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Abstract

Purpose – To provide the foundation for further research and good practice in benchmarking since it
combines the best aspects of traditional and new internet marketing activities.

Design/methodology/approach – A methodological triangulation approach has been adopted that
uses secondary data, a mail questionnaire survey, and case studies, to collect quantitative and
qualitative data. The answers of each respondent were coded into the statistical package for social
science (SPSS). Frequency analysis was used for data reduction purposes and to develop an overall
understanding of the survey responses and a general picture of how the sample group has responded.
The initial analysis used descriptive analysis for the whole sample. Furthermore, factor, regression
and path analysis were used to study the research variables and their relationships.

Findings – Identification of business-to-business international internet marketing (B2B IIM) critical
success factors (CSF) by a holistic literature review and a series of statistical and qualitative analysis
of the relevant data. Provides information and valuable insights into the marketers’ acceptance of the
internet for B2B marketing activities. It has also tested the validity of the TAM and IDT in the domain
of internet environment.

Research limitations/implications – B2B IIM is an area of research where theory is still
inadequate. This study is limited by its cross sectional nature. An additional limitation of the study is
the reliance on the subjective, self-report indicators to measure the research constructs in the survey
questionnaire. Another limitation to this study is in representativeness and generlisability issues.

Practical implications – In terms of academic implications, it proposes factors that affect the
adoption of the internet for B2B international marketing activities. A key managerial implication is the
effect of internet usage on B2B IIM efficiency. Notably, it was found that the use of the internet affects
B2B IIM efficiency not directly, but indirectly, through B2B marketing and customer relations
activities, international marketing targeting activities and marketing performance. This means that
the competitive advantage of marketing efficiency is not automatically achieved with the adoption of
the internet.

Originality/value – This paper offers several avenues for investigating individual factors that have
a direct impact on the use of internet for international marketing purpose.
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Introduction
The main challenge for many companies today is to manage, control and advance daily
business activities and find leverage points to improve performance, particularly in terms
of market-oriented activities that can be influenced by the internet. For example, Avlonitis
and Karayanni (2000) note the central role of the sales force, Chan and Swatman (2000)
observe the involvement of suppliers and customers: and Duggan and Devenery (2000)
stress the importance of integrating “off” and “online” marketing efforts, language and
customer culture. But although the last few years have witnessed phenomenal growth in
web-based business activities, many studies show that benefits from internet use is
considerably less than expected (Alshawi et al., 2003). However, one of the most important
developments has been the explosion of international marketing activity and the
associated emergence of the global information superhighway. Consequently marketing
academics and practitioners have devoted considerable effort to identifying the critical
success factors (CSF) for business-to-business international internet marketing (B2B IIM).
Yet few can provide strong theoretical or statistical support in this field, often because they
are of an exploratory or purely theoretical nature.

Some of these issues can be addressed through benchmarking studies, and for the
purpose of this research we define benchmarking as “an ongoing process of measuring
and improving products, services and practices against the best that can be identified
worldwide” (McGaughey, 2002). It includes the application of the skill of comparison –
comparing one’s own performance of a particular strategy, task or operation with that of
others, and provides an objective analysis of how successful is an organisation’s
performance by adopting a systematic measurement process of the improvement (Shen
et al., 2003). It is widely believed that competition provides an impetus for improvements
and benchmarking is a powerful tool for continuous improvement (Zairi, 1998). To this
end a best practice benchmarking approach has been adopted by this research to
examine internet marketing in today’s successful companies (Eid et al., 2002).

The main objectives of this paper are threefold; first to identify CSF for B2B IIM
through an analysis of the literature and secondary case studies; second to empirically
test these factors using a large scale sample representing different industries; and third
to adopt a systematic measurement process from a benchmarking perspective. To this
end, various articles, empirical research, and secondary case studies about B2B IIM
have been reviewed. This material was used to construct the research design and
methodology, develop a survey questionnaire, and interpret the findings. A total of 123
(59 per cent) UK industrial companies replied to a sample frame of 250 taken from the
Yahoo database. As a result 33 factors, drawn from statistical package for social
science (SPSS) factor analysis, showed a direct relationship with successful B2B IIM.
These have been classified into five categories:

(1) Category A: marketing strategy factors

(2) Category B: web site related factors

(3) Category C: global dimension factors

(4) Category D: internal company factors

(5) Category E: external related factors

The constituent variables and interpretation of these findings are discussed below
(Figure 1).
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Category A: marketing strategy related factors
Although could be argued that the internet is merely a resource issue for companies, it
should be an integral part of marketing strategy if it is to reinforce overall corporate
strategy (Chaffy et al., 2000). In fact many researchers consider marketing factors as a
vital component of successful B2B practice (Damanpour, 2001; Chaffy et al., 2000;
Clarke and Flaherty, 2003; Gurau et al., 2001; Hofacker, 2001; Honeycutt et al., 1998;
Lynn et al., 2002; Naude and Holland, 1996; Perry and Bodkin, 2002; Porter, 2001;
Quelch and Klein, 1996; Wilson and Abel, 2002). From a marketing strategy
perspective, this research found that the most important factor to be “top management
support”, followed by “setting strategic goals”, “integrating internet marketing with
marketing strategy”, “collaboration with strategic partners”, and “deciding the
potential audience”. Here it is not surprising to see the significance of “top management
support”, yet if all these factors are combined they represent a balanced formula for
integrating the internet on the one hand, and collaborating with strategic partners and
customers on the other, thereby linking technological processes with strategic goals.

Category B: web site related factors
Companies often use their web sites to convey promotional messages and as a vehicle
to attract interest and inform existing or potential customers. The web site can sell
products directly to business customers, and provide them with a range of electronic or
communication services (Hamill and Gregory, 1997, p. 25). However, since the
corporate web site is a marketing showpiece for the company, many researchers have

Figure 1.
B2B CSFs
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considered it as a crucial component of any B2B practice (Anderson, 1996; Herbig and
Hale, 1997; Hofacker, 2001; Karayanni and Baltas, 2003; Kolokotronis et al., 2002; Lynn
et al., 2002; Kotab and Helsen, 2000; Samiee, 1998; Quelch and Klein, 1996). This
research found that a “well-designed site”, that is “effectively marketed”, “easy to find”,
“up to date”, “clear”, and “accurate” are the most important factors. However, attention
is also given to “ease” and “speed” of use. In other words, although some companies
may consider that site appearance is of paramount importance, for new and existing
B2B customers, web site design should reflect use as much as if not more so than
appearance, since some sites may appear attractive but may be difficult to use. These
findings are significant because all companies in the sample can be seen as customers
as well as vendors in a B2B context.

Category C: global market related factors
The ability of the internet to make sales to new overseas markets is often used to
champion its use for corporate business. But in practice this depends on many factors
if companies are to succeed in the global market place. For example, Damanpour
(2001) stresses the importance of continuing to meet existing client demands and
fulfil their obligations. However, many authors have considered “global market
related factors” as a vital component of successful B2B IIM efforts, although there are
many pitfalls associated with developing a global presence not least effective
communications in different languages and cultures, and the need for an effective
infrastructure to meet supply and demand requirements (Chaffy et al., 2000; Chan and
Swatman, 2000; Duggan and Devenery, 2000; Gogan, 1997; Hamill and Gregory, 1997;
Herbig and Hale, 1997; Hofacker, 2001; Kotab and Helsen, 2000; Samiee, 1998; White,
1997). This research reinforces previous work in finding the following factors to be
significant – an “in-depth understanding of foreign marketing environment”;
adequate “resources for global operations”; and a “multi-language web site” to reach
target customers. There are also “cultural considerations”, and the “availability of
delivery channels” to overcome the logistics and meet the needs of a complex,
fragmented global market.

Category D: internal company related factors
The importance of delivery channels highlights the need for an appropriate, internal
company infrastructure to manage, control and advance daily activities, and
collaboration with global networks. To this end Bremer (1996) points out the need for
appropriate, planned staff training and awareness. Subsequently researchers have
stressed the importance of internal company environment factors as a critical
component for successful B2B IIM (Avlonitis and Karayanni, 2000; Chan and
Swatman, 2000; Duggan and Devenery, 2000; Gogan, 1997; Huff et al., 1998; Samiee,
1998; Quelch and Klein, 1996). This survey found that there is a need to blend
“technological infrastructure”, and “appropriate internal culture”. The “relationship
between marketing and IS/MIS departments” is also important, together with a “well
trained sales force” if B2B internet marketing is to be effective. This need to focus on
internal processes is reinforced by Alshawi et al. (2003) who observe a strong need to
improve internal organisation and infrastructure if companies are to be responsive and
succeed in using global ICT (information communications technology or information
systems), to gain a competitive advantage.
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Category E: external business related factors
External factors such as “security” can present considerable problems (Cronin, 1996a),
although this research has found that financial security has become less of an issue for
many companies with recent technological progress and closer collaboration between
companies. In fact Furnell and Karweni (1999) observe the need for the development of
strong inter-organisational relationships, and many researchers consider factors
related to managing and controlling the external business environment as a key
component of successful B2B IIM (Chan and Swatman, 2000; Duggan and Devenery,
2000; Merrilees and Fry, 2003; Poon and Jevons, 1997; Quelch and Klein, 1996;
Ratnasingham, 1998; Urban et al., 2000; Wilson and Abel, 2002; Zairi, 2001a, b). The
external business environment is a natural extension of the internal company
infrastructure but, as discussed above, will not be accessible without responsive and
well-organised internal processes. This research found that both company and
customers require elements of “trust”, “security” as well as “easy and affordable access
to the internet”. Both will value the building of a “successful relationship” and
“customer acceptance” of policies and processes for the advancement and
sustainability of B2B IIM. This also illustrates the importance of creating a
company culture that is responsive and changes according to new technological
opportunities as well as customer requirements (Alshawi et al., 2003). At the same time
they observe a “universal information language” and companies that can “trade
information” as well as participate in learning.

