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Abstract

The study aims at evaluating factors affecting successful decision making for
Business to Business International Internet Marketing (B-to-B IIM) efforts in the gas
and oil industries of Iran.

Business to Business International Internet Marketing has recently found
great attention from both the academic and business worlds. The field focuses on
formulating online marketing activities in order to improve international business to
business practices. This is studied through breaking down a business transaction to
its fundamental elements and understanding the significant value each element
holds. The Iranian business environment proves to hold great potential to obtain
business to business transactions through the internet channel, yet this requires
special planning and design due to the complicated nature of the business
environment and central issues like imperfect nature of competition, lack of proper
infrastructures, etc.

Academy provides a certain set of factors that affect successful B-2-B IIM.
These factors are challenged within the Iranian gas and oil business environment to
see if they apply for successful decision making on B-to-B IIM efforts, and if they do,
what significance do they hold?

This study uses Analytic Hierarchical Processes (AHP) to evaluate the relative
values the mentioned factors hold from a decision maker’s point of view. 23 interviews
were conducted in which participants from a range of companies provided values for
the subject factors. These values were generalized, normalized and graphed using the
Expert Choice software. . The application software “Expert Choice 11.0” which is
designed specifically for AHP was put to test. A questionnaire was also used. The
results were put to discussion with participants and viewpoints were again gathered.

This research recognizes the attitude, viewpoints and opinions decision
makers hold in respect to B-to-B IIM efforts, providing practitioners and researchers
a listing of useful factors and their relative values.

Key words

Decision making, Business to Business International Internet Marketing (B-to-B
IIM), International Marketing, Internet marketing, Business to Business marketing,
Analytic Hierarchical Processes (AHP), Gas and Oil, Iran
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CHAPTER 1

Business to Business International

Internet Marketing
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Introduction to Business to Business International
Internet Marketing (B2BIIM):

B2BIIM is the bringing together of Internet-based Marketing techniques with
Back-Office Marketing techniques when businesses interact with each other at
international scales.

In recent years this branch of Marketing has found widespread attention in
every business showground, especially for smaller companies who have always
wished to participate in international markets.

B2BIIM has proven to be one of the main drivers in sustaining an
organizations competitive advantage. The more competitive a business environment
is, the greater the importance of attending to B2BIIM. The challenge lies in the
proper understanding of factors affecting the success of Business to Business
International Internet Marketing

1.1. International Marketing

Companies sometimes assume that what works in their home country will
work in another country. They take the same product, same advertising campaign,
even the same brand names and packaging, and with virtually no chance, try
marketing in another country. The result in many cases is failure. Why? Well, the
assumption that one approach works everywhere fails to consider differences that
exist between countries and cultures. While many companies who sell internationally
are successful following a standardized marketing strategy it is a mistake to assume
this approach will work without sufficient research taking place.

Trade is increasingly global in scope today. There are several reasons for
this. One significant reason is technological. Because of improved transportation and
communication opportunities today, trade is now more practical. Thus, consumers
and businesses now have access to the very best products from many different
countries. Increasingly rapid technology lifecycles also increases the competition
among countries as to who can produce the newest in technology.

In part to accommodate these realities, countries in the last several decades
have taken increasing steps to promote global trade through agreements such as the
General Treaty on Trade and Tariffs, and trade organizations such as the World
Trade Organization (WTO), North American Free Trade Agreement (NAFTA), and
the European Union (EU).
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1.1.1.Stages in Internationalization

There are several stages through which a firm may go as it becomes
increasingly involved across borders. A purely domestic firm focuses only on its
home market, has no current ambitions of expanding abroad, and does not perceive
any significant competitive threat from abroad. Such a firm may eventually get some
orders from abroad, which are seen either as an irritation for more revenue or as the
price to pay for getting better understanding over potential foreign markets. As the
firm begins to export more, it enters the export stage, where little effort is made to
market the product abroad, although an increasing number of foreign orders are
filled. In the international stage, as certain country markets begin to appear
especially attractive with more foreign orders originating there, the firm may go into
countries on an ad hoc basis, that is, each country may be entered sequentially, but
with relatively little learning and marketing efforts being shared across countries. In
the multi-national stage, some efficiency is pursued by standardizing across a region
(e.g., Central America, West Africa, Northern Europe, or the Middle East). Finally, in
the global stage, the focus centers on the entire World market, with decisions made
to optimize the product’s position across markets, in such a state the home country
is no longer the center of the product (Lars Perner. 1994). An example of a truly
global company is Shell. It should be mentioned that companies may fall in between
these discrete stages, and different parts of the firm may have characteristics of
various stages.

There are many reasons that force a company into international scales.
Comparative advantage, suggests trade between countries is beneficial because
these countries differ in their relative economic strengths, some have more
advanced technology and some have lower costs. The International Product Life
Cycle suggests that countries will differ in their timing of the demand for various
products. Products tend to be adopted more quickly in one certain country, therefore
while demand for this product is in the decline in these markets, an increasing
market potential might exist in other countries. (Lars Perner, 1994)
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1.2. Internet Marketing

The key to understanding the Internet is the concept of connectivity. Any
personal computer, when networked to other PCs, becomes a very powerful
communications and information search vehicle. Networks can take the form of
LANs (Local Area Networks) and WANs (Wide Area Networks) which in the most
extensive form, with the greatest business potential, is the Internet. The Internet is
simply a network of inter-connected computers across the world, communicating with
a standard protocol, called TCP/IP (Transmission Control Protocol/Internet Protocol).
Any form of data including, text, graphics, video, software etc can be transferred over
the Internet, among individuals, companies, governments, universities, research
establishments, and many more.

Full commercial Internet connections became available in 1991, and a huge
public interest resulted in an explosion in Internet growth. Since then many business
applications of the Internet has been developed

Internet marketing first began in the early 1990s as simple, text-based
websites that offered product information. It then evolved into advertisements
complete with graphics. The most recent step in this evolution was the creation of
complete online businesses that use the Internet to promote and sell their services
and goods.

The concept of internet marketing could be better understood as the use of
the Internet to advertise and sell goods and services. Examples of techniques used
would be: per click advertising, banner ads, e-mail marketing, interactive advertising,
search engine marketing (including search engine optimization), blog marketing,
article marketing, ect.

Some of the benefits associated with Internet marketing include the
availability of information. Consumers can log onto the Internet and learn about
products, as well as purchase them, at any hour, from any place. Companies that
use Internet marketing can save money because of a reduced need for a sales force
and can also expand from a local market to both national and international
marketplaces. Generally speaking the internet provides benefits in both directions of
any business transaction, therefore marketing on the net could be viewed as the
more profitable channel of doing business for organizations.

Internet marketing is a component of electronic commerce. It includes
information management, public relations, customer service, and sales. Electronic
commerce and Internet marketing have become popular as Internet access is
becoming more widely available and used. Nowadays major companies utilize the
internet as a marketing tool.



- 11 -

1.2.1. The Internet as a Marketing tool.

With a population of over a Billion users worldwide and with a growth rate of
more than 150% every five years (Internet World Statistics. 2007), the Internet is
growing astonishingly and is being widely accessed across the globe.

Before the introduction of the World Wide Web, the Internet was mostly the
domain of scientists and academics with a complex interface based on the UNIX
operating system. Today, the wide use of World Wide Web as the interface of the
Internet and great achievements of hypermedia in creating a point-and-click
environment has enabled easy adaptation and triggered a wide spread of Internet
culture around the globe. Although we must note that this spread is not balanced.
Different parts of the globe handle different levels of internet traffic, most of it
concentrated on the U.S. (Figure 1.1)

Figure1.1 Conceptual graph of internet traffic (2005, US Regents)
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The emergence of Internet has helped the world move from the age of
“automation technologies” to “information technology” (IT).

One of the hottest concepts for online marketing is the WWW. It offers
companies an easy, inexpensive, fast, and technologically sophisticated tool for
advertising goods and services, taking and placing orders, promoting their
philosophy and policy, and communicating with their customers all over the world. In
the Web environment, a company can deliver a full presentation with sound, pictures
and video to millions of potential consumers. A Website is much more enticing and
informative than email messages, but it can be much more difficult to plan and
implement (Mack 1995, p.56).

There are two ways in which a company can benefit from use of the World
Wide Web. It can be used for information access only, or it can be actively used to
set up a marketing presence (Ainscough & Luckett 1996, p.36).

According to Ainscough and Luckett, there are four marketing applications of
the World Wide Web. (Figure 1.2)

Figure1.2 marketing applications of the World Wide Web
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Based on their study, ninety six percent of the studied companies use the
WWW as an interactive brochure, providing information about their companies, the
products and/or services they offer, and contact information. Twelve percent had
used the concept of virtual storefront for their websites, enabling their users to

browse through merchandise and purchase items online. About eight percent of
companies wish to provide a place to exchange information with customers and
other researchers, and use their Web sites as an information clearing house. Finally
sixteen percent of the studied companies use the net as a customer service tool.

There are many potential advantages of effective Internet marketing:
improved corporate image, improved customer and investor relations, finding new
prospects (customers), increased visibility, cost reduction, market expansion, and
improved internal communications (Sterne, 1995).

Having an understanding of how the internet can act as a marketing tool, we
can appreciate how it could be used for International marketing purposes. This is an
attempt to further introduce the newly aged concept of International Internet
Marketing.



- 14 -

1.3. International Internet Marketing

One can define international internet marketing as the attempt to market
internationally (based on the modern techniques and strategies of international
marketing) using the internet channel and all the marketing challenges introduced
with it.

Throughout history, countries have tended to trade with each other, but
usually to a much lesser extent than they do today. There are several reasons:

 Difficulties in transportation and communication made it difficult to
transport goods;

 Border arguments, a history of invasions (e.g. war between Iran and
Iraq), and other tensions between countries discouraged trade with
historical or potential enemies; and

 Paper money was less available,

Nevertheless, countries did have to trade with each other to a more limited extent
since:

 Certain natural resources (e.g. oil, iron, gold) were not readily available
in some countries;

 Some countries did not have the technology to produce certain goods
(e.g., when steel was introduced, it could be made only in some
countries);

 In some countries, there was a demand for certain goods, but not
enough of a market to justify local production within reasonable
economies of scale.

Today, trade is required by several factors:

 Technological advances are fast
 Certain product lines require tremendous economies of scale to be cost

effective, so these costs must be spread over several different markets;
 With advances in transportation, it becomes essential to take

advantage of strengths that different countries have (e.g., technological
leadership, low labor costs).

Still, there are a certain set of challenges and issues to be addressed for any
organization that would be practicing International Internet Marketing. Obstacles to
the flow of Internet trade come both from permanent sources and temporary barriers
which may be overcome as consumer attitudes change and technology is improved.

Some obstacles are very rooted; therefore they should be addressed in
marketing strategies. There are legal problems, as several different countries may
seek to impose their jurisdiction on advertising and laws of product assortment and
business practices. Further, the maintenance of databases, may conflict with the
privacy rules of some countries. Furthermore, there are issues such as taxation
which are of extreme difference from one country to another.
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1.4. Business to Business Marketing

Business-to-business marketing or business marketing is a broad concept
which encompasses the marketing of business services, industrial products and
reseller phenomena with domestic and/or global perspectives. It includes industrial
marketing, which historically connotes industrial product marketing. Business
marketing phenomena occur with all transactions, exchanges and relationships
between any dyad involving organizations, institutions or resellers. Individuals are
included only when not personally motivated. (Haworth Press, Inc. 2007)

In a word, business marketing involves building profitable, value-oriented
relationships between two businesses and many individuals within them.

In the early 2000s peoples perceptions on B2B and B2C marketing pointed
that B2B means “back to basics” and that B2C refers to “back to cost.” But the real
differences between marketing to businesses and marketing to consumers aren’t
small.

Business-to-business marketing features:
 Transactions among and within value chains.
 Value primarily determined by business economic use.
 Small numbers of customers, many requiring personalized

marketing, including customized products and prices.
 Large customers with strong market power. (In B2B, our customers

often are also our competitors.) Widely varying customer types and
customer needs.

 Large-unit transactions.
 Complex and lengthy selling processes
 Deeper partnerships with members of the value chain, including

customers.
 Channel management oriented up and down the supply chain.
 Sales focused on key account management, and multiple

purchasing influencers (many of whom are not likely to be end
users themselves).

While Business-to-Consumer features:
 Transactions through the dealer to the end consumer.
 Value determined by end-consumer perception.
 Focus on brand management.
 Large number of generally similar consumers.
 Small transactions.
 Linear selling process, usually of short duration.
 Channel management oriented toward retail.
 Sales activity focused on the end user.
(Ralph A. Oliva. 2006)
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From an academic point of a view, business to business marketing practices
have been lacking behind business to consumer marketing practices. Nowadays this
is changing rapidly due to the fact that B2B practices are handling most of the
economic transactions throughout business environments. The significance of such
a fact is highly appreciated both by academy and by the business sector.
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1.5. Business to Business International Internet

Marketing (B-to-B IIM)

The interest of this paper is in the finding of how the International Marketing
and Business to Business Marketing activities associate together taking advantage
of the Internet as a tool. This helps further develop the concept of Business to
Business International Internet Marketing.

The recent phenomenal growth in business activities dependent on the
Internet has demonstrated that various potential advantages could be derived from
using information and communication technology platforms. The Internet has
enabled firms to reach out to global markets and has provided them with the
opportunity to customize their strategies and offerings in an unprecedented way.
These recent developments provide an exciting opportunity for research to study the
dynamics involved in International Internet marketing (IIM) and, in particular, to
examine closely the factors that could influence success in using this new
technology for IIM activities. (Eid & Trueman 2004, p.16)

When going global through the internet companies have to perform marketing
preparations and redefine some organizational procedures and structures, since the
internet environment changes the rules of traditional business. These important
marketing preparations should target the critical factors for successful international
internet marketing and include various dimensions.

