stick that can

solve all marketing problems. Many authors have

argued that the Internet has a number of

limitations that need to be addressed in

marketing strategy (Evans and King, 1999;

Hollensen, 2001; Porter, 2001; Skinner, 1999; Soh

et al 1997; Wilson and Abel, 2002). 

When entering the global market there may be

different barriers in each country: such as

language barriers, cultural barriers, limited

Internet access, different legislation, and logistical

barriers (Hollensen, 2001:365). Furthermore, the

Internet is not policed adequately and messages

and credit card numbers can sometimes be

intercepted. Though some devices such as firewall

may protect internal data from theft, web users

have fewer resources available for data protection.

Visa, MasterCard, and others are working to

define a better understanding way to secure

payments based on encryption technology.

Another major problem of the Internet is

information overload. The volume of information

and sites on the Internet is growing exponentially

(Wilson and Abel, 2002:93). There is no way at

the current time to determine the wealth of

information on the Internet in a meaningful

format for all users. Soh et al (1997) found that

major problems of the Internet use are the

difficulty in locating the right information; the

rising cost of Internet use, security, and data

protection. Skinner (1999:129) stated that the

problem is how to protect the current value

chains, In other wards, new companies have no

existing value chains to protect and so can set up

their businesses in way that take advantages of

the Internet. But companies that deal through

others to reach end customers will need to weigh

the importance of protecting current relationships

with the distributors and partners that account for

most of their current revenue against the

advantage of establishing future strategic

positions and revenue streams. Further limitations

are outlined by Porter (2001:76) who observes:

• Customers cannot physically examine, touch

and test products or get hands-on help in using

or repairing them.

• Knowledge transfer is restricted to codified

knowledge, sacrificing the spontaneity and

judgement that can result from interaction with

skilled personnel.

• The ability to learn about suppliers and

customers (beyond their mere purchasing

habits) is limited by the lack of face-to-face

contact.

• The Lack of human contact with the customer

eliminates a powerful tool for encouraging

purchases, trading off terms and condition

providing advice and reassurance, and closing

deals.

• Delays are involved in navigating sites and

finding information and are introduced by the

requirement for direct shipments.

• Extra logistical costs are required to assemble,

pack, and move small shipments.

• The absence of physical facilities circumscribes

some functions and reduces a means to

reinforce image and establish performance.

• Attracting new customers is difficult giving the

sheer magnitude of available information and

buying options. 

Consequently, traditional activities, often adjusted

in some way, can compensate for these limits, just

as the shortcomings of traditional methods, such

as lack of real time information, high cost of face

to face interaction and high cost of producing

physical versions of information can be offset by

using the Internet technology. Frequently, in fact,

a combination of Internet and traditional method

can be mutually beneficial.      Porter (2001:78)

said that:

“ Strategies that integrate the Internet and

traditional competitive advantages and ways of
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competing should win in many industries. On the

demand side, most buyers will value a combination

of on-line services, personal services, and physical

locations over stand-alone Web distribution. They

will want a choice of channels delivery options,

and ways of dealing with companies. On the

supply side, production and procurement will be

more effective if they involve a combination of

Internet and traditional methods”. 

The value of integrating traditional and Internet

methods creates potential advantages for

established companies. It will be easier for them

to adopt and integrate Internet methods than for

dot-coms to adopt and integrate traditional ones.

The extended research model for this study is

shown in figure (4).  

5. IMPLICATIONS FOR FURTHER RESEARCHES

The research themes put forward in this paper serve

as building blocks for the development of a holistic

conceptual theory dealing with Internet use.

Besides, the framework presented must be

subjected to review, critique, and discussion for an

extended period before getting general acceptance.

An important result drawn from research in the

fields of marketing, psychology and information

systems, and sociology, is that limited cross feeding

and integration of research results is occurring

between work in information systems and computer

use, personnel psychology and consumer decision

making, as well as in communication studies

(Gattiker et al, 2000:138). Undoubtedly, such a

limited exchange of ideas across disciplines will

further limit our understanding of how companies

use the Internet in particular. Consequently, to

understand how marketers feel, what they believe,

and how these elements affect their use of the

Internet, researchers should investigate these issues

using an interdisciplinary approach to better explain

various phenomena occurring on the Internet.

6. CONCLUSION

We began our research by looking at the IS/MIS

domain for factors, which impact the adoption of

the Internet by Business-to-Business companies.

We believed that Technology Acceptance Model

and Innovation Diffusion Theory might be applied

to understanding of adoption of the Internet for

Business-to Business companies. Based on the

literature made on that research, the following

factors seem to play an important role in

adopting the Internet for marketing Purposes: 1)

perceived ease of use of the Internet, 2) perceived

relative advantage of the Internet, and 3)

compatibility of the Internet.

