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Abstract

The purpose of this paper is to explore how thérnetogy acceptance model can be used as
an alternative approach to the study of onlineti@iahip marketing quality in business-to-
business relationships. The academic literatureewewvoffers an understanding of how
marketing relationship quality can be measured.r@hig dearth of research in the area of
measuring online business-to-business relationships originality of this paper comes from
examining online relationships between banks amallssand medium enterprise (SMES) in an
emerging economy, where SMEs in Jordan are botlurnars of financial service offered by
Banks, and prospective partners working with thenkBdo benefit both parties. An
understanding of the factors affecting the decismadopt internet technology and how this
adoption can affect the quality of the overall SE&Rk relationship is discussed in this
paper. An extensive review of the normative literaton both relationship marketing and
TAM, provides a unique perspective for exploring tiuality of marketing relationships in an
internet context using TAM.

Keywords: Business Relationship marketing; Technology Acceptance Model; Internet;
Banking sector.

1 INTRODUCTION

It has been argued that for businesses competirigeimew millennium without internet-
enabled capabilities will be similar to trying torapete today without a sales force or a
telephone (Ramsey and McCole, 2005). There has besre debate about the limited
knowledge available concerning the adoption ofimiation and communication technologies
by SMEs (Shiels et al., 2003). Over the past feargethe relationship between SMEs and
information and communication technologies has heube explored in a greater depth
(Shiels et al., 2003). These studies resultedinesauthors calling for an established criteria
for measuring the use of internet-based electromiecmerce (Kaynak et al., 2005).

Most SME’s are not able to adapt transaction margetechniques due to their limited
customer base, restricted marketing ability andabk of formalised planning (Zontanos and
Anderson, 2004). Relationship marketing offers ahiernative that is heavily influenced by
the advancements in the Internet and informatiahrielogy (Sheth, 2002). Internet-based
relationships seem to be sufficiently differentnfrdraditional relationships; something that
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requires specialized management attention (Colgjadé, 2005). Furthermore, adoption of e-
business by SMEs varies by type of industry. Pulducation and charitable sectors were
found to have the lowest adoption rates, while gssional services sector had very high
adoption levels (Koh and Maguire, 2004).

The paper is structured as follows: the first paill present the background by
contextualising the study of online business-toitess relationships in Jordan, between
banks and SMEs. The literature review of interngppdion; the quality of business-to-
business relationships; and how relationships bEtvirisiness partners may be influenced by
internet adoption, will be summarised. A revisioh how relationship quality has been
previously conceptualized will be provided and plager will discuss and asses dimensions of
the relationship-quality that are more applicalolenline business-to-business relationships.
Finally, a high level conceptual model that linkgernet adoption factors and their impact on
the overall quality of marketing relationships whlé developed with recommendations for
further investigation and development.

2 BACKGROUND: JORDANIAN SME - BANK RELATIONSHIP

Inefficient financial markets are a characteristianany transitional and emerging countries.
Typically, the lack of availability of equity andedlits affects mainly SMEs as well as micro
enterprises (Pohl Consulting & Associates, 2007¢prl@/demand for external financing and

venture capital amongst new and growing SMEs irsg@anoticeably over the past ten years.
Current estimates show that 99% of the Jordani@mmauy is made up of SMEs and it is

increasingly difficult for them to stay within theonstraints of self-financing (Jordanian

Ministry of Planning & International CooperationQ@7). Therefore, SMEs need to struggle
for capital from external sources. Consequentlydaoian SMEs cannot realise their growth
potential due to the insufficient access to extefmancing and lack of financial services

(Jordan Ahli Bank, 2007).

Banks worldwide play a critical role in creatingbasic level of access to capital for
businesses. The Jordanian banking sector is wadlity reluctant to lend to SMEs for the
financing of new investment because of a percelaek of collateral. This concern has been
addressed by setting up a loan guarantee schemM® & P2007).Yet, access to finance in
Jordan remains underdeveloped. Loans, when avajlabé expensive for businesses and so
the cost of capital is high. As stated by one exher biggest problem is the banking sector's
inability to do “project-based lending” (Jordanidviinistry of Planning & International
Cooperation, 2007).