For an internet-based marketing campaign to be fully successful a company
should align its internet marketing strategies with its offline strategies. The
revolutionary change which is apposed through the internet channel may generate
confliction with traditional strategies. Therefore it’s very important for a firm to
understand, evaluate and appreciate the factors affecting online marketing and try to
value these factors in response to the company’s overall strategies.
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CHAPTER 2

Gas and Oil in Iran
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Overview:

With its crude oil and natural gas reserves estimated at over 130 billion
barrels (13% of the world’s total) and 26 trillion cubic meters(18% of the world’s
total), Iran ranks second among the globe’s oil and gas-rich countries.(OPEC. 2007)
(See figure 2.1)

Based on the global economic outlook, energy demand is set to rise
considerably, with oil and natural gas playing a dominant role in the world’s energy
consumption mix. Demand for oil in the next two decades is also predicted to raise
twice the level registered for the past twenty years. Natural gas, as the fuel of choice
for the 21st century, will register the highest rate of growth in the world’s energy mix.
The upward trend in global demand for energy and the essential role of a limited
number of countries in the Persian Gulf region in meeting that demand, are

Figure 2.1 OPEC Total Crude Oil Productions
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indications of the importance of oil market stability and supply security. Prerequisites
of market stability and security, together with the exclusive role of the Persian Gulf
littoral states in meeting the world’s oil needs, have converted their oil production
and export targets into global objectives. As the second major oil producer within the
Organization of the Petroleum Exporting Countries(OPEC), Iran will have to meet
13% of the world’s growing demand for oil in the next 20 years. Therefore, in the
context of its domestic policies, the country has to give special priority to the
promotion of investments in the petroleum sector. (Global Economic Outlook, 2007)

The 17% growth in the number of international and domestic participants in
the11th International Oil, Gas, Petrochemicals Exhibition (IOGPE), annually held in
Tehran, can be mentioned as an example of the ever-growing interest of domestic
and foreign companies that wish to be present in this field. (Iran Gas and Oil Forum,
2007)

In addition to its role in the international arena and meeting the world’s energy
requirements, the petroleum sector is of vital importance in the areas of hard
currency earnings, enhancing production and job opportunities and providing the
required funding of the government to make the necessary investment and render
essential services. Petroleum industry development projects have created over
200,000 jobs, which has been unprecedented in other industrial sectors.

Since the industry needs to interact and compete with its international
counterparts, major attempts have been launched to modernize the industry by
updating the country’s oil installations and operating methods.

Iran's economy relies heavily on oil export revenues, with such revenues
representing around 80-90 percent of total export earnings and 40-50 percent of the
government budget. Strong oil prices the past few years have boosted Iran’s oil
export revenues and helped Iran's economic situation. For 2005, Iran's real GDP
increased by around 6.1 percent. Inflation is running at around 16 percent per year,
though unofficial estimates place the figure at 40-50 percent. Iran’s oil export
revenues have increased steadily, from $32 billion in 2004, to $45.6 billion in 2005,
with 2006 estimates at $46.9 billion.

Despite higher oil revenues, Iranian budget deficits remain a chronic problem,
in part due to large-scale state subsidies on foodstuffs and gasoline. Thus, the
country's parliament (the Majlis) decided in January 2005 to freeze domestic prices
for gasoline and other fuels at 2003 levels.

Another problem for Iran is the lack of job opportunities for the country’s
young and rapidly growing population. Unemployment in Iran is around 11 percent,
but is significantly higher among young people. Iran is attempting to diversify its
economy by investing some of its oil revenues in other areas, including
petrochemicals production. In 2004, non-oil exports rose by a reported 9 percent.
Iran also is hoping to attract billions of dollars worth of foreign investment to the
country through creating a more favorable investment climate by reducing
restrictions and duties on imports and creating free-trade zones. However, there has
not been a great deal of progress in this area. Foreign investors appear to be
cautious about Iran, due to uncertainties regarding its future direction under new
leadership, as well as the ongoing international controversy over the country’s
nuclear program. (Energy Information Administration, 2007)
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(For further episodes in the Iranian Gas & Oil see Appendix.01)

The issue of Sanctions:

Sanctions originally imposed in 1995 by US President Clinton have been
continually renewed by President Bush, citing the "unusual and extraordinary threat"
to U.S. national security posed by Iran. The 1995 executive orders prohibit U.S.
companies and their foreign subsidiaries from conducting business with Iran, while
banning any "contract for the financing of the development of petroleum resources
located in Iran." In addition, the U.S. Iran-Libya Sanctions Act (ILSA) of 1996
(renewed for 5 more years in July 2001) imposes mandatory and discretionary
sanctions on non-U.S. companies investing more than $20 million annually in the
Iranian oil and natural gas sectors
(Energy Information Administration, 2007)
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Detailed facts and figures on Iran’s Gas and Oil

2.1. OIL:

According to the Oil and Gas Journal, as of January 1, 2006, Iran held 132.5
billion barrels of proven oil reserves. This figure, which includes recent discoveries in
the Kushk and Hosseineih fields of Khuzestan province, means Iran holds roughly 10
percent of the world's total proven reserves. The vast majority of Iran's crude oil
reserves are located in giant onshore fields in the southwestern Khuzestan region
near the Iraqi border. Overall, Iran has 40 producing fields – 27 onshore and 13
offshore.

During 2005, Iran produced about 4.24 million barrels per day (bbl/d) of total
liquids. (See figure 2.2) Of this, 3.94 million bbl/d is crude oil, roughly 5 percent of
world crude production. Through the first half of 2006, the Energy Information
Administration (EIA) places Iran’s crude oil production at 3.75 million bbl/d. Iran's
domestic oil consumption, 1.5 million bbl/d in 2005, is increasing rapidly as the
economy and population grow. Iran subsidizes the price of oil products heavily,
which contributes to rising domestic consumption. (International Petroleum Monthly,
2007)

Figure 2.2 Iranian Total Liquids Production and Consumption

http://www.eia.doe.gov/ipm/
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Iran's existing oilfields have a natural decline rate estimated at 8 percent
onshore and 10 percent per year offshore. The fields are in need of upgrading,
modernization, and enhanced oil recovery efforts such as gas re-injection. Current
recovery rates are just 24-27 percent, compared to a world average of 35 percent.
Iran also needs to increase its search for new oil, with only a few exploration wells
being drilled in 2005.

With sufficient investment, Iran could increase its crude oil production capacity
significantly. The country produced 6 million bbl/d of crude oil in 1974 but has not
come close to recovering to that level since the 1978/79 Iranian revolution. Still, Iran
has ambitious plans to increase oil production to more than 5 million bbl/d by 2010,
and 8 million bbl/d by 2015. The country will require billions of dollars in foreign
investment to accomplish this. (Energy Information Administration, 2007)
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2.1.1. Oil Exports:

Currently, Iran exports around 2.5 million bbl/d of oil, of which the
Organization for Economic Co-operation and Development (OECD) countries import
60 percent (or 1.6 million bbl/d). Iran's main export blends include Iranian Light;
Iranian Heavy; Lavan Blend; and Foroozan Blend/Sirri. (Energy Intelligence Group,
2007) (See figure 2.3)

Figure 2.3 Iranian Crude Oil Exports by Blend

http://www.eia.doe.gov/emeu/cabs/Iran/images/Iranian Crude Blends.xls
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Export Terminals:

Iran exports crude oil via four main terminals: Kharg Island (by far the largest),
Lavan Island, Sirri Island (reopened on April 13, 2003 for the first time since 1988,
when it was damaged by an Iraqi air raid), and Ras Bahregan. Refined products are
exported via the Abadan and Bandar Mahshahr terminals. Many Iranian oil export
terminals were damaged during the Iran-Iraq War, but all have been rebuilt. Iran
operates OPEC’s largest oil tanker fleet, comprising roughly 29 ships, including Very
Large Crude Carriers (VLCCs). The fleet is run by the National Iranian Tanker
Company, which is a subsidiary of the National Iranian Oil Company (NIOC). In
2003, Iran commissioned six vessels for Caspian routes, to promote Iran’s position
as a transit option for regional crude. Iran Is currently exporting to many companies
some of which are shown in table 2.1 (Global Trade Information Services, 2006)

Top Ten Iranian Crude Oil Export Destinations

(Thousand bbl/d)

Rank
Reporting
Country

2003 2004 2005

1 Japan 685,034 630,462 570,604

2 China 247,235 263,446 284,830

3 South Korea 171,563 173,144 195,654

4 Italy 194,055 188,033 193,935

5 France 115,209 128,892 142,811

6 Netherlands 130,214 138,751 139,246

7 Turkey 138,683 114,217 138,873

8 South Africa 118,695 189,613 134,646

9 Taiwan 167,003 138,518 125,031

10 Greece 88,781 115,533 105,236

Total 2,056,472 2,080,609 2,030,866

Table2.1. Top Ten Iranian Crude Oil Export Destinations

http://www.eia.doe.gov/emeu/cabs/Iran/images/Top 10 Iran Crude Importers.xls
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2.1.2. Upstream Projects

State-owned National Iranian Oil Company (NIOC)'s onshore field
development work is concentrated mainly on sustaining output levels from large,
aging fields. Roughly 60 percent of Iran’s oil production comes from fields more than
half a century old, with some dating back to the first oil discoveries in the Middle
East. Consequently, enhanced oil recovery (EOR) programs are underway at a
number of fields, including Marun and Karanj.

The recent discovery of new fields has increased Iran’s storage capacity to a
large extent.

(For information on Iran’s storage capacity see Appendix.02)

International companies are showing great interest for investing in these
projects, for which the Iranian government has been setting a certain set of newly
introduced regulations.

(For regulations on foreign investment see Appendix.03)

2.1.3. The Caspian Sea Region:

Aside from acting as a transit center for other countries' oil and natural gas
exports from the Caspian Sea, Iran has potentially significant Caspian reserves of its
own. Currently, Iran has no oil or natural gas production in the Caspian region. In
early 2004, a 3-D seismic survey of the southern Caspian was conducted by Iran's
Oil Survey Co. the work yielded a number of potentially prospective blocks, including
Blocks 6, 7, 8 and 29. According to a 1998 study by Eni, Shell and KEPCO, the
Iranian sections of the Caspian Sea have significant potential. A tender for
exploration is expected to follow after the seismic work is complete. Among the
foreign firms that have indicated their interest in the area are Statoil, Norsk Hydro,
Petrobras, Petronas and CNOOC.

At the present time, Iran continues to maintain that regional treaties signed in
1921 and 1940 between Iran and the former Soviet Union.
(United Nations Economic Commission for Europe n.d.)

(For information on these treaties see Appendix.04)
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2.2. Natural Gas

The Oil and Gas Journal (2006) states Iran containing an estimated 970
trillion cubic feet (Tcf) in proven natural gas reserves, making it the world's second
largest reserves and surpassed only by Russia.(See figure 2.5) Around 62 percent of
Iranian natural gas reserves are located in non-associated fields and have not been
developed. According to Global Insight, major non-associated gas fields include:
South Pars (280-500 Tcf of gas reserves), North Pars (50 Tcf) and Kangan-Nar (23.7
Tcf). In 2005, according to provisional Cedigas data, Iran had marketed production of
3.5 Tcf of natural gas and consumed 3.6 Tcf of gas.

Despite the fact that domestic natural gas demand is growing rapidly, Iran has
the potential to become a significant natural gas exporter due to its large reserves.
Natural gas treatment and processing plants include Kangan-Nar, Aghar-Dalan,
Ahwaz, Marun-4, Bid Boland, and Asaluyeh. In March 2004, Iran signed a $1.2

Figure 2.5. Top World Proven Natural Gas Reserves and
Annual Production (2006)

http://www.eia.doe.gov/pub/international/iealf/table24.xls
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billion contract with a consortium of two foreign and two domestic companies to
gather associated gas from the Nowruz, Soroush, Hendijan and Behregansar fields
that was previously flared or re-injected.

For the time being the South Pars field is recognized as Iran’s largest natural
gas field. South Pars was first identified in 1988, and current estimates are that
South Pars contains 280 Tcf or more of natural gas reserves, and over 17 billion
barrels of liquids reserves. Sales from South Pars could earn Iran as much as $11
billion per year over 30 years, according to Iran's Oil Ministry. (National Iranian Oil
Company, 2007)

(For further information on the South Pars field see Appendix.05)

2.2.1 Natural Gas Competition in the Region

Iran likely will face stiff competition for Liquefied Natural Gas (LNG)
customers, particularly given the fact that many other LNG suppliers (Oman, Qatar,
and the UAE) are already players, having locked up much of the Far East market.
U.S. sanctions also mean that Iran is limited to non-U.S. liquefaction technology,
which is significant as most LNG plants use processes developed by U.S.
companies. Currently, Iran has no LNG facilities.

(For further information on Natural Gas developments, see appendix.06)

2.2.2. Natural Gas Trade

With its enormous natural gas reserves, Iran is looking to export large
volumes of natural gas. Besides Turkey, potential customers for Iranian natural gas
exports include: Ukraine, Europe, India, Pakistan, Armenia, Azerbaijan, Georgia,
Taiwan, South Korea, and China. Exports could be via pipeline and/or LNG tanker,
with possible LNG export terminals at Asaluyeh or Kish Island. (Osveh Iran INC
2005)

(For further information on natural gas exports see Appendix.07)

Aside from natural gas exports, Iran also has discussed importing natural gas
from Azerbaijan, and already imports some natural gas from Turkmenistan. This
natural gas is for use in Iran's northern areas, far from the country's main natural gas
reserves in the south.
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3.1. International Internet Marketing

Although the Internet can be a marketer’s dreams come true, it can also be a
nightmare for firms that are not aware of the challenges that the Internet creates
(Palumbo & Herbig 1998, p.253).

Ellsworth and Ellsworth (1995) list ten main business uses of the Internet,
namely; communications (internal and external) using e-mail; corporate logistics
where tools such as MUDS (Multi-User Dialog) and MOOS (MUD Object Oriented),
IRC (Internet Relay Chat) etc. are used to achieve “real time” communications
across distances; globalization and a leveling of the corporate playing field with
companies using the Internet to achieve more rapid internationalization; the use of
the Internet to achieve competitive advantage, for example, by creating new product
opportunities, erecting barriers to entry etc.; cost savings, from the use of online
communications; online support of inter-firm collaboration, especially in R&D; the use
of the Internet as an information search and retrieval tool; the establishment of
company Web sites for marketing and sales promotion; and the transmission of any
type of data including manuscripts, financial information, CAD/CAM files.

Sterne (1995) lists the following potential advantages of effective Internet
marketing: improved corporate image; improved customer and investor relations;
finding new prospects (customers); increased visibility; cost reduction; market
expansion; and improved internal communications.