Furthermore, the research has extended both TAM

and IDT in an attempt to improve their ability to

predict use of the Internet by B-to-B companies.

Consequently, this research used exogenous,

external variables such as drivers and barriers to

use the Internet for marketing purposes, i.e.,

variables other than cognitive and normative

beliefs, affect behaviour only through their impact

on beliefs (e.g. PU and PEU).
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FIGURE (4): THE BASIC INNOVATION CONSTRUCTS INCORPORATED IN THE RESEARCH MODEL

TAM & IDT relationships

new relationships for the Internet marketing show in figure (4).

Basic Drivers of 
B-to-B IIM

Basic Barriers to 
B-to-B IIM

Perceived Relative 
Advantage of B-to-B IIM

Compatibility of the
Internet for B-to-B IIM

Perceived ease of use of the 
Internet for B-to-B IIM

Use of the Internet
B-to-B IIM



REFERENCES

Abramson, J. and Hollingshead, C., 1998,

Marketing on the Internet- Providing Customer

Satisfaction, Journal of Internet Marketing, Vol. 1

No 1.

Antonides, G., Amesz, H. B., and Hulscher, I. C.,

1999, Adoption of Payment Systems in Ten

Countries-A Case Study of Diffusion of

Innovations, European journal of Marketing, Vol.

33 No. 11/12pp1-9. 

Avlonitis, G.J. and Karayanni, D.A., 2000, The

Impact of Internet Use on Business-to-Business

Marketing: Examples from American and

European Companies, Industrial Marketing

Management, Vol. 29 No. 5,pp 441-459.

Berezai, P., 2000, B2B on the Internet: 2000-

2005, London: Datamonitor PLC

Borders, A.L., Jonston, W.J., and Rigdon, E.E.,

2001, Beyond the Dyad: Electronic      Commerce

and Network Perspectives in Industrial Marketing

Management, Industrial Marketing Management,

Vol, 30 No. 2, pp199-205.

Chaffy, D., Mayer, R., Johnston, K., and Ellis-

Chadwick, F., 2000, Internet Marketing:Strategy,

Implementation, and Practice, England: Prentice

Hall.

Chan, C. and Swatman, P.M.C., 2000, From EDI to

Internet Commerce: The BHL Steel Experiences,

Internet Research: Electronic Networking

Applications and Policy, Vol. 10, No. 1, pp72-82.

Chau, P.Y., 1996, An Empirical Assessment of a

Modified Technology Acceptance Model, Journal

of Management Information Systems, Vol. 13 No.

2, pp185-204.

Cheung, W., Chang, M.T., and Lia, V.S., 2000,

Prediction of Internet and World Wide Web Usage

at Work: a Test of an Extended Triandis Model,

Decision Support Systems, Vol. 30, pp 83-100.

Cooper, R.B. and Zmud, R.W., 1990, Information

Technology Implementation Research: A

Technological Diffusion Approach, Management

Science, Vol. 36,No. 2,pp 123-139.

Cronin, M.J., 1996a, Global Advantage on the

Internet, New York: Van Nostrand Reinhold.

Cronin, M.J., 1996b, The Internet Strategy

Handbook: Lessons from the New Frontier of

Business, Harvard Business School Press, Boston,

MA.

Davis, F.D., 1989, Perceived Usefulness, Perceived

Ease of Use, and User Acceptance of Information

Technology, MIS Quarterly, Vol. 13 No. 3,pp319-

340.

Davis, F.D., Bagozzi, R.P., and Warshaw, P.R., 1989,

User Acceptance of Computer Technology: A

Comparison of Two Theoretical Model,

Management Science, Vol. 35 No. 8,pp982-1003.

DeLone, W.H. and McLean, E.R., 1992,

Information Systems Success: The Quest for The

Dependent Variable, Information Systems

Research, Vol. 3 No.1, pp60-95.

Drury, D.H and Farhoomand, A, 1996, Innovation

Adoption of EDI, Information Resources

Management Journal, Vol. 9 No. 3,pp5-13.

Evans, J.R. and King, V.E., 1999, Business to

Business Marketing and the World Wide Web:

Planning, Marketing and Assessing Web Sites,

Industrial Marketing Management, Vol. 28 No 4,

pp 343-358.

Fenech, T., 1998, Using Perceived Ease of Use and

Perceived Usefulness to Predict Acceptance of the

World Wide Web, Computer Networks & ISDN

Systems, Vol. 30, pp629-630.

Fishbein, M. and Ajzen, I., 1975, Belief, Attitude,

Intention and Behaviour: An Introduction to

Theory and Research, Addison-Wesley, Reading,

MA.