SMEs require a completely different approach tharparate lending which Commercial
Banks in the Arab world , to a large extent, arerenmvolved in (Small & Medium
Enterprises Center, 2007). Many banks in Jordamearegnizing the profitability of lending
to small and medium enterprises and taking stefmuild their SME banking business. In a
symposium for Jordanian bankers, participatingitunsbns agreed to pay closer attention to
financing SMEs. They developed a time-tested besttiges blueprint for SME banking, but
major omissions include the fact that this bluapdoes not address systemic issues, changes
to the socioeconomic and regulatory infrastructudhe Planning and International
Cooperation Minister, Suhair Al-Ali, who addressttte symposium, stressed that more
attention must be paid to the SMEs sector in otdeasure sustainable development of the
national economy and create more jobs for citiZ&he Jordan Times, 2005).
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Consequently, the relationship between JordaniafesSkihd Banks is very important and
distinct. SMEs are a unique segment with greatmi@te They need tailored and focused
attention from banks. The fact that they accoumtafconsiderable percentage of the total
number of companies makes them very important éspeto the Jordanian economy.

3 INTERNET ADOPTION

Adoption and implementation of new technologiegssential to the survival and growth of
the small business sector (Martin and Matlay, 200hg main incentives behind the adoption
of technology relate to: the lower costs and lovigks involved; the improved relationships
with customers and suppliers; and the increasetraoover distribution and marketing of

products (Fillis et al., 2003). The commitment eh®r management is a well known driving
force in the adoption and exploitation of technglodhrough the creation of senior

management technology champions within the orgtaiséShiels et al., 2003).

In a review of the literature, Ramsey and McCole0&) identified five major factors that

were found to affect the “early” adoption of newchaologies including: negative mindsets
regarding the technological/regulatory environmettie nature of the service; staff
development/human resource issues; market-orientagind the macro-environment. In the
case of e-commerce adoption, SMEs are adopting & defensive reaction in order not to
lose their competitive position and “not to be le¢hind” (Wagner et al., 2003). Other factors
driving the adoption of e-commerce include: atiragnew customers; improving knowledge
sharing among employees within the firm; improvitige service offered to existing

customers, while reducing or maintaining the cdshat service and the improved supply of
goods, services and information to the firm. Thention to use e-commerce to recruit staff
was found not to be a major driver of e-commeragpéidn (Daniel and Wilson, 2002).

The adoption of technology by the banking sectqragticularly important. The key reasons
observed in the literature for banks moving to atine model, are mainly cost savings for
banks through improved efficiencies and digitisatiof services, rather than delivery of
physical services; and through and the move tostomised and personalised self-service
model which reduces time and effort of the tradiéibbranch banking (Jaruwachirathanakul
and Fink, 2005). Kolodinsky et al. (2004) found ttfiactors affecting the adoption of e-
banking included: relative advantage (conveniencepmpatibility, simplicity, and
observability which are consistent with the factofsmproving efficiencies, customisation
and personalisation. According to Doherty et aD0@), organizational and technological
factors are more important than environmental fadtothe adoption of the internet.

It has been suggested that SMEs’ adoption of ieteteachnologies follow a sequence of
stages (Saaksjarvi, 2003) in line with tBéages of growth modelwhich describes the
evolution of information technology in organisatsorirst introduced by Nolan (1979). The
early stages of internet adoption are typicallyrabterised by gaining access to the internet
followed by using relatively simple technologiesg(ee-mail), while in the most mature stages
the company web site is fully integrated with tharious back office systems such as
enterprise resource planning (ERP), customer ogship management (CRM), and
integrated supply chain management (SCM) applinati®lendo and Fitzgerald, 2005). In
order to understand the adoption of the internemore detail, the technology acceptance
model will be used here as a foundation for devetpphe model to represent online
business-to-business relationships.
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4 TECHNOLOGY ACCEPTANCE MODEL

The technology acceptance model (TAM) was one miiraber of studies that have helped in
providing theoretical frameworks for research ia #tdoption of information technology and
information systems over the last two decades. T#d been used extensively as the basis of
a range of empirical studies. As a result of sdwagpalications and replications it is believed
that TAM is one of the most well-established, rdbysarsimonious, and influential in
explaining IT/IS adoption behaviour and consisteettplains a substantial proportion of the
variance in usage intentions and behaviour (Lwalet 2003, McKechnie et al., 2006,
Lymperopoulos and Chaniotakis, 2005).