Marketing practitioners and academics have devoted considerable effort to
identifying the effect of the Internet on International Marketing. These may be
grouped into two different dimensions of investigation;

Firstly, those who have focused on Internet marketing such as Chaffey, et.al.,
2000; Cronin, 1996a,b; Damanpour, 2001; Duggan and Deveney, 2000; Hofacker,
2001; Hoffman, et.al., 1999; Hoffman and Novak, 1995; 1996; Honeycutt, et.al.,
1998; Porter, 2001.

Secondly, those who have chosen to research the implications of international
Internet marketing, notably Bennet, 1997; Berthon et.al., 1996; Cronin, 1996a,
1996b; Damanpour, 2001; Ellsworth and Ellsworth, 1995; Hamill, 1997; Honeycutt
et.al., 1998; Kotab and Helsen 2000; Palumbo and Herbig, 1998; Quelch and Klein
1996; Watson et.al., 2000.
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3.1.1. Internet Marketing

As a distribution channel, the internet provides businesses with access to
global markets and enables companies of all sizes and types to compete globally
(Quelch and Klein, 1996).

The Internet provides a fundamentally different environment for international
marketing and requires a radically different strategic approach. (Hamill 1997)

Even though the Internet’s popularity is growing rapidly among businesses,
there is still a great deal of confusion about the Internet and what it has to offer the
business world. The Internet is, physically, a network of computer networks. It is
made up of well over two-and-a-half million host computers and is growing at the
rate of over two million new users each month But beyond this, the Internet is,
conceptually, a new and highly efficient way of accessing, organizing and sharing
information.

There are two ways in which a company can benefit from use of the World
Wide Web. It can be used for information access only, or it can be actively used to
set up a marketing presence. The level chosen depends on the needs and resources
of the company. (Ainscough & Luckett 1996)

The Internet and the ways it is used are changing at a blinding speed, and the
Internet environment will continue to be turbulent for many years to come. Because
of this, no single person can claim to be an expert about the entire Internet.
Nevertheless, people who are well-informed about Internet marketing can often cope
with its dynamics better than people who are less informed. Individuals who can
combine diverse information together in innovative ways can discover and develop
new business opportunities.

The business environment and climate on the Web is changing so rapidly that
firms must be flexible and prepared to grasp new opportunities to stay profitable.
Small businesses hold a definite advantage over large firms in this regard. It can
take months, if not years, for a large firm to change a strategy that isn’t working.
Small businesses can turn quickly and dart in a more promising direction.
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The matrix bellow, which represents one of the first attempts to develop a
conceptual model of Internet business uses, was developed by Cronin (1996).
(Figure 3.1)

Four main competitive advantages are available from Internet connectivity,
including:

 Cost/efficiency savings achieved through substituting the Internet for other
communications channels with vendors, information providers and
business partners;

 Performance improvements from the widespread internal use of the
Internet to integrate information resources, support virtual teams and
facilitate distributed decision making and organizational flexibility.

 Market Penetration which can be achieved through high external
connectivity with customers, including public web sites and online
customer support.

 Product transformation, including the development of Internet-based
products and services that redefine the company’s strategic position
(Hamill, 1997).

Figure 3.1 Conceptual models of internet business uses
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3.1.2. International Marketing

The literature available in international marketing is concerned with the
strategic and operational marketing issues arising in the management of the firm’s
international operations. The firm in international markets develops its marketing
strategies and implements them in the context of a complex and changing
environment. In doing so it must also respond to the needs and demands of its
customers while coping with competition. Of special interest, therefore, is the role of
the firm in mediating the international environment through corporate marketing
strategies. Therefore literature corresponding to this need, concentrate on how these
strategies are to be addresses, what are the critical success factors in successful
strategy making, what values they provide, and how they should be addressed.

International marketing strategy is a management topic of the new millennium.
In preceding decades international business was the preserve of large commodity
traders and a few pioneering marketing companies. That has changed dramatically.
Now companies in most industries are concerned with developments in international
markets: banks; communications and transport; manufacturing; and retailing. Small
and large companies are affected, as are companies in traditional and high
technology industries and most services. There are very few businesses that are not
affected by trends in international markets. More open and integrated international
markets, as well as the increased globalization of communications technology, have
created opportunities and competitive challenges for the firm seeking profitable
growth. To succeed in such an environment managers must be flexible and able to
develop and implement dynamic international marketing strategies. It is necessary
for these managers to acquire a detailed knowledge of international markets to be
able to develop successful international marketing strategies. (Frank Bradley, 2002).

At the core of an international marketing strategy is the internet firm’s goal to
build and sustain a competitive advantage. According to Porter, internet firms can
achieve a sustainable competitive advantage by focusing on “operational
effectiveness” and “distinctive strategic positioning”. Operational effectiveness is
“doing the same things your competitors do but doing them better”. Strategic
positioning involves not only doing things differently than competitors, but also
devising and delivering unique value to target markets. (Porter, 2001)
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The value of Information in International Marketing:

Marketing is essentially an information processing activity which links an
organization to the external environment in which it operates. Processing information
is now generally accepted as the fifth “P” of the marketing mix and a large number of
studies have shown that effective management of information systems/ information
technology can be a powerful source of competitive advantage (Cecil and Goldstein,
1990; Cole, 1985; Earl, 1989; Feeney, 1988; McFarlan, 1984; Peppard, 1993; Porter
and Miller, 1985; Turbin et al., 1996).

Businesses preparing to compete in the twenty-first century are increasingly
confronted with the task of crafting strategies that anticipate and respond to the rapid
pace of change in global markets. As a result, their information needs are changing
and becoming ever more complex and diverse. (Craig and Douglas, 2000).

The need for effective management of information is particularly important in
international marketing where the firm will be dealing with a range of diverse and
complex environments subject to rapid and often unexpected change. Empirical
evidence shows that effective export marketing research is a “critical success factor”
discriminating successful from unsuccessful exporters (Aaby and Slater, 1989).
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3.1.3. IIM and the changing face of the marketing mix

In recent years the Internet has exploded onto the world stage and has
become an integral part of the marketing mix (Strauss and Frost, 1999).

The International Internet Marketing has changed some elements of the
marketing mix. Marketing on the Internet is a very different process from traditional
marketing. The key to a more successful marketing effort on the Internet will be an
interactive strategy.

This part focuses on marketing mix dimensions that may be facilitated through
the use of the Internet.

Product:

A product is any thing that can be offered to a market for attention,
acquisition, use, or consumption that might satisfy a want or need (Kotler 1991).

The management of the product mix refers to the development and
commercialization of new products, as well as to decisions, which determine the
length of their cycles, namely, product rejuvenation and renewal, or elimination
decisions. The Internet leads to faster discovery of customer needs, greater
customization of the products to the customer needs, faster product testing, and
shorter product life cycles (Avlonitis and Karayanni 2000).The international
marketers who use the Internet should have in-depth uderstanding of the foreign
marketing environment to assess the relative advantages of their own products and
services (Quelch and Klein 1996).

As part of a good marketing plan, a company must design new or improved
products that meet the customer’s current or latent needs, find an effective way to
bring that product to the customer, and provide after-sales support. The Internet can
dramatically improve the entire process. This is especially true if the product being
offered can be transformed into a digital product. But even if the product is not
digital, many companies can still take advantage of the Internet to streamline their
businesses (Wilson and Abel 2002).
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Price:

The Internet has many influences on the price strategy. However, the Internet
will lead to increasing standardization of prices across borders, or at least to
narrowing the price differentials as customers become more aware of prices in
different countries (Poon and Jevons, 1997).

Bob MacPherson, the Webmaster for laboratory equipment exchange, an
information resource for the sale of used scientific equipment, explains:

“The companies that advertise through my services have to recognize
that there are international consequences to their promotions. For example if
a company were to offer a 20 per cent discount on some products to my
readers, readers all over the world would see this deal. But in some countries
where you have distributors or do not need to discount to get business, the
special offer is a problem” (Quelch and Klein, 1996).

Furthermore, smart agents, software programs that can search the Internet for
products meeting pre-specified criteria, and may further combat attempts at price
discrimination by uncovering different prices. Taken together, these factors suggest
that the Internet will lead to increased standardization of prices across borders, or at
least, narrower price spreads across country markets.

In the Business-to-Business arena, it is expected that the bargaining power of
customers is likely to be increased since they will become aware of alternative
products and services. Besides, the ease of use of the Internet channel makes it
easier for customers to swap between suppliers. It should be noted that there are still
barriers to swapping since once a customer invests time in understanding how to
use a web site to select and purchase products, he or she may not want to learn how
to use another service. It is for this reason that a company that offers a web-based
service before its competitors has a competitive advantage (Chaffey et.al., 2000).

The final issue in the price dimension is the currency rates. White states that
shopping on the Internet needs to be convenient. Therefore, consumers are unlikely
to search for information on currency conversion rates. Companies who wish to
market their products internationally may consider adding a link from their web pages
to a currency converter or provide an approximate conversion rate for each country
to which they are prepared to make sales (White, 1997).
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Promotion:

Promotion refers to all the various ways an organization undertakes to
communicate its products’ merits and to persuade target customers to buy from them
(Kotler, 1991).

Undoubtedly, the use of the Internet allows sales departments to have
interactive communication with the customers. The fact is, while hard-selling and
advertiser-push promotion strategies do not work well on the Internet (Poon &
Jevons., 1997), global advertising costs, as a barrier to entry, have been significantly
reduced as the Internet has made it possible to reach a global audience more
cheaply (Quelch & Klein., 1996).

However, there is a critical issue for the international marketers who use the
Internet in their marketing. The new challenge facing companies is the management
of a global brand and corporation logo (Eid & Trueman., 2002). In order for a
company and its subsidiaries to be able to effectively communicate with its
customers in all sectors, policies about branding on the Internet should be clearly
defined. Different companies act differently on the Internet regarding how they
communicate their brand and image and what messages they send through their
Web sites. While some maintain one Web site for all their brands and subsidiaries,
others may decide to use a separate Web site for each brand.

Another challenge of Internet promotion is that advertising on Web pages
might not be very well received by customers who merely wish to be presented with
the hard facts about the subject matter of the pages they read (Bennet, 1997).

Physical Distribution:

Physical distribution is the place aspect of the marketing mix. Marketing
channel can be defined as interdependent organizations involved in the process of
making a product or service available for use or consumption (Kotler, 1991).

By directly connecting the end-users and producers the Internet has
significantly reduced the importance of traditional intermediaries in international
marketing (disintermediation). As a result, anyone connected to the Internet can
retrieve their needed products by ordering them from the producer’s Web site. Also
companies no longer have to establish long and expensive distribution channels to
bring their products to the customer. In fact, the Internet is borderless and the
opportunity to sell over the net in a standardized way eliminates many natural
barriers to entry (Wilson & Abel, 2002).

If we examine the definition and application of the marketing mix and its four
Ps, it is easy to note that the four Ps model does not explicitly include any interactive
elements. Further more, it does not indicate the nature and scope of such
interactions (Eid & Trueman, 2002). However the previously discussed changes in
the four P’s are a result of the interactive nature of the Internet. This important and
characteristic of the Internet requires a shift in the marketing paradigm, if Internet
marketing is to be practiced.

The commercialization and global spread of the Internet will have a profound
impact on both the study and practice of international marketing.
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3.1.4. The Internet: A new international marketing paradigm

Because of its unique characteristics, the Internet provides a fundamentally
different environment for international marketing and therefore requires a different
approach.

Businesses today compete in two worlds: the physical world of resources
(marketplace) and the virtual world made of information (market space) (Rayport &
Sviokla, 1995).

In order for companies to be able to compete, they have to create value in a
competitive way and discriminate from one another. But it is very important for them
to realize that the processes for creating value are not the same in the two worlds,
and in order for them to successfully compete in both worlds they face a new
conceptual and tactical challenge of managing two different value-adding processes
in two mutually dependent environments.

The term ‘value-chain’ was first used by Michael Porter in his book
“Competitive Advantage: Creating and Sustaining Superior Performance” (1985).
The Value-Chain framework of Michael Porter is a model that helps to analyze
specific activities through which firms can create value and competitive advantage.

The scopes of activities in any firm are categorized into Primary and Support
Activities, and include:

 Inbound-Logistics
Includes receiving, storing, inventory control, transportation scheduling.

 Operations
Includes machining, packaging, assembly, equipment maintenance, testing
and all other value-creating activities that transform the inputs into the final
product.

 Outbound-Logistics
The activities required to get the finished product to the customers:
warehousing, order fulfillment, transportation, distribution management.

 Marketing-and-Sales
The activities associated with getting buyers to purchase the product including
channel selection, advertising, promotion, selling, pricing, retail management,
etc.

 Service
The activities that maintain and enhance the product's value, including
customer support, repair services, installation, training, spare parts
management, upgrading, etc.

 Procurement
Procurement of raw materials, servicing, spare parts, buildings, machines,
etc.
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 Technology-Development
Includes technology development to support the value chain activities, such
as Research and Development, Process automation, design, redesign.

 Human-Resource-Management
The activities associated with recruiting, development (education), retention
and compensation of employees and managers.

 Firm-Infrastructure
Includes general management, planning management, legal, finance,
accounting, public affairs, quality management, etc. (see figure 3.2)

Figure3.2. Porters value chain.
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By definition, the value-chain model describes a series of value-adding
activities, connecting a company’s supply side (raw materials and inbound logistics)
and production processes with its demand side (outbound logistics, marketing and
sales). In this model, information is treated as a supporting element for design and
creation of value-adding processes by companies, and not as a source of value
itself. In market space or virtual value-chain information is a source of value for the
customers (Eid & Trueman, 2002).

Another aspect of the paradigm shift is caused by the ultimate power that the
Internet puts in the hands of the customers by enabling them to demand the best
products at the lowest prices. This paradigm shift is described with the term,
“consumer-to-business” marketing (Urban, Sultan, & Qualls, 2000).

Also agreeing, Rayport and Sviokla (1995) draw attention to replacing supply
and demand. They said that in today’s world of overcapacity, in which demand, and
not supply, is scarce, managers must increasingly look to demand-side strategies.