Gatticker, U.E., Perlusz, S., and Bohmann, K.,

2000, Using the Internet for B-to-B Activities: a

Review and Future Direction for Research, Internet

Research Electronic: Networking Application and

Policy, Vol. 10,No. 2,pp126-140.

Gefen, D. and Straub, D.W., 1997, Gender

Differences in the perception and use of E-mail:

An Extension to the Technology Acceptance

Model, MIS Quarterly, Vol. 21 No.4, pp 389-400

Ghorab, K.E., 1997, The Impact of Technology

Acceptance Consideration on System Usage, and

Adopted Level of Technological Sophistication: An

Empirical  Investigation, International Journal of

Information Management, Vol. 17 No. 4, pp 249-

259.

13

WO R K I N G PA P E R S E R I E S



Higgins, S.H. and Hogan, P.T., 1999, Internal

Diffusion of High Technology Industrial

Innovations: An Empirical Study, Journal of

Business and Industrial Marketing, Vol. 14 No. 1,

pp 61-75.

Hoffman, D.L., Novak, T.P., and Chatterjee, P.,

1995, Commercial Scenarios for the Web:

Opportunities and Challenges, Journal of

Computer-Mediated Communication, Vol1 No

3,pp1-19.

Hollensen, S., 2001, Global Marketing: A market-

responsive approach, 2 ed, England: Pearson

Education Limited.

Igbaria, M., Guimaraes, T., and Davis, G.B., 1995,

Testing the Determinants of Microcomputer Usage

via a Structure Equation Model, Journal of

Management Information Systems, Vol. 11 No. 4,

pp 87-114.

Igbaria, M., Zinatelli, N., Gragg, P., and Cavaye, A.,

1997, A Personal Computing Acceptance Factors

in Small firms: A Structural Equation Model, MIS

Quarterly, Vol. 28 No.2, pp 357-389.

Kalakota, R. and Whinston, A.B., 1996, Frontiers

of Electronic Commerce, Addition-Wesley

Publishing Company, Inc.

Karahanna, E. and Straub, D.W., 1999, The

Psychological Origins of Perceived Usefulness and

Ease-of-Use, Information Management, Vol. 35,

pp237-250.

Lederer, A. L., Maupin, D.J., Sena, M.P., and

Zhuang, Y., 2000, The Technology Acceptance

Model and the World Wide Web, Decision Support

Systems, Vol. 29, pp 269-282.

Lin, J. C. and Lu, H., 2000, Towards an

Understanding of the Behavioural Intention to

Use a Web Site, International Journal of

Information Management, Vol. 20, pp 197-208.

Moon, J. and Kim, Y., 2001, Extending the TAM

for a World-Wide-Web Context, Information &

Management, Vol. 38, pp 217-230.

Moore, G.C., 1996, Integration Diffusion of

Innovations and Theory of Reasoned action

Models to predict Utilization of information

Technology by End-Users, in Diffusion and

Adoption of Information Technology, London:

Chapman&Hall.

Moore, G.C. and Benbasat, I, 1991, Development

of an Instrument to Measure the Perceptions of

Adopting an Information Technology Innovation,

Information Systems Research, Vol. 2 No. 3,

pp192-223.

Mougayer, W., 1998, Opening Digital Markets:

Battle Plans and Strategies for Internet Commerce,

2nd ed, New York: Commerce Net Press, McGraw-

Hill.

Poon, S. and Swatman, P.M.C., 1998, A Combined

Method Study of Small Business Internet-

Commerce, International journal of Electronic

Commerce, Vol. 2 No. 3,pp31-46.

Porter, M.E., 2001, Strategy and the Internet,

Harvard Business Review, Vol.79 No. 3, pp 63-78.

Rogers, E.M., 1983, The Diffusion of Innovations,

3rd ed, New York: Free Press

Rogers, E.M., 1995, The Diffusion of Innovations,

4th ed, New York: Free Press

Rose, G. and Straub, D., 1998, Predicting General

IT Use: Applying TAM to the Arabic World, Journal

of Global Information Management, Vol. 6 No. 3,

pp39-47.

Simeon, R., 1999, Evaluating Domestic and

International Web-Site Strategies, Internet

Research: Electronic Networking Applications and

Policy, Vol. 9 No. 4, pp 297-308.

Skinner, S., 1999, Business-to-Business E-

Commerce: Investment Perspective, London:

Durlacher Ltd.

Soh, C, Mah, Q.Y., Gan, F.J., Chew, D., and Reid, E.,

1997, The Use of the Internet for Business:

Experience of Early Adaptors in Singapore,

Internet Research: Electronic Networking

Applications and Policy, Vol. 7,No. 3, pp 217-228.