TAM has its roots in the theory of reasoned act{®dfRA) which explains individuals'
behaviour on the basis of factors such as belidisimtentions (Ortega et al., 2006). Because
TRA is very general and can virtually explain amyrtan behaviour, Davis introduced TAM
as an adaptation of TRA, specifically designed xpla&n computer usage behaviour in
organisations. TAM hypothesizes that two particletiefs are of primary relevance to
computer acceptance behaviour; namely perceivee edsuse (PEOU) and perceived
usefulness (PU) (Davis et al., 1989). TAM has grbehavioural elements, assuming that
individuals are free to act without limitation wheéimey form their intention to act, these
formed intentions will then be realised as actiommvis (1989) defined “perceived
usefulness” as “the degree to which a person ledig¢liat using a particular system would
enhance his or her job performance”, and perceieade of use” as “the degree to which a
person believes that using a particular system avbel free of effort”. Moreover, “attitude”
can be understood in terms of an individual's fgslior emotions about using the technology,
whereas “intention to use” was understood in teofithe likelihood that an individual would
use the technology in the future (Lymperopoulos @héniotakis, 2005).

Many constraints can be faced in the real worlathsas limited ability, time constraints,
environmental or organizational limits, or uncoosis habits which will limit the freedom to
act (Bagozzi et al., 1992). The process of modgllEOU and PU as distinct constructs
allows researchers to better trace influences lobfathe affecting factors on information
systems acceptance (Pikkarainen et al., 2004, Dda@89). The greater the perceived
usefulness and the perceived ease of use, ther laattepeople's reactions towards the
innovation and the higher their intention to adapt(Hernandez and Mazzon, 2007).
According to TAM, perceived usefulness (PU) anccpted ease of use (PEOU) pressure an
individual's behavioural intention to use a systamich determines actual use (Schaupp and
Carter, 2005).

Extant research has tended to examine user acceptdnthe internet in various contexts
mainly as a dichotomy (adoption/non-adoption), thigeoring the process underlying

adoption (McKechnie et al., 2006). This paper aitos provide insights into factors

determining factors impacting adoption of the in&r by SMEs and how this relates to the
guality of online relationships.

5 RELATIONSHIP QUALITY

Relationship quality arose from theory and reseancthe field of relationship marketing
(Croshy et al., 1990, Dwyer et al., 1987) in whiblk ultimate goal is to strengthen already
strong relationships and to convert indifferent toowers into loyal ones (Berry and
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Parasuraman, 1991). The two main ideas in undelistginrelationship quality are: a)
relationship quality as a multi-dimensional higleenstruct (Woo and Ennew, 2004) that
comprises several distinct but related componentslimensions (Rauyruen and Miller,
2007); b) definition and operationalisation of telaship quality differs from one research
project to another depending on the research cospecific.

Crosby et al. (1990) were among the earliest tatitleand empirically examine dimensions
of relationship quality. They suggested that relaghip quality comprises at least two
dimensions: trust in the salesperson and satiefastith the salesperson. Their work was
criticised based on the generalisability of thgapm@ach since it is predominately based on
customer-company relationships in a certain ingusector where reduction of customer
uncertainty is the main goal (Hennig-Thurau, 2000).

In order to understand relationship quality, inecessary to think about both definitions of
the aggregate construct and assessment of the slimnerthat make up the construct (Wong
and Sohal, 2002). Trust and commitment have beatelwidiscussed in the literature
(Hennig-Thauru and Klee, 1997). Commitment — trisgory was one the first theories
developed in this context, it draws on the politeeonomy paradigm and was developed by
(Morgan and Hunt, 1994). Commitment and trust prmefficiency, productivity, and
effectiveness which lead directly to cooperativehadhgours that are advantageous to
relationship marketing success (Morgan and Hur@4)19

Customer loyalty and (positive) communication bystomer word-of-mouth are two key
relationship marketing outcomes (Hennig-Thurau lgt 2002). The development of close
social relationships ultimately approach what mwn as "psychological loyalty”, which
seems contrary to self-interest (Durkin and Howtgrd®03b). Rosen and Surprenant (1998)
suggest that most studies adopt one or the othémeofwo primary outcome measures of
relationships: satisfaction and quality without adigcussion of the justification for the
choice.