The Internet both as a marketing tool and medium draws the attention to long
lasting customer relationships. This is because customers are now capable of
instantaneous access to information, and buyers can compare the sellers’ offerings
worldwide. Through the Internet, customers have on their computer screens a rich
mine of information regarding all their needs and available choices of providers, and
it is very easy to switch from one supplier to another if better offers keep popping up.
Only companies who are able to create a long term relationship with their customers
will be able to continue making profits from their very precious loyal customers.
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3.2. Business to Business Marketing

Electronic business-to-business commerce has progressed through a number
of phases, with the two key technologies being: electronic data interchange (EDI)
and the internet. In the 1960s and 1970s, mainframe solutions focused initially on
internal automation and proprietary EDI links with suppliers. EDI allows for the
electronic transmission of information and documents such as invoices or purchase
orders between computer systems in different organizations based on a standard,
structured, machine retrievable format (Sanchez and Perez, 2003).

Business-to-business relationships are usually studied as if they were dyads:
for example, between a manufacturer and a distributor (Anderson and Narus, 1990;
Ford and Rosson, 1982), or between a manufacturer and an industrial customer
(Ha°kansson and Snehota, 1995; Turnbull and Valla, 1986).

Studies where a dyadic approach is applied, deal with relationships between a
mother company and a foreign subsidiary (Pahlberg, 1996), and between a principal
and an agent (Bergen et al., 1992).

However, in international business relationships the exporting supplier is, in
many cases, represented in the foreign market by some kind of intermediary.
Examples of intermediaries in international settings are sales subsidiaries and
agents. This means that these relationships are by nature not dyadic, but triadic. In
particular, it seems reasonable to assume that important and complex international
business relationships require that both the manufacturer and the intermediary are
involved in the relationship. Therefore, there is reason to consider the tri-partite
interaction between the supplier, the intermediary and the customer in international
business relationships.

Within the field of business, studies can be found where relationships
between three parties are studied. However, the triad is usually not a central focus.
Instead, the focus is most often on the specific connections between the three
parties. For example, how one dyadic business relationship influences another
(Smith and Laage-Hellman, 1992). In contrast to these earlier studies of three
parties, the business-relationship triad, which is here seen to exist at company level,
is defined in a similar way to the way in which the sociological triad is usually
defined. A triad can be said to exist “when three individuals are observed to interact
on successive occasions. These three are seen to come together repeatedly or to be
in communication often, conversing, exchanging products, and so on.” (Thibaut and
Kelley, 1959)
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The three parties are seen to form a group based on a specific reason for the
repeated interaction of the three “members of the group” (Wolff, 1950). In this type of
triad, each of the three parties also has direct contact with the other two parties.
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3.3. Business to Business International Internet

Marketing

The global nature of the Internet, combined with the nature of the
communication that it can convey, makes it a perfect vehicle for international
marketing (Nicovich and Cornwell, 1998; cited in Richardson, 2001)

The Internet has become established as a global channel through which both
existing and potential customers can be targeted, and through which organizations
can both publicize and present commercial offerings.

As a result of this revolution in worldwide communications, easier execution of
global marketing strategies is made possible, as a presence on the Web means
being international by definition. The Internet has become established as a global
marketing and communications channel, and can deliver many aspects of any
organization’s global marketing strategies ranging from branding, database building
and customer acquisition to providing customer service, forming relationships,
building loyalty and installing advocacy in existing customers (Czinkota and
Ronkainen, 1990).

Ellsworth and Ellsworth (1996) argue that marketing and sales promotion,
both business to business and direct to customers; have been revolutionized by the
WWW. A good Web site can be used for advertising, corporate visibility, brand name
recognition, public relations, press releases, corporate sponsorship, direct sales,
customer support and technical assistance. The key to achieving these benefits is a
well designed site and effective marketing of the site to ensure a large number of
“hits”. Successful business Web sites, according to the authors, have a number of
common characteristics including: information-rich and regular updating to
encourage repeat visits; clear navigation paths to allow smooth movement around
the site; the provision of value-added to the user in the form of real information and
services rather than just a place for marketing and sales; interactivity and
responsiveness to user feedback; the site should be designed to allow the gathering
of information about users; integration of the site with other marketing channels used
by the company; and institutional support, i.e. the site should have its own budget
and be supported by the whole organization rather than being the responsibility of a
small group of technicians. Finally, the site needs to be marketed properly in order
to ensure high access. This can be done in various ways including registering the
site with all of the online search engines; establishing reciprocal cross-linkages to
other sites; and ensuring that the URL address is used in all company
correspondence etc. Similar advice concerning the design and marketing of
company Web sites is provided by Sterne (1995).
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3.4 Problems incorporated with Business to

business International Internet Marketing

There are several ways that we could address issues related to B2BIIM.
Issues related to diffusion, Issues related to economics, Issues related to cultural
affects, Issues related to Political and Legal Influences, Issues related to Entry
Strategies, Marketing issues related to Segmentation, Targeting, and Positioning are
all examples of what marketers should be addressing when they wish to price and
promote their products within any new business environment.

These issues are basically all of which relate to Internet marketing,
International marketing and business to business marketing at the same time.

Companies already marketing in foreign markets will face a more aggressive
and diverse competition abroad, since the Internet reduces the cost of entry,
diminishes the competitive advantage of economies of scales, and makes it easier
for small companies to compete world wide (Quelch & Klein, 1996)

For those companies who are involved with large deals of Business to
Business interactions, the internet could be acting as the portal for exchanging
information with suppliers and customers, as well as being the gateway to global
markets.
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3.5 Managerial dilemma:

Although no noticeable amount of IIM efforts could be recognized in the
Iranian business environment at the time of study, but it’s opening up to new ways of
doing business with an extremely fast pace. Due to the international nature of the
business environment and the ever-growing trend towards utilization of the internet,
companies show great interest in creating and maintaining business relationships
through this new channel.

Managers usually don’t have sufficient understanding of the new environment,
this leads to poor decision making and eventually poor practice.

To perform better decision making managers require creating an appropriate
perception towards B-to-B IIM. Such awareness would cover two aspects;

 Firstly the proper recognition of B-to-B IIM is required. This could be
approached through the underlying factors apposed to B-to-B IIM.

 Secondly the apposed factors should be understood in respect to the
business environment.

A beneficial research could be recognizing, categorizing and generalizing the
underlying factors of B-to-B II.

The challenge would be to:

• Understand the factors that play a critical role in utilizing Internet
capabilities

• Their implication on business strategic objectives and the process of
decision making

The chosen industry benefits from:

• Identifying the critical factors (that affect the implementation process),
and addressing them effectively.
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3.6. Previous Research performed in order to identify the

Critical success factors apposed to B2BIIM:

The recognition of affecting factors and there grouping is not in the
boundaries of this study. There have been a number of precious researches
performed in order to identify all those critical success factors apposed to B-to-BIIM,
a number of which are mentioned in the following:

A number of studies were carried out to identify those factors most critical to
B-to-B IIM success.

Each of these studies point out a certain set of critical factors. As an example
to this Avlonitis and Karayani, (2000) point out that sales force has a central role to
play in the internet marketing strategies implementation if the appropriate training is
provided. However top management team’s support is one of the keys to integrate
the internet effectively with the strategic marketing plan.

Others, like Bremer (1996) note that correct planning for training sessions,
management support and staff awareness programs are important to B-to-B IIM
implementation.

These studies and many more like them all agree on one fact; E-commerce is
not a technology play. It is a relationship; partnership, organizational and
communicational play made possible by new technology. (Riyad Eid, Myfanwy
Trueman, 2004)

Internet marketing is indicated by some as the new paradigm of marketing
(Eid and Trueman 2002, 2004; Hoffman, Novak, and Peralta 1999).
Eid and Trueman (2002) indicate that much of the current literature considers
Internet marketing a completely new phenomenon. Thus, there has been little
attempt to integrate the study of its impacts into existing knowledge, and calls for
more research into international Internet marketing (IIM).

There are a small number of studies related to IIM, but the dominant focus of
these studies is on the way the Internet is used, drivers and barriers to its use, and
how these might be overcome. Eid and Elbeltagi 2005; Hamill and Gregory 1997;
Morgan-Thomas and Bridgewater 2004. Avlonitis and Karayanni 2000, Eid and
Trueman 2004, Hamill and Gregory 1997, Hoffman, Novak, and Peralta 1999,
Mattila, Karjalouto, and Pento 2003, Porter 2001, and Quelch and Klien 1996, have
all conducted in-depth studies to gain an understanding of the factors that enhance
business-to-business (B2B) IIM implementation. They conclude that organizations
need to understand how to identify the critical factors that affect the implementation
process and address them effectively to reduce risk and realize the potential of
Internet marketing.
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However, although most transactions that occur on the Internet are in the B2B
domain (Eid and Elbeltagi 2005), research into B2B Internet marketing is still in its
infancy. Most research on Internet marketing has been descriptive, or speculative.
There are few solid models to guide research or application in this area. There have
been several attempts to identify the full range of critical success factors for B2B IIM
(Avlonitis and Karayanni 2000; Chan and Swatman 2000; Furnell and Karweni 1999;
Honeycutt, Flaherty,and Benassi 1998; Lynn et al. 2002), but few of these studies
can provide strong theoretical evidence for the existence of these factors. Some
authors and practitioners present a plethora of critical factors based on individual
experiences (Avlonitis and Karayanni 2000; Chan and Swatman 2000; Cronin
1996a, b; Damanpour 2001; Duggan and Deveney 2000), and others have
addressed only one main aspect of B2B IIM. For example, Porter (2001) examines
marketing strategy and makes a new combination of virtual and physical activities;
Furnell and Karweni (1999) and Scullin, Fjermestad, and Romano (2004) address
security and successful relationship; and Gogan (1997) focuses only on the culture
and the technological infrastructure of B2B IIM.
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4.1. Research Methodology

“Research aims at gathering knowledge about the object of study.”

There has been a lot of research done in evaluation of Internet marketing in
different areas since late 1990s. The areas in which most studies have been
conducted include topics such as “objective measurement of Web site
effectiveness”, “types of products and services likely to sell over the Internet”,
“concepts of marketing on the Internet”, “international aspects of Internet marketing”,
“cultural aspects of Internet marketing”, and many more. Still there has been very
limited research on Business to Business marketing through the internet channel,
especially with a global perspective.

The current research is taking an Informative (or "disinterested") approach
which aims primarily at gathering knowledge (i.e. descriptions and explanations)
about the object of study but does not wish to modify the object. The target is to find
out how things are, or how they have been. The project may also include gathering
opinions about the desirability of the present state of things, but it does not include
planning any improvements.

The aim is to collect general knowledge, often called invariance, which is
common to all or most of the objects in the class. It will be necessary to restrict the
amount of information and abandon the goal of holistic study. The methods used aim
to select, record and analyze only those attributes of the objects that are judged as
important and interesting in the studied environment; in this study, the Gas and Oil
Industry of Iran.

There are several stages that are to be taken:

1. Defining the problem, with the help of a study of literature, and
selecting key concept definitions. Formulating the hypotheses

2. Planning the empirical study. Defining the population to be studied and
the methods of sampling and measurement

3. Gathering data.
4. Analyzing the data.
5. Assessing the validity and reliability of the results
6. Reporting

The first stage has been covered through chapter 2 of this paper. In this
chapter we are focusing on the explanation of the Study plan, covering the Research
Approach (mentioned earlier), Target Population, Sampling Technique used,
Questionnaire development and Data Collection methods.
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The goal of this research is to help the creation of probable new theories
related to Business to Business International Internet Marketing using data gathered
from a specific industry, in our case the gas and oil industry of Iran. The data is to be
fed in a model which has been adopted from previous researches. (New theory
creation through empirical research, 2007) (See figure 4.1)

The findings of this research could be used in iterative processes repeated as
many times as necessary to reach a satisfactory result, or until the resources are
exhausted, in order to create a deeper understanding (creations of deeper
understandings through an iterative approach) .(see figure 4.2),

Figure 4.1 New theory creations through empirical research

Figure 4.2 creations of deeper understandings through an iterative approach
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Methodology

This article describes qualitative research into companies’ B2B IIM efforts
through a series of in-depth interviews. The evidence from multiple cases is
convincing, and therefore the overall study is more robust. Multiple case designs
follow “replication” logic. Therefore, contrary to a common misconception that case
studies provide little basis for scientific generalization, multiple case studies are
reliable. The goal is to expand and generalize theories (analytic generalization), not
to count frequencies (statistical generalization). Given these objectives, a case study
with a multiple case design is the appropriate methodology. Having multiple sources
of evidence also helps overcome the commonly cited limitations of interviews (bias,
poor recall, and poor or inaccurate articulation). In addition, paraphrasing and
summarizing intermittently during each interview to ensure that the interviewees’
answers were interpreted accurately are to be used.

4.2. Problem Statement

The vision of this research could be stated as follows:

“ To gain a better understanding of factors affecting the success of Business
to Business International Internet Marketing in the Iranian Gas and Oil
Industry ”.

We are to be focusing on the following main questions:

1. Are the proposed factors for successful B-to-B IIM liable within the
Iranian Gas and Oil business environment?

2. How are the proposed factors for successful B-to-B IIM valued within
the environment?

3. How could the valuing patterns be interpreted?
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4.3. Factor categorization

The findings of the studies mentioned in section 3.6 can identify factors
having a direct impact on successful implementation of B-to-B IIM. These factors are
classified into five categories:

(1) Marketing strategy related factors;
(2) Web site related factors;
(3) Global dimension related factors;
(4) Internal related factors; and
(5) External related factors.

Sub-factors:

The categorizations of factors are further introduced.
The model used in this research examines how different CFSs affect B-to-B

IIM success.
Section 4.4 depicts the research model and illustrates the propositions tested

in this study.

Firstly factors related to marketing strategies are a vital component of
successful B-to-BIIM. These include:

 Top management support,
 Setting the strategic goals,
 Integrating internet marketing with marketing strategies,
 Collaboration (strategic partners), and
 Deciding on the potential audience.

Second, many researchers have considered the Web Site as a crucial
component of any B-to-BIIM efforts. These include:

 Well-designed site, and
 Effective marketing of the site.
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Third, many authors have considered global dimension related factors as a
vital component of successful B-to-BIIM efforts. These factors include:

 In-depth understanding of foreign marketing environments,
 Resources required to work globally,
 Multilanguage website to successfully reach target customers,
 Cultural considerations, and
 Availability of delivery channel such as international shipping.