Straub, D.W., Limayen, M., and Karahanna, E.,

1995, Measuring System Usage:Implecations for

IS Theory Testing, Management Science, Vol .41

No.8, pp1328-1342.

Straub, D.W. and Brenner, W.H., 1997, Testing the

Technology Acceptance Model Across Cultures: A

Three Country Study, Information & Management,

Vol.33 No.1, pp 1-11.

14

WO R K I N G PA P E R S E R I E S



Teo, T.S.H., Tan, M., and Buk, W.K., 1999, Intrinsic

and Extrinsic Motivation in Internet Usage,

Omega, Vol. 27, pp 25-37.

Tornatzky, L. G. and Klein, K. J., 1982, Innovation

Characteristics and Innovation Adoption-

Implementation: A Meta Analysis of Findings,

IEEE Transactions on Engineering Management,

Vol. 29 No. 1, pp 28-45.

Venkatesh, V. and Davis, F.D., 1996, A Model of

the Antecedents of Perceived Ease of Use:

Development and Test, Decision Science, Vol. 27

No. 3, pp451-481.

Venkatraman, N. and Zaheer, A., 1990, Electronic

Integration and Strategic Advantage: A Quasi-

Experimental Study in the Insurance Industry,

Information Systems Research, Vol. 1 No. 4, pp

377-393.

15

WO R K I N G PA P E R S E R I E S



LIST OF WORKING PAPER TITLES

2002

02/12 – Zahid Hussain & Donal Flynn

Validating the Four-Paradigm Theory of Information Systems Development

02/11 – Alexander T Mohr & Simone Klein

The Adjustment of American Expatriate Spouses in Germany – 

A Qualitative and Quantative Analysis

02/10 – Riyad Eid & Myfanwy Trueman

The Adoption of The Internet for B-to-B International Marketing

02/09 – Richard Pike & Nam Cheng

Trade Credit, Late Payment and Asymmetric Information

02/08 – Alison J Killingbeck & Myfanwy M Trueman

Redrawing the Perceptual Map of a City

02/07 – John M T Balmer

Corporate Brands: Ten Years On – What’s New?

02/06 – Dr Abdel Moniem Ahmed & Professor Mohamed Zairi

Customer Satisfaction: The Driving Force for Winning Business

Excellence Award

02/05 – John M T Balmer & Stephen A Greyser

Managing the Multiple Identities of the Corporation

02/04 – David Philip Spicer

Organizational Learning & The Development of Shared Understanding:

Evidence in Two Public Sector Organizations

02/03 – Tamar Almor & Niron Hashai

Configurations of International Knowledge-Intensive SMEs:

Can the Eclectic Paradigm Provide a Sufficient Theoretical Framework?

02/02 – Riyad Eid, Myfanwy Trueman & Abdel Moniem Ahmed

The Influence of Critical Success Factors on International Internet

Marketing

02/01 – Niron Hashai

The Impact of Distance Sensitivity and Economics of Scale on the

Output and Exports of Israel and its Arab Neighbours

2001

01/18 – Christopher M Dent

Transnational Capital, the State and Foreign Economic Policy:

Singapore, South Korea and Taiwan

01/17 – David P Spicer & Eugene Sadler-Smith

The General Decision Making Style Questionnaire:

A Comfirmatory Analysis

01/16 – David P Spicer

Expanding Experimental Learning: Linking Individual and

Organisational learning, Mental Models and Cognitive Style

01/15 – E Grey & J Balmer

Ethical Identity; What is it? What of it?

01/14 – Mike Talyes & Colin Drury

Autopsy of a Stalling ABC System: A Case Study of Activity Based Cost

Management and Performance Improvement

01/13 – N Esho, R Zurbruegg, A Kirievsky & D Ward

Law and the Deminants of International Insurance Consumption

01/12 – J Andrews Coutts & Kwong C Cheug

Trading Rules and Stock Returns: Some Preliminary Short Run Evidence

from the Hang Seng 1985-1997

01/11 – D McKechnie & S Hogarth-Scott

Linking Internal Service Encounters and Internal Transactions: Unravelling

Internal Marketing Contract Workers

01/10 – M Webster & D M Sugden

Operations Strategies for the Exploitation of Protected Technology: Virtual

Manufacture as an Alternative to Outward licensing

01/09 – Axèle Giroud

Buyer-Supplier Transfer and Country of Origin: An Empirical Analysis of

FDI in Malaysia

01/08 – Damian Ward

Do Independent Agents Reduce Life Insurance Companies’ Free Cash Flow?