Past studies have shown strong empirical suppoddimg dimensions of commitment, trust,
satisfaction, and loyalty to measure relationshipligy. A number of empirical studies have
found that relationship quality comprised committiesatisfaction, benevolence, and trust
(Bennett and Barkensjo, 2003; Roberts et al., 2Q0&8ga and Eggert, 2006; Rauyruen and
Miller, 2007). Furthermore, these dimensions halge &#een previously empirically tested
and have proved to have predictive validity (Catgand Smith, 2005b).

There are two types of relationship exchange psasethat can be identified using different
terms such as technical and social elements octstal and social bonds. Rao and Perry
(2003) consider the frequently used measures ditgusuch as trust and commitment to be
social bonds and that there are the important kifidsonds which they identify as structural

bonds, which involve economic or technological edais between firms and could include
coordination and interdependency. The internet nmélyience both types of bonds in a

relationship.

Building on past research, this paper proposesréiationship quality comprises of at least

three different but related social dimensions, Whace: trust, commitment and satisfaction.

This selection is based on the literature and issicered to be suitable in the context of

markets in a business-to-business environment.eTtisensions are the essential constructs
in order to describe relationship quality from thestomer's point of view in a business-to-

business context (Walter et al., 2003a).

Proceedings of European and Mediterranean Conference on Information Systems 2007 (EMCl S2007)
June 24-26 2007, Polytechnic University of Valencia, Spain www.emcis.org



Pg 32- 6

However, much of the literature has tended to fooosstudying the social bonds in a
relationship. Some others have identified linkswaein social bonds and technical bonds.
Perry et al. (2002) stresses that social bonds@renore important than technical bonds and
so do not deserve to be researched apart fromitatioonds. Social bonds are “investments
of time and energy that produce positive interpeasaelationships between the partners”,
while technical bonds are built when two compamigapt to each other in some economic or
structural way (Wilson and Mummalaneni, 1986). Titernet may be able to influence both
types of bonds in a relationship (Rao and Perrd320Based on the work of Berry and
Parasuraman, (1991) and according to Harrison-Wadkel Neeley, (2004), relationship
marketing can be practiced on one of three levefedding on the type and number of bonds
that a company uses to foster loyalty.

= Level one is characterized by financial bonds alig#s on pricing incentives to develop
customer loyalty. These are implemented by offeprige discounts or reductions to the
customer and they serve to lower the ‘cost' foctisgomer.

» Level two is characterized by social and finanbiahds and emphasizes personal service,
staying in touch, learning about wants and needd, aistomizing the relationship in
response.

= Level three adds structural bonds are added tamitieand involves providing services
that are valuable and not readily available froheotsources.

A taxonomy of the different levels of relationsigpality bonds, their constructs and their
empirical literary source is summarised in tableThe literature is categorised according to
the three levels created and the main factors r&sed in each of the studies. In this paper,
we have incorporated TAM with the three differeavdls of relationship quality bonds to

develop a high level conceptual model.
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Type of | Sub — constructs Studies that used some of the Band

Bond

Financial | Investments, Profit, Value (Wilson and Jantradi296), (Naude anf

Bonds Buttle, 2000), (Keating et al., 2003),

(Ulaga and Eggert, 2006)

Social Satisfaction, Trusf (Crosby et al., 1990), (Lagace et 4&l.,

Bonds Commitment , Conflict, Loyalty] 1991), (Dorsch et al., 1998), (Rosen {nd
Benevolence, Advocacy,Surprenant, 1998), (Shamdasani nd
Consideration,  UnderstandingBalakrishnan, 2000), (Hennig-Thurau |et
Culture , Ethical profile| al., 2002), (Lang and Colgate, 200B),
Opportunism, sense of unity(Walter et al., 2003b), (Colgate aphd
Identification Smith, 2005a), (Lages et al.,, 200p),

(Farrelly and Quester, 2005), (Grégojre
and Fisher, 2006), (Leonidou et al., 2006),
(Ulaga and Eggert, 2006), (Rauyruen &nd

Miller, 2007)
Structural | Coordination, Communicatiolf (Wilson and Jantrania, 1996), (Huntlgy,
Bonds Power, Adaptation , Cooperatipri998), (Hopkinson and Hogarth-Scqtt,