Fourth, many researches and practitioners have increasingly considered
factors related to internal environment as a crucial component of successful B-to-B
IIM efforts. These factors include:

 Technological infrastructure,
 Appropriate internal culture,
 Effective relationship between the marketing and IS/MIS department,

and
 Well trained sales force

Finally, many have increasingly considered factors related to external
environment as another key component of successful B-to-BIIM implementation.
These factors include:

 Trust,
 Security,
 Successful relationship,
 easy and affordable access to the Internet, and
 Costumer acceptance.
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4.4. Model

Hypothesis:

The following hypothesizes will be considered relating to each of the
groupings above:

 H1. Marketing strategy related factors affect the success of B-to-B
international Internet marketing within the gas and oil industry of
Iran.

 H2. Web site related factors affect the success of B-to-B
international Internet marketing within the gas and oil industry of
Iran.

 H3. Global dimension related factors affect the success of B-to-B
international Internet marketing within the gas and oil industry of
Iran.

 H4. External factors affect the success of B-to-B international
Internet marketing within the gas and oil industry of Iran.

 H5. Internal factors affect the success of B-to-B international
Internet marketing within the gas and oil industry of Iran.

The model tested in this research examines how different CSFs affect B-to-
BIIM success. The model in figure 4.3 illustrates the propositions tested in this study.

These hypotheses can be expressed in a multiple linear regression equation
as:

B-to-BIIM success = constant + B1 marketing strategy related factors

+ B2 web site related factors + B3 global dimension related factors

+ B4 internal factors + B5 external factors + є
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Category 1: MARKETING STRATEGY RELATED
FACTORS:

 Top management support &
commitment,

 Setting strategic goals,
 Integrating internet with marketing

strategies,
 Collaboration (strategic partners),
 Deciding on who are the potential

audience.

 Effective marketing of the site.

 International delivery Availability

Category 4: INTERNAL RELATED FACTORS:

 Technological infrastructure,
 Appropriate internal culture,
 Effective relationship between the

marketing and IS/MIS department
 Well trained sales force

:

 Costumer Acceptance.
HYPOTHESIS 1
HYPOTHESIS 2

Category 2: WEB SITE RELATED FACTORS:

 Web Site Design
HYPOTHESIS 3
Perceived
success of

B-to-B IIM
Category 3: GLOBAL RELATED FACTORS:

 In-depth understanding of foreign
marketing environments,

 Resources required to work globally,
 Multilanguage website to successfully

reach target customers,
 Cultural considerations,
HYPOTHESIS 4

HYPOTHESIS 5

efforts

Figure 4.3.Research Model
Category 5: EXTERNAL RELATED FACTORS

 Trust,
 Security,
 Successful relationship,
 Easy and affordable access to the

Internet,
7
 -
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5.1. Introduction to Analytic Hierarchy Process

(AHP)

People make three general types of judgments to express importance,
preference, or likelihood and use them to choose the best among alternatives in the
presence of environmental, social, political, and other influences. They base these
judgments on knowledge in memory or from analyzing benefits, costs, and risks.
From past knowledge, we sometimes can develop standards of excellence and
poorness and use them to rate the alternatives one at a time. This is useful in such
repetitive situations as student admissions and salary raises that must conform to
established norms. Without norms one compares alternatives instead of rating them.
Comparisons must fall in an admissible range of consistency. The analytic hierarchy
process (AHP) includes both the rating and comparison methods. (Saaty, 1994 a)

Policy makers at all levels of decision making in organizations use multiple
criteria to analyze their complex problems.

Multi criterion thinking is used formally to facilitate the decision making.
Through trade offs it clarifies the advantages and disadvantages of policy options
under circumstances of risk and uncertainty. It is also a tool vital to forming corporate
strategies needed for effective competition.

Nearly all of us, in one way or another, have been brought up to
believe that clearheaded logical thinking is our only sure way to face
and solve problems. We also believe that our feelings and our
judgments must be subjected to the acid test of deductive thinking. But
experience suggests that deductive thinking is not natural. Indeed, we
have to practice, and for a long time, before we can do it well. Since
complex problems usually have many related factors, traditional logical
thinking leads to sequences of ideas that are so tangled that their
interconnections are not readily discerned.
(Saaty, 1980)
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The lack of a coherent procedure to make decisions is especially troublesome
when our intuition alone cannot help us to determine which of several options is the
most desirable, or the least objectionable, and neither logic nor intuition are of help.

Therefore, we need a way to determine which objective outweighs another,
both in the near and long terms. Since we are concerned with real-life problems we
must recognize the necessity for trade-offs to best serve the common interest.
Therefore, this process should also allow for consensus building and compromise.

Individual knowledge and experience are inadequate in making decisions.
Participation and debate are needed both among individuals and between the
groups affected. Here two aspects of group decision making have to be considered.

The first is a rather minor complication, namely, the discussion and exchange
within the group to reach some kind of consensus on the given problem. The second
is of much greater difficulty.

The holistic nature of the given problem necessitates that it be divided into
smaller subject matter areas within which different groups of experts determine how
each area affects the total problem. A large and complex problem can rarely be
decomposed simply into a number of smaller problems whose solutions can be
combined into an overall answer. If this process is successful, one can then
reconstruct the initial question and review the proposed solutions. A last and often
crucial disadvantage of many traditional decision-making methods is that they
require specialized expertise to design the appropriate structure and then to embed
the decision-making process in it.

A decision-making approach should have the following characteristics;

—be simple in construct,
—be adaptable to both groups and individuals,
—be natural to our intuition and general thinking,
—Encourage compromise and consensus building, and
—Not require inordinate specialization to master and communicate
(Saaty, 1990)
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The set of potential outcomes or alternatives from which to choose are the
essence of decision making. In laying out the framework for making a decision, one
needs to sort the elements into groupings or clusters that have similar influences or
effects. One must also arrange them in some rational order to trace the outcome of
these influences. Briefly, we see decision making as a process that involves the
following steps:

(1) Structure a problem with a model that shows the problem's key elements
and their relationships.

(2) Elicit judgments that reflect knowledge, feelings, or emotions.

(3) Represent those judgments with meaningful numbers.

(4) Use these numbers to calculate the priorities of the elements of the
hierarchy.

(5) Synthesize these results to determine an overall outcome.

(6) Analyze sensitivity to changes in judgment
(Saaty 1994 b)

The decision making process described in this paper meets these criteria. It is
called the Analytic Hierarchy Process (AHP). The AHP is about breaking a problem
down and then aggregating the solutions of all the sub problems into a conclusion. It
facilitates decision making by organizing perceptions, feelings, judgments, and
memories into a framework that exhibits the forces that influence a decision. In the
simple and most common case, the forces are arranged from the more general and
less controllable to the more specific and controllable. The AHP is based on the
innate human ability to make sound judgments about small problems. It has been
applied in a variety of decisions and planning projects in many countries.

Here rationality is

—focusing on the goal of solving the problem;
—knowing enough about a problem to develop a complete structure of

relations and influences;
—Having enough knowledge and experience and access to the knowledge

and experience of others to assess the priority of influence and dominance
(importance, preference, or likelihood to the goal as appropriate) among the
relations in the structure;

—Allowing for differences in opinion with an ability to develop a best
compromise.
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The analytical hierarchy process (AHP) has been proposed as a method for
improving judgmental forecasts. Some academics though neglect AHP noting that
the applications of the method are ill founded because they involve the inappropriate
weighting of the factors which will influence the forecast variable and do not permit
the modeling of situations where these factors operate to their fullest extent at the
same time. (Belton, 1996)
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5.2. B-to-B IIM in Iranian Gas and Oil using

Analytic Hierarchy Process (AHP)

The general aim of AHP is to come down from a goal by decomposing it into
the most general and most easily controlled factors. But what exactly could this goal
be?

The true nature of Iran’s unreliable business environments has always been a
headache for managers and policy makers across organizations. Companies are
confronted with a new wave of internationalization, and the need for internationally
accepted utilization of the internet is felt within organizations more than ever.
Whether or not to adapt business to business international internet activities is a
critical decision for Iranian companies.

When focusing on gas and oil companies, a noticeable amount of Business to
Business interactions are recognized. These interactions can largely benefit from the
utilization of the internet. Adding to this, the nature of the Gas and Oil business is
mostly international. Therefore International business to business relationships are
extremely central to a company’s success. Now the internet can act as a perfect
medium to create and maintain these kinds of relations.

On the other hand the importance of marketing activities and the role of the
marketing department are becoming more and more obvious. Companies nowadays
are starting to appreciate the importance of marketing efforts such as relationship
handling or market evaluation.

Being in such a unique era, requests a clear decision on the adoption of
internet capabilities and the extent of which they are to be utilized within the
company’s marketing efforts.

In fact, the decision on whether or not to adopt Business to Business
International Internet marketing efforts, and to what extent, is critical to companies
active in the field. Such a decision is based upon the Perceived success of B-to-B
IIM efforts, and must maintain a dynamic nature.

This study aims at recognizing a certain set of factors affective on the process
of decision making for B-to-B IIM efforts and further assessing their importance
within the business environment, clarifying the value and significance that each
factor holds from the view of companies active in the field. This knowledge is also
fed into Decision Support Systems or Expert Systems used by managers and
marketers.
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Having a clear idea on this goal, decomposing it into general and easily
controlled factors comes next. This is already done by previous researches
(mentioned in section 3.6) which name 5 categories and 21 factors affecting the
success of B-to-B IIM efforts. (Also refer to figure 4.3, research model)

Using AHP this study aims to recognize, normalize and generalize the
viewpoints gathered and demonstrate the findings. This is done using the Expert
Choice 11.0 platform explained in detail in section 5.6.
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5.3. From data to knowledge

As mentioned in part 3.6 there has been a recognizable amount of previous
research which try to identify Critical success factors apposed to B2BIIM. These
studies recognize a certain set of academically-proven factors which help create
easy understandings over business environments (the real world).

Within any chosen environment, a factor would hold specific value particular
to the nature of that environment.

By gathering viewpoints provided by individuals present and active in certain
business environments, valuing them (creating data), further normalizing and then
generalizing them we obtain significant knowledge on that business environment.

In other words; this study aims at gathering a certain set of data which could
be used as Input to certain logical and arithmetic processes, which in terms result in
some general understanding over the environment of the original input (data). This
understanding guides the process of decision making on the utilization of B-to-B IIM
across Iran’s Gas and Oil industries.

The logical and arithmetic processes vary in many ways, and are useful on
various cases. As mentioned earlier an Analytic Hierarchy Process is used in this
study

5.4. How to Structure a Hierarchy

Perhaps the most creative part of decision making that has a significant effect
on the outcome is modeling the problem. In the AHP, a problem is structured as a
hierarchy. This is then followed by a process of prioritization. Prioritization involves
eliciting judgments in response to questions about the dominance of one element
over another when compared with respect to a property. The basic principle to follow
in creating this structure is always to see if one can answer the following question:

Can I compare the elements on a lower level using some or all of the
elements on the next higher level as criteria or attributes of the lower level elements?

A useful way to proceed in structuring a decision is to come down from the
goal as far as one can by decomposing it into the most general and most easily
controlled factors. One can then go up from the alternatives beginning with the
simplest sub criteria that they must satisfy and aggregating the sub criteria into
generic higher level criteria until the levels of the two processes are linked in such a
way as to make comparison possible.
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5.5. AHP

The AHP (or analytic hierarchy process), developed by Saaty can be used
whenever a decision problem can be represented by a hierarchy, or cluster of
hierarchies, resting on the assumption of an overriding objective or goal. The
foundation for AHP is in simplifying the cognitive demands placed on decision-
makers by restricting the simultaneity of choosing from numerous options to pair
wise comparisons (Saaty, 1980).

Several software packages now incorporate AHP which fulfill the
requirements of a decision support system (DSS). These are techniques that can
assist in gathering, structuring and interpreting of all relevant information to improve
decision making. Typically, these packages involve:

 Criteria and alternatives specified by the users, i.e. model structures
are user driven rather than system driven;

 Weights allocated to each objective or criterion;
 The user(s) evaluating each alternative against each criterion;
 A summary calculation that indicates the best alternative based upon

the criterion weights and alternative priorities.

AHP is especially suitable for complex decisions which involve the
comparison of decision elements which are difficult to quantify. It is based on the
assumption that when faced with a complex decision the natural human reaction is to
cluster the decision elements according to their common characteristics.

It involves building a hierarchy (Ranking) of decision elements and then
making comparisons between each possible pair in each cluster (as a matrix). This
gives a weighting for each element within a cluster (or level of the hierarchy) and
also a consistency ratio (useful for checking the consistency of the data).

AHP takes that simple-enough looking prioritization problem and makes it
simpler and more meaningfully measurable. First, it reduces the list into pair wise
comparisons and asks for a ratio assessment of each pair. Using a simple case to
illustrate, to assess preference for three features, A, B and C, AHP would set up the
three pair wise comparisons (AB, AC and BC).
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There are three steps to AHP:

1. Perform pair wise comparisons
2. Assess consistency of pair wise judgments
3. Compute the relative weights

5.5.1. Pair wise Comparisons

AHP enables a person to make pair wise comparisons of importance between
decision elements with respect to the scale shown in Table 5.1.

Comparative
Importance

Definition Explanation

1 Equally important Two decision elements (e.g., indicators) equally
influence the parent decision element.

3 Moderately more
important

One decision element is moderately more
influential than the other.

5 Strongly more
important

One decision element has stronger influence
than the other.

7 Very strongly more
important

One decision element has significantly more
influence over the other.

9 Extremely more
important

The difference between influences of the two
decision elements is extremely significant.

2, 4, 6, 8 Intermediate judgment
values

Judgment values between equally, moderately,
strongly, very strongly, and extremely.

Reciprocals If v is the judgment value when i is compared to
j, then 1/v is the judgment value when j is
compared to i.

Table5.1. Pair wise Comparisons
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5.5.2. Assessing Consistency of Pair wise Judgments

In pair wise comparison of fruits, if you say "I like apples more than oranges",
"I like oranges more than bananas", and "I like bananas more than apples", you
would be very inconsistent in your pair wise judgments.