01/07 – Daragh O’Reilly

Corporate Images in ‘Jerry Maguire’: A Semiotic Analysis

01/06 – Tony Lindley & Daragh O’Reilly

Brand Identity on the Arts Sector

01/05 – M Trueman, J Balmer & D O’Reilly

Desperate Dome, Desperate Measures! Managing Innovation at London’s

Millennium Dome

01/04 – M Trueman, M Klemm, A Giroud & T Lindley

Bradford in the Premier League? A Multidisciplinary Approach to

Branding and Re-positioning a City 

01/03 – A Harzing

Self Perpetuating Myths and Chinese Whispers

01/02 – M Webster

Supply Systems Structure, Management and Performance:

A Research Agenda

01/01 – A Harzing

Acquisitions Versus Greenfield Investments: Exploring the Impact of the

MNC’s International Strategy

2000

0031 – John Ritchie & Sue Richardson

Leadership and Misleadership in Smaller Business Governance

0030 – Mary Klemm

Tourism and Ethnic Minorities in Bradford: Concepts and Evidence

0029 – (not available)

0028 – (not available)

0027 – Axèle Giroud

Determinant Factors of the Degree of Supply-Related Technology Transfer:

A Comparative Analysis Between Asian Affiliates

0026 – A Cullen, M Webster & A Muhlemann

Enterprise Resource Planning (ERP) Systems: Definitions, Functionality and

the Contribution to Global Operations

0025 – B Chennoufi & M Klemm

Managing Cultural Differences in a Global Environment

0024 – (not available)

0023 – Simon Best & Devashish Pujari

Internet Marketing Effectiveness:

An Exploratory Examination in Tourism Industry

0022 – Dr Myfanwy Tureman

Divided Views, Divided Loyalties: Changing Customer Perceptions by Design

0021 – Yasar Jarrar

Becoming World Class Through a Culture of Measurement

0020 – David Spicer & Eugene Sadler-Smith

Cognitive Style & Decision Making

0019 – Z J Radnor & R Boaden

A Test for Corporate Anorexia

0018 – (not available)

0017 – Peter Prowse

Public Service Union Recruitment Workplace Recovery or Stagnation in

a Public Services Union? Evidence From a Regional Perspective

0016 – Yasar F Jarrar & Mohamed Zairi

Best Practice Transfer for Future Competitiveness:

A Study of Best Practices

0015 – Mike Tayles & Colin Drury

Cost Systems and Profitability Analysis in UK Companies: Selected

Survey Findings

0014 – B Myloni & A Harzing

Transferability of Human Resource Management Practices Across

Borders: A European Reflection on Greece 

0013 – (not available)

0012 – Nick J Freeman

Asean Investment Area: Progress and Challenges

0011 – Arvid Flagestad & Christine A Hope

A Model of Strategic Success in Winter Sports Destinations:

the Strategic Performance Pyramid

0010 – M Poon, R Pike & D Tjosvold

Budget Participation, Goal Interdependence and Controversy:

A Study of a Chinese Public Utility

0009 – Patricia C Fox, John M T Balmer & Alan Wilson

Applying the Acid Test of Corporate Identity Management

0008 – N Y Ashry & W A Taylor

Information Systems Requirements Analysis in Healthcare:

Diffusion or Translation?

0007 – T Lindley, D O’Reilly & T Casey

An Analysis of UK Television Advertisements for Alcohol

0006 – Eric Lindley & Frederick Wheeler

The Learning Square: Four Domains that Impact on Strategy

0005 – K K Lim, P K Ahmed & M Zairi

The Role of Sharing Knowledge in Management Initiatives

16

WO R K I N G PA P E R S E R I E S



0004 – C De Mattos & S Sanderson

Expected Importance of Partners’ Contributions to Alliances in 

Emerging Economies: A Review

0003 – A Harzing

Acquisitions Versus Greenfield Investments: Both Sides of the Picture

0002 – Stuart Sanderson & Claudio De Mattos

Alliance Partners’ Expectations Concerning Potential Conflicts and

Implications Relative to Trust Building

0001 – A Harzing

An Empirical Test and Extension of the Bartlett & Ghoshal Typology of

Multinational Companies

1999

9922 – Gerry Randell & Maria del Pilar Rodriguez

Managerial Ethical Behaviour

9921 – N Y Ashry & W A Taylor

Requirements Analysis as Innovation Diffusion: A Proposed

Requirements Analysis Strategy for the Development of an Integrated

Hospital Information Support System

9920 – C Hope

My Way’s The Right Way! Or, With Particular Reference to Teaching on

Tourism Courses, is ‘Best Practice’ in Operations Management

Dependent Upon National Culture?