Research methodology, population and sample
Following an extensive literature review this research was able to divide the key issues
of B2B IIM into the three categories of internet “adoption”, “implementation” and
“implications”. At the same time, because much of the previous work was theoretical,
exploratory or had a very narrow focus, it was decided to carry out a large-scale,
cross-industrial survey of UK companies to empirically record current practice in B2B
internet marketing. Once the results of the survey have been analysed, the results can
be verified by conducting case studies some deliberately contrasting companies.
However, the main focus of this paper is on the major survey results and interpretation.

A research survey questionnaire was designed to incorporate factors relating to the
adoption, implementation and implication variables that arose from the literature. The
survey form was piloted with six companies in January 2002 and points were clarified
by follow-up phone calls after receiving the replies. Revisions were then made to the
questionnaire design and the formal survey was conducted between April and July
2002. A total of 250 B2B companies were randomly selected from the Yahoo database
to form the survey sample and a total of 123 valid returns were received, representing a
59 per cent response rate (Table I). This response is much higher than other similar
surveys conducted in this field, partly because of careful preparations made to the

Total number of questionnaires 250
Completed and returned questionnaires 128
Unreachable companies 9
Declined participation 24
Response rate 59 per cent

Table I.
Survey response
summary
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survey questionnaire to ensure clarity and ease of completion, – it took not only 20
minutes, – but also by using “follow-up” reminders and phone calls to encourage
respondents to complete the forms. A personalised cover letter and a self-addressed
stamped envelope were enclosed with each copy of the questionnaire sent out. Each
organisation was contacted up to five times via e-mails and phone calls before the firm
was dropped from the sample. In fact most companies were likely to perceive their
participation in the study as further evidence of their success regarding using the
internet for marketing purposes. Finally care was taken to discover accurate and up to
date respondent names and roles for the “mail out”.

Companies involved in the study remain anonymous, but each has been carefully
logged and recorded for analyses purposes. A total of 50 multiple-choice questions
were asked, which were grouped into three sections: background information (used for
internet adoption), internet usage (implementation), and CSF (implications).

Profile of respondents in the survey
Detailed descriptive statistics relating to the responding organisations and
respondents are shown in Table II.

This shows that more than half of respondents are marketing managers, one
quarter are sales and the remainder are export or IT managers. Only 18 per cent have
more than 500 employees, and 45 per cent have less than 100. This is a considered to be
a reliable set of data since it is a representative profile of UK companies who currently
practice internet marketing, illustrated by a plethora of medium and small companies,
and a few but significant large companies. In terms of internet usage, the minority (18
per cent) have less than two year experience, and nearly a quarter (24 per cent) have
between two and three years, whereas nearly one third (31 per cent) have more than
four years. In other words this reveals the “newness” of the technology and its adoption
for internet use. As far as industry type is concerned, the two largest sectors are
industrial supplies and computing representing two thirds of the sample and possibly

Measure Items Frequency Percent

Position Marketing manager 68 55.3
Sales manager 32 26.0
Export manager 11 8.9
IT manager 12 9.8

Number of employees Less than 100 55 44.7
100-500 46 37.4
501-1,000 16 13.0
More than 1,000 6 4.9

Years of internet use Less than 2 years 22 17.9
2-3 years 29 23.6
3-4 years 34 27.6
More than 4 years 38 30.9

Type of industry Aerospace 8 6.5
Agriculture 14 11.4
Chemical and allied products 8 6.5
Computers 40 32.5
Industrial supplies 41 33.3
Textile 12 9.8

Table II.
Characteristics of

the sample
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those with a “new technology” focus, these are augmented by aerospace, agriculture,
chemical products and textiles which may have a more “traditional” approach.