, Collaboration, Flexibility ] 1999), (Keating et al., 2003), ({Bca et al.
Responsiveness, Orientatiqrg004), (Woo and Ennew, 2004), (Lageg et
Compatibility, Perceivedl al., 2005), (Fynes et al., 2005), (Leonidou
quality, Anticipation | et al., 2006),
Atmosphere, Presentation

6 A MODEL FOR INTERNET ADOPTION EFFECTS ON RELATIONSH IP
QUALITY

The Interactive exchange of information and theteot quality and speed of responses
which are provided by the internet can be a soofceompetitive advantage (Beech et al.,
2000).The ability of the internet to ease inte@mttand communication has led it to be
accepted as a medium for managing relationshipsgé®» and Smith, 2005b). The

communication associated with a relationship allemfermation about the consumer to be
collected and used to customise the relationshifiézings (Colgate and Smith, 2005b). A

key attraction of the internet in this relationaler is the level of interactivity that can exist
between a buyer and a seller (Durkin and Howc@§§§3a). Thus, building a strong Website
adds value for consumers and firms, through theeggion of loyal consumers (Page and
Lepkowska-White, 2002).

The internet has evolved into a new medium for comcating and interacting with
customers opening up a "market space" that is dhaeal-time; global; and accessible (
Heinen, 1996; Arnott and Bridgewater, 2002). Thienmet contributes the main benefits of
convenience, comfort and instant satisfaction (T2@02) all of which are critical factors in
relationship building. A number of characteristibave enabled the internet to have a
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profound impact on marketing communications, namaystant ubiquity, global availability
and efficient transfer of information; interactiit individuality/personalisation; and
integration of communication and transaction (Baatal., 2002, Rowley, 2004)

Assessment of the technology impact on relationstapketing has largely been restricted to
the field of industrial marketing (McGowan et &Q01). The internet can be used effectively
in a B2B marketing context to facilitate interaetireal-time communications and transactions
(Rao and Perry, 2003). For instance, purchasinglg@end services; buying information and
consulting services; submitting requests for prafosand receiving proposals. Business
buyers can use internet-based technologies to mafleemation about available products and

services with relatively low transaction costs, leage and negotiate with suppliers,

implement order fulfilment over communication linksd access post-sales services.

Building on a synthesis of the literature alreagyiewed in this paper, a model for exploring
the relationship between internet adoption by Baakd the affect of this adoption on the
guality of the relationship with their SME customés developed and illustrated in figure 1.

In this instance, we are intending to extend TAMotlgh the refinement of the external
variable.s Aguila-Obra and Padilla-Meléndez, (200@re able to identify the common
external factors relating to internet adoption e titerature, these include: pressure from
competitors, customers or suppliers; the role ofegoment (incentives); partners' alliances;
technological infrastructure; technology ; consuiéa image of Internet technology; and
users' expectations. Factors such as these, aasvaliitural aspects, will be explored in more
detail as to determine their impact on the adoptibtechnology in Jordanian SMEs and how
relationship between business entities and bark®&eing adapted and developed. Thus, this
paper posits that the model in figure 1 fits thekeholders in the Jordanian online markets.
Furthermore, because of the benefits already ifilethtabove, banks in Jordan are more keen
than any other sector to move further online whiirt business customers. This environment
therefore would be an ideal place to test this rhode

Figure (1)
Relationship Quality
Pervieved
U:;E;I!ziss >| Financial Bonds
— Internet
External Variables Technology > | Social Bonds
Adoption

Percieved

i OGEED ,I Technical Bonds
Adapted from (Davis, 1989) —
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7 CONCLUSION

Nearly all of the Jordanian economy is made up MES, and there is a serious problem
which such enterprises face in terms of contindmd@jnance their businesses. It is essential
therefore to understand the kinds of relationshiiag are necessary and the quality of the
relationship needed to advance and mature the balking plays in the growth and
development of SMEs which in turn will be reflectiedthe health of the country’s economy
as a whole.

This paper identified a linkage between the coreyitrelationship quality and internet
technology adoption. Further research is curremtigoing to collect empirical data that will
validate the developed model. The empirical dataimiolve a qualitative stage which will
clarify the external variables and social, finaheiad technical bonds in the context of the
Jordanian banking and SME section. Further qudnttaata collection will also be required
to express the relationships between the constidetgified in more detail. This paper is the
first stage towards understanding this uniqueigzahip.
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