9919 – A Harzing

Of Bumble-Bees and Spiders: The Role of Expatriates in Controlling

Foreign Subsidiaries

9918 – N Y Ashry & W A Taylor

Who will take the Garbage Out? The Potential of Information

Technology for Clinical Waste Management in the NHS

9917 – D O’Reilly

Nice Video(?), Shame about the Scam… Paedagogical Rhetoric Meets

commercial Reality at Stew Leonard’s

9916 – A Harzing

The European Monolith: Another Myth in International Management?

9915 – S MacDougall & R Pike

The Influence of Capital Budgeting Implementation on Real Options: 

A Multiple-Case Study of New Technology Investments

9914 – C Pass, A Robinson & D Ward

Performance criteria of Corporate Option and Long-Term Incentive Plans:

A Survey of 150 UK Companies 1994-1998

9913 – R Beach, A P Muhlemann, D H R Price, J A Sharp & A Paterson

Strategic Flexibility and Outsourcing in Global Networks

9912 – H M stewart, C A Hope & A P Muhlemann

The Legal Profession, Networks and Service Quality

9911 – J F Keane

Design and the Management Paradigms of Self-Organisation

9910 – D O’Reilly

On the Precipice of a Revolution with Hamel and Prahalad

9909 – S Cameron & D Ward

Abstinence, Excess, Success?: Alcohol, Cigarettes, Wedlock & Earnings

9908 – M Klemm & J Rawel

Eurocamp – Strategic Development and Internationalisation in a

European Context

9907 – M Webster & R Beach

Operations Network Design, Manufacturing Paradigms

and the Subcontractor

9906 – D Ward

Firm Behaviour and Investor Choice: A Stochastic Frontier Analysis of

UK Insuramce

9905 – D Ward, C Pass & A Robinson

LTIPS and the Need to Examine the Diversity of CEO Remuneration

9904 – C Smallman

Knowledge Management as Risk Management: The Need for Open

Corporate Governance

9903 – R Beach, D Price, A Muhlemann & J Sharp

The Role of Qualitative Research in the Quest for Strategic Flexibility

9902 – N Hiley & C Smallman

Predicting Corporate Failure: A Literature Review

9901 – M Trueman

Designing Capital: Using Design to Enhance 

and Control Technological Innovation

1998

9826 – A Harzing

Cross-National Industrial Mail Surveys: Why do Response Rates Differ

Between Countries?

9825 – B Dewsnap and D Jobber

The Sales-Marketing Interface: A Synthesis of Theoretical Perspectives

and Conceptual Framework

9824 – C De Mattos

Advantageous Exectutives’ Characteristics in Establishing Biotechnology

Alliances in an Emerging Economy: The Case of Brazil

9823 – C A Howorth

An Empirical Examination of the Usefulness of the Cash Conversion Cycle

9822 – A Harzing

Who’s in Charge? An Empirical Study of Executive Stafiing Practices in

Foreign Subsidiaries

9821 – N Wakabayashi & J Gill

Perceptive Differences in Interorganizational Collaboration and

Dynamics of Trust

9820 – C Smallman

Risk Perception: State of the Art

9819 – C Smallman

The Breadth of Perceived Risk: Why Integrated Risk Management of

Health, Safety & Environmental Risks is only the End of the Beginning

9818 – P S Budhwar, A Popof & D Pujari

Evaluating Sales Management Training at Xerox in Greece: 

An Exploratory Study

9817 – W A Taylor

An Information-Based Perspective on 

Knowledge Capture in Business Processes

9816 – S Hogarth-Scott

Category Management Relationships: 

Is it Really Trust Where Choice is Limited?

9815 – W A Taylor

Sustaining Innovation in Organisations: Managing the Intangibles 

A Study of TQM Implementation in Northern Ireland Organisations

1991-1996

9814 – M Webster, A Muhlemann and C Alder

Subcontract Manufacture in Electronics Assembly: 

A Survey of Industry Practice

9813 – M J S Harry

Is Object-Orientation Subject-Oriented?: Conflicting and 

Unresolved Philosophies in Object-Oriented Information 

Systems Development Methodology

9812 – J Jackson

The Introduction of Japanese Continuous Improvement Practices to a

Traditional British Manufacturing Site: The Case of RHP Bearings

(Ferrybridge)