Instrument validity and reliability
The discriminant validity and data reduction of research findings was assessed using
SPSS principal component factor analysis. The resulting 33 items (variables) defined
the five categories of CSF from Category A: marketing strategy to Category E: external
related factors described above. Eigenvalues and scree plots were used to determine
the number of factors to be extracted. Moreover, in order to ensure the valindity of
factor analysis, the Bartlett test of sphericity (BTS) and Kaiser-Meyer-Olkin (KMO) test
of appropriateness were carried out accordingly (Table III). The results (the BTS
ranged from 373.055 to 825.768 and the level of significance at P ¼ 0.000) indicated
that the data are appropriate for the purpose of factor analysis. Statistically, this means
that there are significant relationships between the variables and that they can be
appropriately included in the analysis (Bryman, 1989). As shown the result of sampling
adequacy ranged from 0.767 to 0.907 which, following KMO measure reflecting a high
level of sampling adequacy.

The 33 items or “variables” were loaded onto the five factors using an eigenvalue
greater than 1, and the extracted factors account for a range from 60.272 to 75.667 of
the total variance, using a verimax rotation. All factors loading were higher than 0.5
since, as Hair et al. (1998) observe, a factor loading higher than 0.35 is considered
statistically significant at an a level of 0.05. Only the Category B, web site related
factor of “real time online interactive elements”, had a factor loading less than the
accepted level, so it was ignored in the analysis. The reliability of all constructs was
assessed by the Cronbach a reliability coefficient and exceeded Nunnally (1978)
standards for research (Table IV).

Statistical results of the questionnaire survey
Respondents were asked to assess the CSF distilled from the B2B internet marketing
literature and previous case studies, on a Likert scale of 1 ¼ not critical, 2 ¼ minor,
3 ¼ moderate, 4 ¼ major, 5 ¼ critical. As mentioned earlier, the factors were

KMO Bartlett’s test

Chi-square df Significance

Number of
extracted
item(s)

Eigen
values

Percentage of
variance
explained

Marketing strategy
related factors 0.898 738.520 28 0.000 1 5.272 65.906
Web site related
factors 0.907 825.768 45 0.000 1 6.027 60.272
International
dimension related
factors 0.767 373.055 10 0.000 1 3.374 67.489
Internal related
factors 0.863 443.447 10 0.000 1 3.783 75.667
External related
factors 0.807 376.726 10 0.000 1 3.454 69.089

Table III.
KMO and Bartlett’s test
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categorized into five groups, namely Category A: marketing strategy factors (MSF),
Category B: web site factors (WSF), Category C: global-related factors (GRF), Category
D: internal, company-related factors (IRF) and Category E: external, business-related
factors (ERF). In this way nearly all aspects of B2B IIM have been addressed.

Rank order of critical success factors
A rank order of CSF is shown in Table V. This displays the top 26 most critical factors,
ranked on a range of between 3.5 and 4.7, and representing a high level of criticality. Of
these, 14 variables are rated above 4 and can be said to be very critical. In fact the first
seven are all Category B, “web site related” factors such as an easy to find, clear site
that is accurate, up to date and informative. The site should be well designed with a
“speedy” access. The second seven variables are a mixture of Categories A and C,
marketing and external related factors including top management commitment, the
need to integrate internet marketing with marketing strategy and set strategic goals
for internet use. This section also includes easy and affordable access to the internet,
successful relationship with customers and suppliers and one Category B factor that
addresses effective offline marketing of the site. In other words it illustrates a need to
focus on company and customer web site requirements in terms of interaction and
communication, supported by a clear strategy, resourced and embedded within the
company.

The next seven factors are a mixture of categories and reflect efficient processes as
well as stakeholder relationships. They include an in depth understanding of foreign
cultures and markets, supported by the necessary resources to work globally, as well
as security, trust and the effective online marketing of web sites. These are followed by
a group of variables that illustrate some practical considerations such as building
effective relationships between marketing and MIS, the company’s technology
infrastructure, its internal culture and ability to collaborate with strategic partners.

The final section indicates the important role played by the sales force, which
should be regularly trained to keep abreast of new developments, as well as the need to
collaborate with suppliers, distributors and technology providers. Findings regarding
the sales force reinforce previous research that has found that salespeople can be
replaced by technology in some cases (Rich, 2002). However, the sales force should
focus on activities that add value to customer relationships in ways that the internet
cannot.