In AHP, before computing the weights based on pair wise judgments, the
degree of inconsistency is measured by the Inconsistency Index. Perfect consistency
implies a value of zero. However, perfect consistency cannot be demanded since, as
human beings, we are often biased and inconsistent in our subjective judgments.
Therefore, it is considered acceptable if II ≤ 0.1. For II values greater than 0.1, the
pair wise judgments may be revised before the weights are computed.

5.5.3. Assessing Inconsistency

An interesting side effect of asking a person to make a series of pair wise
ratio-based comparisons is the way that they "forget" prior assessments as they go.
If their understanding of the system is coherent, the whole set of pair wise
comparisons should stack up in a self-consistent way. In a preference assessment, if
a person places A much greater than B, then A slightly greater than C and then B
slightly greater than C, they have created a set of circumstances that do not make
sense as a whole. They have revealed inconsistency in their thinking on the matter.
That could show that a respondent was not paying attention or that they do not
understand the dynamics of the assessment well enough to see things clearly.

Inconsistency ratios (which involves some matrix math) of greater than about
0.1 are generally viewed as worthy of concern. Ratios smaller than 0.1 reflect a
pretty coherent set of assessments. As a companion to AHP preference rankings,
the inconsistency ratio provides useful guidance about how to interpret information
coming back from an individual or a group.
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5.5.4. Computing Relative Weights

AHP computes a weight for each decision element based on the pair wise
comparisons using mathematical techniques such as Eigenvalue, Mean
Transformation, or Row Geometric Mean.

5.5.5. Relative Criticality Weighting of Child Indicators

We decompose the evaluation problem into a hierarchy of indicators. In this
decomposition, a parent indicator is decomposed into n child indicators. In other
words, n child indicators are created to influence the score of their parent indicator
as depicted in figure 5.1.

For example, the dependability parent indicator may be decomposed into the
following child indicators: availability, reliability, safety, and security. In other words,
the child indicators, availability, reliability, safety, and security, are made to influence
the score of their parent indicator dependability. However, child indicators may
influence the score of their parent indicator in different amounts. For example,
security may affect dependability much more than availability. Therefore, each child
indicator carries a weight expressing its level of influence on its parent.

A weight is a fractional value between 0 and 1. The weights of the child
indicators belonging to the same parent must sum to 1. Since a child indicator can
influence more than one parent indicator, it can have more than one weight.

Since the weights are assigned relative to the sibling indicators to express
criticality of influence on the parent indicator, the weighting process is called relative
criticality weighting.

Figure5.1. Relative Criticality Weighting of Child Indicators
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5.5.6. Priority

The priority of a node is a numerical value represented as a percentage of
one. It is derived from pair wise comparisons with respect to the parent node. The
local priorities of the children of a node add up to one. The global priorities of a node
represent the portion of the parent's priority inherited by the child. The global
priorities of the children also sum to the parent's global priority. The global priority of
a child equals the local priority of the child times the global priority of the parent.

5.5.7 Local Priority

The local priority represents the percentage of the parent node's priority that is
inherited by the child. The local priorities of the children of a node also sum to one

5.5.8. Global Priority

The priority of each node relative to the Goal is called the global priority. The
global priorities of a node represent the portion of the parent's priority inherited by
the child. The global priorities of all the children equal the parent's global priority. The
global priority of a child equals the local priority of the child times the global priority of
the parent
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5.6. Application Software for AHP

There is a range of different software available that could perform AHP. In this
study “Expert Choice Pro Version 11.0 for Windows “was chosen;

Expert Choice Pro Version 11.0 for Windows is a multi attribute decision
support software tool based on the analytic hierarchy process (AHP) methodology
developed by Thomas L. Saaty. This product is the flagship of the decision support
products available through Expert Choice Inc. The Expert Choice product has been
available for more than 36 years.

Expert Choice helps a decision maker examine and resolve problems
involving multiple evaluation criteria. The software uses the AHP methodology to
model a decision problem and evaluate the relative desirability of alternatives. Dr.
Saaty (developer of AHP) is co-founder of Expert Choice Inc. and still active within
the firm, so there is full confidence in the technical soundness of Expert Choice Pro
with respect to the AHP methodology.

Most importantly, the AHP software should provide a range of reporting
facilities. In ECPro, global priority weights derived from the synthesis function can be
presented either in a summary or in a detailed option. The summary option shows
the composite global priorities for the last level of the hierarchy, with alternative
choices in graphical and numerical terms. The detailed option displays a
spreadsheet of global priorities at each hierarchical level. The composite global
priorities for each level of the hierarchy indicate the most important elements at each
level with respect to the best selection choice, or set of alternatives. Both local and
global priorities can be printed or stored in a suitable database for later retrieval and
adapted to suit future marketing conditions. Records kept in databases, combined
with user-friendly spreadsheets, offer a valuable source of know-how for speeding up
institutional learning, particularly beneficial for new staff who might otherwise over
rely on trial-and-error alone. The spreadsheet format is especially useful as a
reporting tool to legitimize managerial decisions and to gain support for gaining
resources from more senior management (Dyer et al., 1988)

EC can be easily combined with databases, or with spreadsheet packages
when integer programming is required (e.g. Liberatore and Stylianou (1995) use
dBaseIII+; Dyer et al. (1992) use LINDO and Ghodsypour and O'Brien (1998) use
Microsoft Excel Solver). Any of these can be stored for later retrieval and serve as
inputs for new problems. The popularity of Expert Choice may be attributable to its
being the first software specializing in AHP. Additionally, the software team has
made continuous refinements in the visual interface to enhance structuring and
knowledge elicitation, questioning and facilitation of group decisions. ECPro is a
recent version of Expert Choice. (ORMS Today, 1996)
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Chapter 6

The Study, Results, Discussions &

Conclusions
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This study aims at creating an overall view of how decision makers in the gas
and oil industries of Iran understand and value the different factors considered
affective in performing B-to-B IIM efforts.

This was carried out mainly by a certain amount of academic study plus a
planned field research.

Academy proves a set of affective factors involved in B-to-B IIM efforts,
academy also provides guidelines on how to better understand and evaluate these
factors. Using these guidelines, this study was composed maintaining two visions:

1. To further prove the significance of the proposed factors and
their groupings. (note: there are times when new sets of
factors are proposed or some factors proposed by earlier
studies are rejected)

2. To better understand the nature of Iran’s gas and oil business
environments. Focusing on decision making processes in
respect to B-to-B IIM efforts, this could further be evaluated,
helping create better, fuller perceptions over the mood and
mentality of decision makers involved in the field.
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6.1. Chosen Companies

This research is focusing on the nature of B2BIIM within the Gas and Oil
industry of Iran. Mainly, this industry is appropriate due to the great amount of
international activities taking place in it. The industry is greatly active internationally,
dealing with international firms which practice a noticeable deal of Internet Marketing
activities. The massive amount of Business to Business relationships visible within
the industry further approves the need for such a study within this industry.

There is no reliable reference on how Iranian gas and oil companies could be
categorized and what their characteristics would be in regard to B-to-B IIM. Thus a
mix of companies ranging from small-privately owned to large-governmental where
chosen.

The companies where initially contacted through the 11th International Oil and
Gas show held April 2006 in Tehran. They where approached at the duration of the
show, briefed about the study, and requested to set a date for an interview.

A total of 53 companies were addressed from which 23 responded for in-
depth interviews. This included the Society of Iranian Petroleum Industries
Equipment Manufacturers (S.I.P.I.E.M). All the chosen companies have websites.

(View Table 6.1)

The criteria for selecting the organizations to participate where as follows:

 First, a marketing manager/sales manager (or the person who is in
charge of IIM activities) needs to be available to participate in the interview.

 Second, companies need to have already used or to be in the process
of using the Internet for B2B IIM.

 Finally, companies should be various in sizes and transaction volume.
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COMPANY NAME COMPANY WEBSITE
Andisheh Zolal co www.andisheh-zolal.com

Asia Instruments co. Ltd www.asiainstruments.com

Boland Payeh www.bolandpaye.com

Bouali Sina Petrochemical Co. www.bspcco.com

Butane Kalaye Gas Co. www.butaneco.com

Cad Cam Iran (Paradigm) www.paradigmgeo.com

CamTech Manufacturing www.camtech-group.com

Coros International Projects www.corusinternational.com

Faraz Tajhiz co. www.fazar-tajhiz.com

Iranian Offshore Engineering & Construction
Company

www.ioec.com

Iran Industrial Network Development Company www.iind-co.com

Met-Scan Ltd. www.met-scan.com

National Iranian Gas Company (N.I.G.C) www.nigc.ir

Oil Design and Construction Co. (O.D.C.C) www.odcc.ir

Oil Industries’ Engineering and Construction Group www.oiecgroup.com

Oil Turbo compressor Engineering company www.otec.ir

Passargad Oil Refining Co. www.passargad-oil.com

Payandan Co. www.payandan.com

Petro Parin www.parin.net

Petroiran Development Company www.petroiran.com

Society of Iranian Petroleum Industries Equipment
Manufacturers (S.I.P.I.E.M)

www.spipem.com

South Pars Gas Complex Company www.spgc.ir

Tabriz Petrochemical Company www.tpco.ir

Table6.1. Participating companies and company websites

http://www.andisheh-zolal.com/
http://www.asiainstruments.com/
http://www.bolandpaye.com/
http://www.bspcco.com/
http://www.butaneco.com/
http://www.paradigmgeo.com/
http://www.camtech-group.com/
http://www.corusinternational.com/
http://www.ioec.com/
http://www.iind-co.com/
http://www.met-scan.com/
http://www.nigc.ir/
http://www.odcc.ir/
http://www.oiecgroup.com/
http://www.otec.ir/
http://www.passargad-oil.com/
http://www.payandan.com/
http://www.parin.net/
http://www.petroiran.com/
http://www.spipem.com/
http://www.spgc.ir/
http://www.tpco.ir/


- 78 -

6.2. Participants in the Study

A range of different participants where involved in the interviews. The aim was
to gather ideas from different viewpoints. These interviewees where supposed to be
answering a certain set of questions related to marketing, therefore the best
participants would be either active in marketing, sales or management. An effort was
made to contact Marketing managers, sales managers, executive managers,
marketing and sales engineers, ect. . Some organizations benefited from marketing
departments and some didn’t, which would differentiate the information gathering
process.

The respondents (interviewees) must have had an acceptable understanding
over the nature of Iranian gas and oil industries, specifically business to business
activities.

The level of knowledge in Internet and E-commerce and IT related topics
would obviously vary between respondents; therefore only a basic appreciation of
the internet was required.

Respondents must also have been active at international stages with their
companies, and be familiar with know-how’s of doing international business in
Iranian gas and oil. (The aim was to brief the respondents on the definition of B-to-B
IIM within interviews)

(For viewing Respondents refer to Appendix.10)
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6.3. Data Collection

The technique chosen for data collection was face-to-face interviews. This
was believed to be the most suitable approach mainly because of the “exploratory”
nature of the study, which means that a comprehensive discussion is required
regarding several issues (Marketing strategy related factors, Internal and External
factors, Market factors, and Web site factors). This would require the opportunity for
interaction rather than answering specific questions.

Usually a week before the set dates for interviews, the respondents were
contacted to reconfirm the interview. The general estimate on required interview time
was announced as “something around 30 min.”

The Interviews;

An example interview would start with some exchange of opinions on the
Iranian gas and oil business environment. After this an introduction to B2BIIM and a
briefing of what B2BIIM covers. Interviewees are encouraged to talk about any
issues that they believe are important to ensure that the various elements of B2B IIM
are addressed. All critical factors are covered with all interviewees, and there is
flexibility to rephrase or reframe questions according to the context of a particular
interview.

The next step would be the actual capturing of opinions, for which a portable
laptop computer is used, on which the Expert Choice application was running. Expert
Choice 11.0 provides several data gathering panels. (The Assessment root on the
main toolbar) a series of questionnaires where required. The respondents should
judge on the value for each factor. A questionnaire was designed. Each category of
factors would hold a separate questionnaire sheet on which the respondents where
asked to specify:

- First, if they believe the mentioned factors are effective in successful B-
to-B IIM.

- Second, the value they would give to each factor.(This is done using a
7 point scale)

(View figure 6.1)
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Marketing strategy related factors
Dear respondent;
Do you agree with these factors being components of successful B2BIIM efforts in the Iranian Gas and Oil
business sector? (Please mark one of the Agree/Disagree boxes)
If so, please provide your opinion on the criticality of each factor by marking one of the boxes on the scale

Kindly mention any other factor that you find of influence bellow:

Factor1:
Factor2:
Factor3:

Further comments:

Figure6.1.Example questionnaire
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Through the interviews, the facilitator proceeds, discussion to discussion,
topic to topic, (e.g from marketing to web design), while the participants carry on
providing marks on the handed questionnaires. They provide verbal comparison
ratings on the computer system and in the pair wise comparisons platforms.

The interviewer would frequently rephrase a question or return to a certain
question or topic. A normal interview would take between 30 to 45 minutes.

(For viewing Questionnaires on all categories refer to Appendix.11)
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6.4. Assessments

First the model mentioned in page 55 was fed into Expert Choice creating a
hierarchy. (View figure 6.1). The elements of this hierarchy are valued in respect to
each other from the participants’ points of view.

Figure 6.1.Hierarchy of factors. Expert Choice 11.0 view
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6.4.1. Assessments / Pair wise Comparisons

One of the major strengths of the AHP and Expert Choice is the use of pair
wise comparisons to derive accurate ratio scale priorities, as opposed to using
traditional approaches of "assigning weights" which can also be difficult to justify.
Once your model is built, the next step is to evaluate the elements by making pair
wise comparisons. A pair wise comparison is the process of comparing the relative
importance, preference, or likelihood of two elements (objectives) with respect to
another element (the goal) in the level above. You will make pair wise comparisons
throughout this model to establish priorities.

There are three pair wise comparison assessment modes.

Verbal judgments are used to compare factors using the words Equal,
Moderate, Strong, Very Strong, and Extreme. Equal means the two items being
compared are of equal importance to you. Extreme means an order of magnitude –
about 9 or 10 to 1. Judgments between these words, such as Moderate to Strong
are also possible.

Graphical judgments are made by adjusting the relative length of two bars
until the relative lengths of the bars represent how many times more important one
element is than the other.

Numerical judgments are made using a nine-point scale, represent how many
times one element is more important than another.