9811 – C De Mattos

A Comparative Study Between Perceptions of British and German

Executives, in the Biotechnology Sector, Relative to Potential Future

Contributions of Greatest Importance to and from Transnational

Alliance Partners in Emerging Economies

9810 – J Martin-Hirsch & G Wright

The Cost of Customer Care – A Value Analysis of Service Delivery

Approaches

9809 – J Martin-Hirsch & G Wright

A Service Provider’s View of Success Factors in Alternative Service

Stategies

9808 – J Martin-Hirsch & G Wright

A Professional’s Evaluation of Alternative Service Delivery Regimes for

Customer Care and Satisfaction

9807 – J Martin-Hirsch & G Wright

A User’s Perspective of Alternative Service Delivery: A Comparative

Study of the Evaluation of Service Strategies

9806 – J Martin-Hirsch & G Wright

The Case for Choice in Health Care: A Comparison of Traditional and

Team Midwifery in Effective Service Provision

9805 – M Woods, M Fedorkow amd M Smith

Modelling the Learning Organisation

9804 – W A Taylor

An Action Research Study of Knowledge Management in Process Industries

9803 – C Singleton

Quantitative and Qualitative – Bridging the Gap Between Two

Opposing Paradigms

17

WO R K I N G PA P E R S E R I E S



9802 – R McClements & C Smallman

Managing in the New Millennium: Reflections on Change, Management and

the Need for Learning

9801 – P Eyre & C Smallman

Euromanagement Competencies in Small and Medium Sized Enterprises:

A Development Path for the New Millenium

1997

9729 – C Smallman

Managerial Perceptions of Organisational 

Hazards and their Associated Risks

9728 – C Smallman & D Weir

Managers in the Year 2000 and After: A Strategy for Development

9727 – R Platt

Ensuring Effective Provision of Low Cost Housing Finance in India: 

An In-Depth case Analysis

9726 – (not available)

9725 – (not available)

9724 – S Estrin, V Perotin, A Robinson & N Wilson

Profit-Sharing Revisited: British and French Experience Compared

9723 – (not available)

9722 – R Beach, A P Muhlemann, A Paterson, D H R Price and J A Sharp 

Facilitating Strategic Change in Manufacturing Industry

9721 – R Beach, A P Muhlemann, A Paterson, D H R Price and J A Sharp

The Strategy Options in Manufacturing Industry: Propositions Based on

Case Histories

9720 – A Giroud

Multinational Firms Backward Linkages in Malaysia: A Comparison

between European and Asian Firms in the Electrical and Electronics Sector

9719 – L Kening

Foreign Direct Investment in China: Performance, Climate and Impact

9718 – H Mirza

Towards a Strategy for Enhancing ASEAN’s Locational Advantages for

Attracting Greater Foreign Direct Investment

9717 – B Summers & N Wilson

An Empirical Study of the Demand for Trade Credit in UK

Manufacturing Firms

9716 – R Butler & J Gill

Reliable Knowledge and Trust in Partnership Formation

9715 – R Butler 

Stories and Experiments in Organisational Research

9714 – M Klemm & L Parkinson

British Tour Operators: Blessing or Blight

9713 – C A Hope

What Does Quality Management Mean for 

Tourism Companies and Organisations?

9712 – S Hogarth-Scott & P Dapiran

Do Retailers and Suppliers Really have Collaborative Category

Management Relationships?: Category Management Relationships in

the UK and Australia

9711 – C De Mattos

The Importance of Potential Future Contributions from/to Transnational

Joint Venture Partners: Perception of Brazilian Managing Directors and

Specialists Linked to Biotechnology

9710 – N T Ibrahim & F P Wheeler

Are Malaysian Corporations Ready for Executive Information Systems?

9709 – F P Wheeler & A W Nixon

Monitoring Organisational Knowledge in Use

9708 – M Tayles & C Drury

Scoping Product Costing Research: A Strategy for Managing the Product

Portfolio – Cost System Design

9707 – N Wilson, B Summers & C Singleton

Small Business Demand for Trade Credit, Credit Rationing and the Late

Payment of Commercial Debt: An Empirical Study

9706 – R Beach, A P Muhlemann, A Paterson, D H R Price & J A Sharp

The Management Information Systems as a Source of Flexibility: 

A Case Study

9705 – E Marshall

Business Ethics: The Religious Dimension

9704 – M Wright, N Wilson & K Robbie

The Longer Term Effects of Management-Led Buy-Outs

9703 – G Hopkinson & S Hogarth Scott

Quality of Franchise Relationships: The Implications of Micro Economic

Theories of Franchising

9702 – G C Hopkinson & S Hogarth-Scott

Channel Conflict: Critical Incidents or Telling Tales. 