An one-sample test was conducted to determine whether these observed means of
the CSF (Table V) are significantly different from the mid-point 3.0. The results are
given in Table VI. Here the results are found to be significantly different from the
mid-point 3.0 ( p , 0.01). This confirms that all the critical factors for B2B IIM are
positive, except real time online interactive elements.

Constructs Number of items a

Marketing strategy related factors 8 0.9249
Web site related factors 10 0.9088
International dimension related factors 5 0.8732
Internal related factors 5 0.9187
External related factors 5 0.8782

Table IV.
Measure of constructs’

reliability
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Discussion of findings: strategic factors
Generally, our findings are in line with conventional theory about B2B IIM but add
reliability, rigour and insight to the body of knowledge on this subject. This study
helps us to identify and prioritise CSF in the adoption and implementation of internet
marketing as well as highlight the implications of internet use in a B2B context. At the
same time, companies can develop a benchmarking approach to manage dynamics at
each category level based on the findings and interpretation of this research.

Factor Group Mean * Rank

Easy to find site WSFb 4.6667 1
Clear site WSF 4.5041 2
Up to date site WSF 4.5041 3
Accurate site WSF 4.4959 4
Informative site WSF 4.4715 5
Well designed site WSF 4.4634 6
Speed (download) site WSF 4.3902 7
Top management commitment MSFa 4.3333 8
Customer acceptance ERFe 4.2439 9
Easy and affordable access to the internet ERF 4.1626 10
Integrating internet marketing with marketing
strategy MSF 4.1545 11
Setting the strategic goals for using the internet MSF 4.0813 12
Effective offline marketing of the site WSF 4.0650 13
Successful relationship with customers and suppliers ERF 4.0407 14
In-depth understanding of foreign marketing
environment GRFc 3.9593 15
Resources required to working globally GRF 3.9593 15
Security ERF 3.9512 16
Effective online marketing of the site WSF 3.8537 17
Deciding the potential audience MSF 3.8293 18
Culture considerations ERF 3.7317 19
Trust ERF 3.7236 20
Effective relationships between the marketing and
IS/MIS IRFd 3.6992 21
Collaboration with strategic partners MSF 3.6829 22
Availability of international delivery GRF 3.6667 23
Technology infrastructure IRF 3.6504 24
Internal culture IRF 3.5772 25
Multilanguage web site to successfully reach target
customers GRF 3.5528 26
The great role of the sales force IRF 3.4797 27
The importance of training programs for sales force IRF 3.4390 28
Collaboration with strategic suppliers MSF 3.3496 29
Collaboration with strategic technology provider MSF 3.3415 30
Collaboration with strategic distributors MSF 3.3333 31
Real time online interactive elements WSF 2.1707 32

Notes: *Mean is based on the five point Likert scale; a(MSR) marketing strategy related factors;
b(WSF) web site related factors; c(GRF) global dimension related factors; d(IRF) Organisation: internal
related factors; e(ERF) Organisation: external related factors

Table V.
Ranking of B2B IIM
success factors
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Test value ¼ 3
95 per cent