(For viewing the Expert Choice platforms on different comparison
assessment modes refer to Appendix.12)

6.4.2. Changing the Paired Comparison Type

There are three different paired comparison types, importance, preference
and likelihood. Importance is most appropriate when comparing objectives or criteria.
Preference is appropriate when comparing alternatives with respect to their covering
objective. Likelihood is appropriate when comparing the likelihood of uncertain
events or scenarios, as in risk analysis.

(Note: To change the comparison types in Expert Choice 11: Assessment/Set
Mode / options: Importance, Preference or Likelihood.)
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Inconsistency:

Inconsistent expert judgment can be a factor when using the pair wise
comparison method. As mentioned earlier in section 5.5.3, Inconsistency measures
the logical inconsistency of your judgments. For example, if you were to say that A is
more important than B and B is more important than C and then say that C is more
important than A you are not being consistent. A somewhat less inconsistent
situation would arise if you would say that A is 3 times more important than B, B is 2
times more important than C, and that C is 8 times more important than A.

The Evaluation and Choice module in Expert Choice calculates and displays
the Inconsistency Ratio (IR) of the AHP technique. The IR provides a measure of the
logical rationality of the pair wise comparisons: a value less than 0.10 is generally
considered acceptable. The Evaluation and Choice module calculates the IR,
identifies the greatest inconsistent judgments (in ranked order) and recommends
more consistent values.

After judgments have been entered, you may also request suggestions for
reducing inconsistency. This can be done from any comparison mode.

6.4.3. Paired Comparison results:

Pair wise comparisons were performed by the experts separately on each
category of factors. Respondents were asked to make judgments considering if B-to-
B IIM efforts were to be exercised in their company based on their personal
experience in the field.

The result relative values generated on factor on each occasion was
presented on a hierarchy relative to that specific interview. These where subjected to
a group

The relative values generated for each category of factors could also be
viewed separately in a bar graph before being presented on the hierarchy.
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For each individual respondent a hierarchy is set to show the results of his or
her judgments as Local and Global Values for each factor. (View Example in Figure
6.2)

Model Name: B-to-B IIM

Treeview

Goal: Perceived success of B-to-B IIM efforts

MARKETING STRATEGY RELATED FACTORS (L: .187 G: .187)

Top management support (L: .302 G: .056)

Setting the strategic goals (L: .232 G: .043)

integrating internet marketing with marketing strategies (L: .153 G:
.029)

Deciding on the potential audience (L: .159 G: .030)

Collaboration (L: .154 G: .029)

WEB SITE RELATED FACTORS (L: .160 G: .160)

Well-desined site (L: .571 G: .092)

Effecting marketing of the site (L: .429 G: .069)

GLOBAL RELATED FACTORS (L: .185 G: .185)

In-depth understanding of foreign marketing environments (L: .310 G:
.058)

Resources required to work globally (L: .196 G: .036)

Multilanguage website to successfully reach target customers (L: .150
G: .028)

Cultural considerations (L: .175 G: .032)

Availability of delivery channel (L: .169 G: .031)

INTERNAL RELATED FACTORS (L: .316 G: .316)

Technological infrastructure (L: .334 G: .105)

Appropriate internal culture (L: .251 G: .079)

Effective relationship between the marketing and IS/MIS department
(L: .241 G: .076)

Well trained sales force (L: .175 G: .055)

EXTERNAL RELATED FACTORS (L: .152 G: .152)

Trust (L: .225 G: .034)

Security (L: .232 G: .035)

Successful relationships (L: .211 G: .032)

Easy and affordable access to the internet (L: .167 G: .025)

Costumer acceptance (L: .165 G: .025)

Page 1 of 13/11/2007 5:48:59 PM

reaami-4reaami-4

Figure 6.2.Example hierarchy with local and global values showing the results
of one participant’s judgments



Using the Expert choice application:

In using the Expert Choice program the Group capabilities were utilized. In
this mode every participant receives a unique platform on which the values
presented by him would be entered.

Factors could be valued individually, the respondents viewpoints derived from
the questionnaires provided.

For every respondent the sub-factors are assessed and presented using bar
graphs. (View Example in figure 6.3)
Figure 6.3.Example demonstration of values showing the results of one participant’s
- 86 -

(For viewing all detailed results view appendix.13)

judgments on sub-factors.
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Also for each individual the five categories of factors find cumulative results
and are presented using a bar graph. (View Example in figure 6.4)

(For viewing all cumulative results view appendix 14.)

Figure 6.4.Example demonstration of values showing the cumulitive results of one
participant’s judgments
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All inconsistency rates calculated individually for respondents fell bellow the
0.1 acceptable ranges, accept for participant 2, Coros International Projects with an
inconsistency rate of 0.3913 (view figure 6.5) which was removed from the
calculations.

The program has a group mode in which the results can be combined.

Figure 6.5.Final inconsistency rates
Expert Choice 11.0 view
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6.5 Results:

After the input of information, Expert choice not only calculates the relative
values and the amount of inconsistency for every individual respondent but also
calculates the combined results from generalizing and normalizing all the input. The
combined results from all 23 participants where gathered and inputted to the
program and combined results where generated. These values could be
demonstrated in on the hierarchy of factors. (View figure 6.6)

Treeview

Goal: Perceived success of B-to-B IIM efforts

MARKETING STRATEGY RELATED FACTORS (L: .192 G: .192)

Top management support (L: .388 G: .075)

Setting the strategic goals (L: .179 G: .034)

integrating internet marketing with marketing strategies (L: .136 G:
.026)

Deciding on the potential audience (L: .143 G: .028)

Collaboration (L: .153 G: .029)

WEB SITE RELATED FACTORS (L: .216 G: .216)

Well-desined site (L: .589 G: .127)

Effecting marketing of the site (L: .411 G: .089)

GLOBAL RELATED FACTORS (L: .274 G: .274)

In-depth understanding of foreign marketing environments (L: .150 G:
.041)

Resources required to work globally (L: .292 G: .080)

Multilanguage website to successfully reach target customers (L: .165
G: .045)

Cultural considerations (L: .164 G: .045)

Availability of delivery channel (L: .229 G: .063)

INTERNAL RELATED FACTORS (L: .144 G: .144)

Technological infrastructure (L: .181 G: .026)

Appropriate internal culture (L: .199 G: .029)

Effective relationship between the marketing and IS/MIS department
(L: .189 G: .027)

Well trained sales force (L: .431 G: .062)

EXTERNAL RELATED FACTORS (L: .174 G: .174)

Trust (L: .209 G: .036)

Security (L: .178 G: .031)

Successful relationships (L: .262 G: .046)

Easy and affordable access to the internet (L: .165 G: .029)

Costumer acceptance (L: .187 G: .033)

reaami-4reaami-4

Figure 6.6.Combined results in respect to the perceived success of B-to-B IIM
Expert Choice 11.0 hierarchical view
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The combined results are also demonstrated by bar graphs. The factors are
synthesized in respect to the goal. There are two synthesis modes in Expert Choice
11.0

1. Ideal Synthesis:

The Ideal synthesis mode assigns the full weight of each covering objective to
the best (highest priority) alternative for each covering objective. The other
alternatives receive weights under each covering objective proportionate to their
priority relative to the best alternative under each covering objective. The
weights/priorities for all the alternatives are then normalized so they sum to 1.0.

The result of an Ideal Synthesis is shown bellow: (View figure 6.7)

Combined instance -- Synthesis with respect to:
Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .00

Top management support .069

Setting the strategic goals .032

integrating internet marketing with marketing str... .024

Deciding on the potential audience .025

Collaboration .027

Well-desined site .077

Effecting marketing of the site .054

In-depth understanding of foreign marketing envi... .050

Resources required to work globally .098

Multilanguage website to successfully reach targ... .055

Cultural considerations .055

Availability of delivery channel .077

Technological infrastructure .022

Appropriate internal culture .024

Effective relationship between the marketing and... .023

Well trained sales force .051

Trust .050

Security .042

Successful relationships .062

Easy and affordable access to the internet .039

Costumer acceptance .044

Figure 6.7.Ideal Synthesis of combined results in respect to the perceived success of B-to-B IIM
Expert Choice 11.0 view



2. Distributive Synthesis:

The Distributive mode distributes the weight of each covering objective to the
alternatives in direct proportion to the alternative priorities under each covering
objective. When using the distributive synthesis mode, the addition or removal of an
alternative results in a re-adjustment of the priorities of the other alternatives such
that their ratios and ranks can change. .

The result of a Distributive Synthesis is shown bellow: (View figure 6.8)

Combined instance -- Synthesis with respect to:
Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .00

Top management support .075

Setting the strategic goals .034

integrating internet marketing with marketing str... .026

Deciding on the potential audience .028

Collaboration .029

Well-desined site .127

Effecting marketing of the site .089

In-depth understanding of foreign marketing envi... .041

Resources required to work globally .080

Multilanguage website to successfully reach targ... .045

Cultural considerations .045

Availability of delivery channel .063

Technological infrastructure .026

Appropriate internal culture .029

Effective relationship between the marketing and... .027

Well trained sales force .062

Trust .036

Security .031

Successful relationships .046

Easy and affordable access to the internet .029

Costumer acceptance .033
Figure 6.8.Distributive Synthesis of combined results in respect to the perceived
- 91 -

success of B-to-B IIM Expert Choice 11.0 view
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The combined results on categories of factors can also be demonstrated. As
visible global related factors hold the strongest (.274) against the internal factors
which hold the weakest values (.144). (View Figure 6.9)

Priorities with respect to: Combined

Goal: Perceived success of B-to-B IIM efforts

MARKETING STRATEGY RELATED FACTORS .192

WEB SITE RELATED FACTORS .216

GLOBAL RELATED FACTORS .274

INTERNAL RELATED FACTORS .144

EXTERNAL RELATED FACTORS .174

Inconsistency = 0.0026

with 0 missing judgments.

The values have been normalized and provided in a descending
(View figure 6.10)

Priorities with respect to: Combined

Goal: Perceived success of B-to-B IIM efforts

GLOBAL RELATED FACTORS 1.000

WEB SITE RELATED FACTORS .791

MARKETING STRATEGY RELATED FACTORS .703

EXTERNAL RELATED FACTORS .637

INTERNAL RELATED FACTORS .525

Inconsistency = 0.0026

with 0 missing judgments.

Figure6.9.Combined results on categories of factors.

Figure6.10.Combined results on categories of factors, normalized and prioritized.
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6.6. Further assessments

To this point the study has provided an understanding on how companies
value the proposed factors, both individually and in a combined manner, as this
could not be completely generalized to a business environment, a further
assessment is performed to provide an exploration of the extent to which the
participants agree/disagree with each other. The outcomes of the research are fed to
SPSS 14. Providing a clustering of the companies, based on the values they have
provided. The outcome provided six clusters. What is obvious is that these groupings
could be further broken into smaller clusters, but in that case we would hold too
many lonely clusters which are not sought after.

The clusters are provided in the following table. Also a Dendrogram viewing of
the outcomes provided by SPSS is provided. (View table6.2. and figure 6.11)

C A S E 0 5 10 15 20 25
Label Num +---------+---------+---------+---------+---------+

1 
11 
4  
2 
5  
6  
7   
8   
3  

12   
13   
14   
9   

19   
15    
18   


17   


10  


16 


20 


22 


21 

Figure6.11. Dendrogram of companies. SPSS14. View
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Cluster companies Dendrogram
number

1

2

3

4

5

6

7

8

11

12

13

1

Andisheh Zolal co

Asia Instruments co. Ltd

Boland Payeh

Bouali Sina Petrochemical Co.

Butane Kalaye Gas Co.

Cad Cam Iran (Paradigm)

CamTech Manufacturing

Faraz Tajhiz co.

Met-Scan Ltd.

National Iranian Gas Company (N.I.G.C)

Oil Design and Construction Co. (O.D.C.C)

Oil Industries’ Engineering and Construction Group
14

9

15

17

18

2

Iranian Offshore Engineering & Construction Company

Oil Turbo compressor Engineering company

Payandan Co.

Petro Parin

Petroiran Development Company 19

3 Iran Industrial Network Development Company 10
4 Passargad Oil Refining Co. 16

20
5

Society of Iranian Petroleum Industries Equipment
Manufacturers (S.I.P.I.E.M)

Tabriz Petrochemical Company 22

6 South Pars Gas Complex Company 21

Table6.2. Company Clusters
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The average values provided by companies in each cluster have been
calculated and can be viewed in Table6.2.;

cluster1 cluster2 cluster3 cluster4 cluster5 cluster6

Marketing strategy related factors 0.190916667 0.1862 0.145 0.16 0.145 0.117

Top management support 0.062917 0.0728 0.057 0.062 0.054 0.057

Setting the strategic goals 0.029917 0.0336 0.035 0.012 0.0315 0.034
Integrating internet marketing with marketing
strategies 0.026917 0.0272 0.028 0.011 0.0185 0.008

Collaboration (strategic partners) 0.027667 0.0268 0.041 0.014 0.0205 0.006

Deciding on the potential audience 0.02725 0.0272 0.033 0.014 0.0255 0.019

Web site related factors 0.194 0.2068 0.327 0.189 0.2515 0.24

Well-designed site 0.059083 0.05922 0.129 0.073 0.0935 0.117

Effective marketing of the site 0.045333 0.0548 0.058 0.07 0.0675 0.055

Global dimension related factors 0.231916667 0.301 0.202 0.39 0.4715 0.531
In-depth understanding of foreign marketing
environments 0.0485 0.0546 0.029 0.061 0.0775 0.037

Resources required to work globally 0.078333 0.1166 0.08 0.15 0.1745 0.259
Multilanguage website to successfully reach
target customers 0.050083 0.0584 0.033 0.068 0.091 0.07

Cultural considerations 0.050333 0.0588 0.04 0.08 0.092 0.04
Availability of delivery channel such as
international shipping 0.0665 0.0804 0.047 0.083 0.128 0.123

Internal related factors 0.17875 0.1268 0.139 0.113 0.0455 0.037

Technological infrastructure 0.035333 0.0116 0.021 0.008 0.0045 0.003

Appropriate internal culture 0.03725 0.0132 0.021 0.009 0.006 0.004
Effective relationship between the marketing
and IS/MIS department 0.036333 0.0114 0.025 0.008 0.005 0.004

Well trained sales force 0.058333 0.049 0.055 0.043 0.017 0.018

External related factors 0.19625 0.1792 0.187 0.148 0.0865 0.074

Trust 0.052917 0.046 0.052 0.048 0.021 0.036

Security 0.048667 0.0354 0.043 0.043 0.0145 0.024

Successful relationship 0.063333 0.0696 0.074 0.057 0.032 0.035

Easy and affordable access to the Internet 0.045583 0.0344 0.044 0.04 0.0115 0.023

Costumer acceptance 0.049417 0.041 0.058 0.045 0.015 0.026

Table6.2 Average Values provided on each cluster
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The participants have marked all the proposed factors within the study as
being effective to the success of B-to-B IIM efforts, therefore all the proposed
hypothesis are discovered to be acceptable. Noting the following:

 Marketing strategy related factors affect the success of B-to-B
international Internet marketing within the gas and oil industry of
Iran.