Methodologies Compared

9701 – K Watson, S. Hogarth-Scott & N Wilson

Marketing Success Factors and Key Tasks in Small Business Development

1996

9619 – B Summers & N Wilson

Trade Credit Management and the Decision to use Factoring: 

An Empirical Study

9618 – M Hiley & H Mirza

The Economic Prospects of ASEAN : The Role of AFTA in the Future

Development of the Region

9617 – A Brown

Prospects for Japanese Foreign Direct Investment in Thailand

9616 – H Mirza, K H Wee & F Bartels

The Expansion Strategies of Triad Corporations in East Asia

9615 – M Demirbag & H Mirza

Inter-Partner Reliance, Exchange of Resources & Partners’ Influence on

J’V’s Strategy

9614 – R H Pike & N S Cheng

Motives for Investing in Accounts Receivable: Theory and Evidence

9613 - R H Pike & N S Cheng

Business Trade Credit Management: Experience of Large UK Firms

9612 – R Elliott, S Eccles & K Gournay

Man Management? Women and the Use of Debt to Control 

Personal Relationships

9611 – R Elliott, S Eccles & K Gournay

Social Support, Personal Relationships & Addictive Consumption

9610 – M Uncles & A Manaresi

Relationships Among Retail Franchisees and Frachisors: 

A Two-Country Study

9609 – S Procter

Quality in Maternity Services: 

Perceptions of Managers, Clinicians and Consumers’

9608 – S Hogarth-Scott & G P Dapiran

Retailer-Supplier Relationships: An Integrative Framework Based on

Category Management Relationships

9607 – N Wilson, S Hogarth-Scott & K Watson

Factors Contributing to Entrepreneurial 

Success in New Start Small Businesses

9606 – R Beach, A P Muhlemann, A Paterson, D H R Price & J A Sharp

The Evolutionary Development of the Concept Manufacturing Flexibility

9605 – B Summers

Using Neural Networks for Credit Risk Management: 

The Nature of the Models Produced

9604 – P J Buckley & M Carter

The Economics of Business Process Design: Motivation, Information &

Coordination Within the Firm

9603 – M Carter

Is the Customer Always Right? 

Information, Quality and Organisational Architecture

9602 – D T H Weir

Why Does the Pilot Sit at the Front? And Does it Matter?

9601 – R A Rayman

A Proposal for Reforming the Tax System

1995

9506 – A L Riding & B Summers

Networks that Learn and Credit Evaluation

9505 – R A Rayman

The Income Concept: A Flawed Ideal?

9504 – S Ali & H Mirza

Market Entry Strategies in Poland: A Preliminary Report

9503 – R Beach, A P Muhlemann, A Paterson, D H.R Price & J A Sharp

An Adaptive Literature Search Paradigm

9502 – A S C Ehrenberg & M Uncles 

Direchlet-Type Markets: a Review, Part 2: Applications & Implications

9501 – M Uncles & A S C Ehrenberg

Direchlet-Type Markets: A Review, Part 1: Patterns and Theory

18

WO R K I N G PA P E R S E R I E S



1994

9411 – R A Rayman

The Real-Balance Effect Fallacy and The Failure of Unemployment Policy

9410 – R A Rayman

The Myth of ‘Says’ Law

9409 not issued

9408 not issued

9407 not issued

9406 not issued

9405 – F Bartels & N Freeman

Multinational Enterprise in Emerging Markets: International Joint

Ventures in Côte D’Ivoire Vietnam

9404 – E Marshall

The Single Transferable Vote – A Necessary Refinement Abstract

9403 – G R Dowling & M Uncles

Customer Loyalty programs: Should Every Firm Have One?

9402 – N Wilson, A Pendleton & M Wright

The impact of Employee Ownership on Employee Attitudes: 

Evidence from UK ESOPS

9401 – N Wilson & M J Peel

Working Capital & Financial Management 

Practices in the Small Firm Sector

1993

9310 – R Butler, L Davies, R Pike & J Sharp

Effective Investment Decision-Making: The Concept and its

Determinants no longer available

9309 – A Muhlemann, D Price, M Afferson & J Sharp

Manufacturing Information Systems as a Means for Improving 

the Quality of Production Management Decisions in Smaller

Manufacturing Enterprises

9308 – F P Wheeler, R J Thomas & S H Chang

Towards Effective Executive Information Systems

9307 – F P Wheeler, S H Chang & R J Thomas

The Transition from an Executive Information System to Everyone’s

Information System: Lessons from a Case Study

9306 – S H Chang, F P Wheeler & R J Thomas

Modelling Executive Information Needs

9305 – S. Braga Rodrigues & D Hickson

Success in Decision Making: Different Organisations, 

Differing Reasons for Success.

9304 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price

Ideology, Technology and Effectiveness

9303 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price

Strategy, Structure and Technology

9302 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price

Competitive Strategies and New Technology 

9301 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price

Investing in New Technology for Competitive Advantage

Copies of the Proceedings of the Arab Management Conferences are

available for purchase at a cost of £40.00 per volume.

Copies of the above papers can be obtained by contacting the Research

Secretary at the address below:

Bradford University School of Management

Emm Lane

Bradford

West Yorkshire

BD9 4JL

Tel: 01274 234323 (mornings only)

Fax: 01274 546866

19

WO R K I N G PA P E R S E R I E S