confidence interval
of the difference

t df
Significance
(two-tailed) Mean difference Lower Upper

Top management commitment 16.906 122 0.000 1.3333 1.1772 1.4895
The strategic goals for using the
internet 12.676 122 0.000 1.0813 0.9124 1.2502
Integrating internet with
marketing strategy 13.015 122 0.000 1.1545 0.9789 1.3301
Collaboration with strategic
partners 6.956 122 0.000 0.6829 0.4886 0.8773
The strategic technology provider 3.156 122 0.002 0.3415 0.1273 0.5556
Deciding the strategic distributors 3.298 122 0.001 0.3333 0.1332 0.5334
Deciding the strategic suppliers 3.451 122 0.001 0.3496 0.1491 0.5501
Deciding the potential audience 9.071 122 0.000 .8293 0.6483 1.0102
Web site related factors 20.341 122 0.000 1.1585 1.0458 1.2713
Well designed site 22.307 122 0.000 1.4634 1.3335 1.5933
Easy to find site 31.015 122 0.000 1.6667 1.5603 1.7730
Up to date site 23.259 122 0.000 1.5041 1.3761 1.6321
Clear site 23.259 122 0.000 1.5041 1.3761 1.6321
Accurate site 21.787 122 0.000 1.4959 1.3600 1.6319
Speed (download) site 18.025 122 0.000 1.3902 1.2376 1.5429
Informative site 21.446 122 0.000 1.4715 1.3357 1.6074
Real time online interactive
elements 29.375 122 0.000 20.8293 21.0044 20.6542
Effective online marketing of the
site 7.852 122 0.000 0.8537 0.6384 1.0689
Effective offline marketing of the
site 11.555 122 0.000 1.0650 0.8826 1.2475
Understanding foreign markets
environment 12.471 122 0.000 0.9593 0.8071 1.1116
Resources required to working
globally 12.471 122 0.000 0.9593 0.8071 1.1116
Multilanguage web site 5.930 122 0.000 0.5528 0.3683 0.7374
Culture considerations 8.317 122 0.000 0.7317 0.5575 0.9059
Availability of international
delivery 7.020 122 0.000 0.6667 0.4787 0.8547
Technology infrastructure 6.687 122 0.000 0.6504 0.4579 0.8430
Internal culture 6.019 122 0.000 0.5772 0.3874 0.7671
Effective relationships between
the marketing and IS/MIS 6.774 122 0.000 0.6992 0.4949 0.9035
The great role of the sales force 4.919 122 0.000 0.4797 0.2866 0.6727
Training programs for sales force 4.222 122 0.000 0.4390 0.2332 0.6449
Trust 8.667 122 0.000 0.7236 0.5583 0.8889
Security 9.163 122 0.000 0.9512 0.7457 1.1567
Relationship with customers and
suppliers 12.825 122 0.000 1.0407 0.8800 1.2013
Easy and affordable access to the
internet 16.257 122 0.000 1.1626 1.0210 1.3042
Customer acceptance 17.401 122 0.000 1.2439 1.1024 1.3854

Table VI.
One sample t test of

statistical significance of
B2B IIM CSFs
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In fact some may be classified as a strategic factors, which require a significant change
in the manner of which business is being done (Turban et al., 1999). These include
Category A. marketing strategy related factors, such as top management commitment,
developing an integrated internet marketing strategy and setting the strategic goals for
internet use. This strategy will, in turn affect web site policy about accuracy,
information and design as well as ease of use. It will also determine external factors
like customer and supplier relationships, the nature of internet access in terms of
affordability and appropriateness. In general, all these factors should be considered at
the early and long-term planning phase of B2B IIM implementation.

Discussion of findings: tactical factors
The next group of factors can be classified as tactical. These include marketing
strategy related factors such as deciding the potential audience and the nature of
collaboration with strategic partners; WSF like effective online marketing of the site;
and global factors in terms of understanding of foreign marketing environment, the
resources required to work globally and the use of multi-language web sites. Tactical
factors might include internal considerations such as effective relationships between
the marketing and IS/MIS, the required technology infrastructure and internal culture,
as well as external issues like trust, security and culture.

However, we were surprised to find that “real time online interactive elements” has
shown only a negligible importance. But, upon closer examination of our study, this
finding relates to work carried out by Chaffy et al. (2000) who note that interactive
elements are important for B2C rather than B2B internet marketing.

Conclusions
This research was able to meet its objectives firstly: by identifying CSF for B2B IIM
and secondly: by empirically testing these factors using a large-scale survey of UK
companies in five different industrial sectors. Thirdly: it was able to develop a
framework for analysis using five dimensions (Categories A, B, C, D, E), and 33 factors
that can be adopted as a systematic measuring process, from a benchmarking
perspective, for those companies who want to make effective use of B2B IIM.

In fact this study provides new theoretical grounds for research into global B2B
internet marketing, as well as a guide for practitioner decision-making if they are to
remain competitive in the dynamic electronic marketplace. It provides an empirical
assessment of the essential elements in B2B IIM adoption, implementation, and
implications as well as a means to prioritise CSF. These have been distilled from a
comprehensive review of the relevant literature, and tested on marketing and IT
managers in 123 UK companies in aerospace, agriculture, chemical, computing,
industrial supplies and textiles.

Moreover, the CSF serve as building blocks for the development of a holistic
conceptual theory dealing with B2B internet use. They provide a framework for
academic theorists and highlight the significant role of marketing practitioners who
can play a significant part in developing and sustaining effective internet practice in
the global market place. Company managers can derive a better understanding and
measurement of activities that are undertaken by marketing professional within their
organisations, and derive an appropriate balance between traditional and internet
marketing practice. It also points to the need for future research to refine and validate
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the framework as a benchmarking tool in the B2B, B2C and B2A (administration)
environments, so that comparison can be made. At the same time the quantification of
CSF can be developed into an “index of practice” for companies to determine the level
of performance on a year-on-year time-based approach, for benchmarking purposes.

In short, this study provides a thorough analysis of critical factors that enhance or
detract in current B2B IIM practice. It adopts a balanced perspective that incorporates
the dynamics of new technological opportunities, a volatile, fragmented global market
place, and the networks and relationships between company, customer, suppliers and
distributors. It addresses the challenges faced by many companies today in their
efforts to manage, control and advance daily business activities and find leverage
points within the world of B2B internet marketing.

References

Alshawi, S., Irani, Z. and Baldwin, L. (2003), “Benchmarking information technology investment
and benefits extraction”, Benchmarking: An international Journal, Vol. 10 No. 4, pp. 414-23.

Anderson, T. (1996), “Marketing products to the global desktop”, The Internet Strategy
Handbook: Lessons from the New Frontier of Business, Harvard Business School Press,
Boston, MA.

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, pp. 441-59.

Bremer, M. (1996), “Productivity, policy, and internet training issues”, The Internet Strategy
Handbook: Lessons from the New Frontier of Business, Harvard Business School Press,
Boston, MA.

Bryman, A. (1989), Research Methods and Organization Studies, Unwin Hyman, London.

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, pp. 72-82.

Clarke, I. and Flaherty, T.B. (2003), “Web-based B2B portals”, Industrial Marketing
Management, Vol. 32 No. 1, pp. 15-23.

Chaffy, D., Mayer, R., Johnston, K. and Ellis-Chadwick, F. (2000), Internet Marketing,
Prentice-Hall, London.

Cronin, M.J. (1996a), The Internet Strategy Handbook: Lessons from the New Frontier of Business,
Harvard Business School Press, Boston, MA.

Damanpour, F. (2001), “E-business e-commerce evolution: perspective and strategy”, Managerial
Finance, Vol. 27 No. 7, pp. 17-33.

Duggan, M. and Devenery, J. (2000), “How to make internet marketing simple”, Communication
World, Vol. 17 No. 4, pp. 58-61.

Eid, R., Trueman, M. and Ahmed, A. (2002), “A cross-industry review of B2B critical success
factors”, Internet Research: Electronic Networking Applications and Policy, Vol. 12 No. 2,
pp. 110-23.

Furnell, S.M. and Karweni, T. (1999), “Security implications of electronic commerce: a survey of
consumers and businesses”, Internet Research: Electronic Networking Applications and
Policy, Vol. 9 No. 5, pp. 372-82.

Gogan, J.L. (1997), “The web’s impact on selling techniques: historical perspective and early
observations”, International Journal of Electronic Commerce, Vol. 1 No. 2, pp. 89-108.

International
internet

marketing

211



Gurau, C., Ranchhod, A. and Hackney, R. (2001), “Internet transactions and physical logistics:
conflict or complementarity”, Logistic Information Management, Vol. 14 Nos 1/2, pp. 33-43.

Hair, J., Ralph, A. and Ronald, T. (1998), Multivariate Data Analysis, 5th ed., Prentice-Hall,
London.

Hamill, J. and Gregory, K. (1997), “Internet marketing in the internationalisation of UK SME’s”,
Journal of Marketing Management, Vol. 13, pp. 9-28.

Herbig, P. and Hale, B. (1997), “Internet: the marketing challenge of the twentieth century”,
Internet Research Electronic: Networking Application and Policy, Vol. 7 No. 2, pp. 95-100.

Hofacker, C.F. (2001), Internet Marketing, 3rd ed., Wiley, New York, NY.

Honeycutt, E.D., Flaherty, T.B. and Benassi, K. (1998), “Marketing industrial products on the
internet”, Industrial Marketing Management, Vol. 27 No. 1, pp. 63-72.

Huff, S.L., Koltermann, D. and Glista, J. (1998), “Settlers not surfers”, Ivey Business Quarterly,
Vol. 62 No. 4, pp. 45-9.

Karayanni, D.A. and Baltas, G.A. (2003), “Web site characteristics and business performance:
some evidence from international business-to-business organisations”, Marketing
Intelligence & Planning, Vol. 21 No. 2, pp. 105-14.

Kolokotronis, N., Margaritis, C., Papadopoulou, P., Kanellis, P. and Martakos, D. (2002), “An
integrated approach for securing electronic transactions over the web”, Benchmarking: An
International Journal, Vol. 9 No. 2, pp. 166-81.

Kotab, M. and Helsen, K. (2000), Global Marketing Management, 2nd ed., Wiley, New York, NY.

Lynn, G.S., Lipp, S.M., Akgun, A.E. and Jr A, C. (2002), “Factors impacting the adoption and
effectiveness of the world wide web in marketing”, Industrial Marketing Management,
Vol. 31 No. 1, pp. 35-49.

McGaughey, R.E. (2002), “Benchmarking business-to-business electronic commerce”,
Benchmarking: An International Journal, Vol. 9 No. 5, pp. 471-84.

Merrilees, B. and Fry, M. (2003), “The influence of perceived interactivity on e-retailing users”,
Marketing Intelligence & Planning, Vol. 21 No. 2, pp. 123-8.

Naude, P. and Holland, C. (1996), “Business-to-business relationships”, Relationship Marketing,
Theory and Practice, Paul Chapman Publishing Ltd, London.

Nunnally, J. (1978), Psychometric Theory, Mc Graw-Hill, New York, NY.

Perry, M. and Bodkin, C.D. (2002), “Fortune 500 manufacturer web sites: innovative marketing
strategies or cyberbrochures”, Industrial Marketing Management, Vol. 31, pp. 133-44.

Porter, M.E. (2001), “Strategy and the internet”, Harvard Business Review, Vol. 79 No. 3, pp. 63-78.

Poon, S. and Jevons, C. (1997), “Internet enabled international marketing: a small business
network perspective”, Journal of Marketing Management, Vol. 13, pp. 29-42.

Quelch, J.A. and Klein, L.R. (1996), “The internet and international marketing”, Sloan
Management Review, pp. 60-75.

Ratnasingham, P. (1998), “The importance of trust in electronic commerce”, Internet Research:
Electronic Networking Applications and Policy, Vol. 8 No. 4, pp. 313-21.

Rich, G.A. (2002), “The internet: boom or bust to sales organisations?”, Journal of Marketing
Management, Vol. 18 Nos 3/4, pp. 287-300.

Samiee, S. (1998), “Exporting and the internet: a conceptual perspective”, International Marketing
Review, Vol. 15 No. 5, pp. 413-26.

BIJ
13,1/2

212



Shen, Q., Li, H., Shen, L., Drew, D. and Chung, J. (2003), “Benchmarking the use of information
technology by the quantity surveying profession”, Benchmarking: An International
Journal, Vol. 10 No. 6, pp. 581-96.

Turban, E., McLean, E. and Wetherbe, J. (1999), Information Technology for Management:
Making Connections for Strategic Advantage, Wiley, New York, NY.

Urban, G.L. et al. (2000), “Placing trust at the centre of your internet strategy”, Sloan
Management Review, Vol. 42 No. 1, pp. 39-48.

White, G.K. (1997), “International on line marketing of foods to US consumers”, International
Marketing Review, Vol. 14 No. 5, pp. 367-84.

Wilson, S.G. and Abel, I. (2002), “So you want to get involved in e-commerce”, Industrial
Marketing Management, Vol. 31 No. 2, pp. 85-94.

Zairi, M. (1998), Effective Management of Benchmarking Projects – Practical Guidelines and
Examples of Best Practice, Butterworth-Heinemann, Oxford.

Zairi, M. (2001a), E-Capability: From Transactional to Collaborative Competitiveness, Bradford
University, Bradford, Special presentation in Bradford School of Management.

Zairi, M. (2001b), From Craddle to Maturity: The Effective Management of Value Chains,
Inaugural Annual Lecture, Huddersfield University, Huddersfield, March.

Further reading

Bennet, R. (1997), “Export marketing and the internet: experience of web site use and perceptions
of export barriers among UK businesses”, International Marketing Review, Vol. 14 No. 5,
pp. 324-44.

Cronin, M.J. (1996b), Global Advantage on the Internet, Van Nostrand Reinhold, New York, NY.

Hoffman, D.L. et al. (1999), “Building consumer trust online”, Communication of the ACM, Vol. 42
No. 4, pp. 80-5.

Kiani, G.R. (1999), “Business-to-business advertising effectiveness in the web context”,
unpublished Phd thesis, Brunel University/Henley Management College,
Henley-on-Thames.

Kumar, V. (2000), International Marketing Research, Prentice-Hall, Upper Saddle River, NJ.

Shama, A. (2001), “E-coms and their marketing strategies”, Business Horizons,
(September-October), pp. 14-20.

Corresponding author
A.M. Ahmed can be contacted at: a.m.ahmed1@bradford.ac.uk

International
internet

marketing

213

To purchase reprints of this article please e-mail: reprints@emeraldinsight.com
Or visit our web site for further details: www.emeraldinsight.com/reprints