 Web site related factors affect the success of B-to-B international
Internet marketing within the gas and oil industry of Iran.

 Global dimension related factors affect the success of B-to-B
international Internet marketing within the gas and oil industry of
Iran.

 External factors affect the success of B-to-B international Internet
marketing within the gas and oil industry of Iran.

 Internal factors affect the success of B-to-B international Internet
marketing within the gas and oil industry of Iran.

This could therefore be expressed in a multiple linear regression equation as:

B-to-BIIM success = constant + B1 marketing strategy related factors

+ B2 web site related factors + B3 global dimension related factors

+ B4 internal factors + B5 external factors + є
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The results of the study also prove that participants have relatively similar
perceptions on certain factors. They show to be rating certain factors like ‘resources
required working globally’ or ‘Top Management Support’ successively high. A
descending view of the outcomes is shown on figure 6.12. (The Ideal synthesis
output is being discussed in which alternatives receive weights under each covering
objective proportionate to their priority relative to the best alternative under each
covering objective).

Synthesis: Summary

Combined instance -- Synthesis with respect to:

Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .00

Resources required to work globally .098

Well-desined site .077

Availability of delivery channel .077

Top management support .069

Successful relationships .062

Multilanguage website to successfully reach target customers .055

Cultural considerations .055

Effecting marketing of the site .054

Well trained sales force .051

In-depth understanding of foreign marketing environments .050

Trust .050

Costumer acceptance .044

Security .042

Easy and affordable access to the internet .039

Setting the strategic goals .032

Collaboration .027

Deciding on the potential audience .025

integrating internet marketing with marketing strategies .024

Appropriate internal culture .024

Effective relationship between the marketing and IS/MIS department .023

Technological infrastructure .022

Figure 6.12.Ideal Synthesis of proposed factors in respect to perceived success of B-to-B IIM
efforts, prioritized.

Expert Choice 11.0 view
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This could be translated into general perceptions that decision makers share
on the influence these factors create, which in terms would require “taking care of” at
points of decision making on internet based B-to-B transactions. In other words; if B-
to-B IIM is to take place somehow at some point within these companies, factors
require different amount of effort and attendance in order for proper decision making
to take place.

This was recognized, after being put to discussion with the participants, as a
result of many reasons, most significant of which could be pointed to:

6.6.1. Imperfect Nature of Competition

Participants mostly argue the imperfect nature of the competition referring to it
as being oligarchic, monopolistic and even by one participant as ‘a monopoly
situation’.

This could be considered on the high rating proposed for Global Related
Factors at 0.274 (view figures 6.3 and 6.4), “Global factors” usually discussed as the
international policies and regulations that are rooted into politics and international
affairs which in terms create a situation of ‘regulative practice ‘.

This could be further argued on the values provided for “the requirement of
resources to work globally” valued at 0.098, which is highly influenced by the issue of
sanctions, also “availability of delivery channels” valued at 0.077, which is
fundamental to any international transactions. (View figure 6.12)
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6.6.2. Imperfect Medium

Although all the companies studied have websites, mostly lack a proper
design, and adding to that there is no or few considerations taken place for proper
utilization of the online channel for marketing purposes.

This could also be viewed in the high ranking of “Web Site Related “factors,
rated at 0.216. (View figures 6.3 and 6.4) which points to having a “Well Designed
Web Site” and “Affective Marketing of the Site”. Both of these sub-factors hold a
relatively high ranking in respect to successful B-to-B IIM efforts valued at 0.077 and
0.054. Also at 0.055 having a “Multilanguage Web Site” to successfully reach
customers is considered of relative high value (View figure 6.12)

6.6.3. Hectic Marketing

The Iranian Gas and Oil marketplace like most other markets in the region
follows no pre-defined set of regulations. The internet wave doesn’t seem to have hit
the shores of this almost pure business environment. A common set of regulations
and attitudes happen to have found a sort of norm, which particularly reflect when
utilization of the online channel is the case. A middle manager pointed out in one of
the interviews; “this is the strategy, try not to use it (the internet) as much as
possible, if in a case we must, well, Then we’ll outsource it and simply pay for it, but
not for now, we are not authorized “
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This could be reflected in the positioning of “Marketing Related Factors” at
0.192. Most participants use the internet as an on-the-side panel while sticking to
traditional ways of trade,” Affective Marketing of the Site” finds itself at 0.054. And it
seems too vast of a market to be influenced in any rapid pace. . “.

The general attitude seems to say, “We know we’ll do great if we go online,
but we’re already doing great!” This attitude reflects the deeply rooted lack of self
realization plus lack of proper and sufficient education, especially within
management and marketing layers. The rating that “Top Management Support “finds
further approves this theory, rated at 0.069 (fourth place). (View figure 6.12)

6.6.4. Irregular decision making procedures. (Authorizations
VS Responsibilities)

Like most Iranian business environments, the Gas and Oil industries are also
suffering from irregular decision making procedures. Unlike standard business
environments, managers spend major efforts on matters other than decision making.
So dramatic at times when they might even find themselves calculating how things
could be done. This is especially visible in middle managerial levels. These layers
interact with both internal and external environments and are concerned with a range
of factors;

Factors like “Successful relationships” (0.062) and “Well trained sales force”
(0.051), which is basic to creating successful relationships, are very much central to
the actions and decisions of the mentioned layers.

Trust (0.050), Customer acceptance (0.044) and Security (0.042) are
considered fundamental in performing B-to-B IIM, yet they are not considered as
“major” factors.

Easy and affordable access to the internet (0.039) finds a rather surprising
place. Although nowadays most respondents enjoy easy and affordable internet
access, the issues of Trust, Security and Customer acceptance seem to be more
important.

Appropriate internal culture (0.024), Effective relationship between the
marketing and IS/MIS department (0.023) and Technological infrastructure (0.022)
are issues that are referred to by decision makers as “less important at the present
moment”. (View figure 6.12)
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6.7. Implications and further recommendations:

 This study has potential managerial application in the adoption and use
of the Internet for marketing purposes. The results of this study and
studies like this could be fed within different types of information
systems; especially ESS and DSS systems.

 This study practices useful guidelines in the form of the critical success
factors that can cause success in B-to-B IIM efforts within the Iranian
gas and oil business environment, challenging the factors produced
through academy in an extremely different business arena.

 The discussions provided in section 6.6 could be of use for
practitioners seeking an angle towards this unique environment. This is
done through presenting the outlook of decision makers’ perspective
towards B-to-B IIM and how they value the affective factors.

 B-to-B intermediary was mostly discussed with respondents. In most
cases due to the poor amount of online B-to-B transactions within the
field, the respondents were asked to think of a B-to-B model and
provide answers. Participants showed a common interest in viewing
matters from such an angle, probably due to the intermediary nature of
this business environment in Iran. Further research on probable
implications of a B-to-B IIM model is recommended.
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Appendix.01

Major episodes in the Iranian Gas & Oil Industry: (recent past)
(source: www.eia.doe.gov)

In February 2004, a Japanese consortium led by Inpex signed a final
agreement on the $2 billion Azadegan oilfield development project.

Azadegan was discovered in 1999, representing Iran's largest oil
discovery in 30 years. It is located onshore in the southwestern province of
Khuzestan, a few miles east of the border with Iraq. Reportedly, Azadegan
contains proven crude oil reserves of 26 billion barrels, but the field is also
considered to be geologically complex, making the oil more challenging and
more expensive to extract.

In January 2001, the Majlis approved development of Azadegan by
foreign investors. Inpex, which has no upstream experience of its own, has
brought in Total on the project for its technical expertise. Initial production of
medium-sour crude oil from Azadegan could come in 2009, ramping up to
160,000 bbl/d by 2012 and 250,000 bbl/d by 2014/15.

At its peak, Azadegan production could account for as much as 6
percent of Japan's oil imports. However, little forward progress has been
made on Azadegan, including the lack of an operating agreement with the
National Iranian Oil Company (NIOC).

In February 2001, NIOC announced the discovery of a very large
offshore oil field, named Dasht-e Abadan, in shallow waters near the port city
of Abadan. According to a top NIOC official, Dasht-e Abadan could contain
reserves "comparable" in size to Azadegan.

Since 1995, NIOC has made several other sizable oil discoveries,
including Darkhovin onshore oilfield. Located near Abadan, which contains
low sulfur, 39° API crude oil. In late June 2001, Eni signed a $1 billion, 5 1/2-
year buyback deal to develop Darkhovin. Darkhovin came online at 50,000
bbl/d in July 2005, with production expected to reach 160,000 bbl/d in 2007.

Another oil discovery in western Iran was made recently by Norsk
Hydro, the Anaran field, which contains reserves of 2 billion barrels. According
to Norsk Hydro, Anaran could produce more than 100,000 bbl/d of oil,
possibly starting in 2010. Lukoil is a minority partner in the field.
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Appendix.02

Storage Capacity:
(source: Fars News Agency, www.farsnews.com)

In June 2006, NIOC Managing Director Gholamhossein Nozari said
that crude oil storage capacity at Kharg Island, the country’s largest export
terminal, had been increased over the past six years from 7 million barrels to
12 million barrels. He added that Iran has begun a $218 million expansion
program to raise the terminal’s storage capacity to 22 million barrels.
According to Mr. Nozari, Iran’s immediate aim should be to increase storage
capacity to 10 - 15 days worth of exports, and in the longer term to 30 - 35
million barrels.

In April 2006, the Fars News Agency reported that NIOC planned to
begin construction during 2006 of strategic crude oil storage tanks in a
number of producing regions, with a total capacity of 10 million barrels.
Construction costs are estimated at $1.165 million. NIOC had previously
announced plans to construct 15 crude oil storage tanks at the following
locations: four tanks at Ahwaz with total capacity of 2 million barrels of crude
oil; three tanks at Omidiyeh with total capacity of 3 million barrels; six tanks at
Goureh with total capacity of 4 million barrels; one 500,000 barrel tank on Sirri
Island; and one 500,000 barrel tank at Bahregansar.
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Appendix.03

Foreign Investment/Buybacks:

The Iranian constitution prohibits the granting of petroleum rights on a
concessionary basis or direct equity stake. However, the 1987 Petroleum Law
permits the establishment of contracts between the Ministry of Petroleum,
state companies and "local and foreign national persons and legal entities."
Buyback contracts, for instance, are arrangements in which the contractor
funds all investments, receives remuneration from NIOC in the form of an
allocated production share, then transfers operation of the field to NIOC after
a set number of years, at which time the contract is completed.

The first major project under the buyback investment approach became
operational in October 1998, when the offshore Sirri A oil field, then-operated
by Total and Malaysia's Petronas, began production at 7,000 bbl/d. The
neighboring Sirri E field began production in February 1999, with production at
the two fields expected to reach 120,000 bbl/d. Under the 1995 agreement, as
the two fields came on stream, the National Iranian Oil Company (NIOC)
gradually took over as operator after five years; but TOTAL will still be
involved in the operations until its investment has been fully recovered.

In March 1999, France's Elf Aquitaine (now Total) and Italy's Eni were
awarded a $1 billion contract for a secondary recovery program at the
offshore, 1.5-billion-barrel Doroud oil and natural gas field located near Kharg
Island. The program is intended to boost production from around 136,000
bbl/d to as high as 205,000 bbl/d. Total is operator of the project, with a 55
percent share, while Eni holds the other 45 percent. In April 1999, Iran
awarded Elf a buyback contract to develop the offshore Balal field, which was
turned back over to NIOC in January 2003 when the field reached its contract
designated level of 40,000 bbl/d. Eni is also involved, with a 38.25 percent
stake. The field, which contains some 80 million barrels of reserves, started
producing in early 2003 with currently has output of 40000bbl/d.

On March 18, 2005, a contract to develop the giant Bangestan
field was awarded to Petro Iran Development Co., after having been delayed
several times since 2001. Bangestan contains an estimated 6 billion barrels of
oil reserves and produces about 158,000 bbl/d of oil, but the field is one of the
oldest in the country, requiring investment and technological applications to
compensate for natural decline. While development of Bangestan could cost
$3 billion over 10 years, and aims to raise output to 600,000 bbl/d, currently
production at the field has dropped by roughly 50 percent from peak levels
and may drop a further 50 percent due to lack of gas re-injection.

In May 2002, Iran's Oil Ministry signed a $585 million buyback contract
with NIOC subsidiary PetroIran to develop the Foroozan and Esfandiar
offshore oilfields. Currently producing 40000bbl/d, PetroIran is expected to
increase production at the fields to 65,000 bbl/d. The two oilfields straddle the
border with Saudi Arabia's offshore Lulu and Marjan fields.
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The Cheshmeh-Khosh field, which previously had been awarded to
Spain's Cepsa for $300 million, was re-awarded in January 2004 to state-
owned Central Iranian Oil Fields Company (CIOFC). In December 2003,
Cepsa and OMV withdrew from lengthy negotiations after a reported failure to
agree on development costs and buyback terms. It remains possible however,
that Cepsa and OMV could still be involved at Cheshmeh-Khosh in some way.
The objective is to raise crude production at the field from 40,000 bbl/d
currently to 80,000 bbl/d within four years.

In late May 2002, Canada's Sheer Energy became the first foreign
company since Eni's Darkhovin deal to reach agreement to develop the
Masjed-I-Suleyman, or MIS, field. Sheer's goal was to boost MIS production
from 4,500 bbl/d to 20,000 bbl/d at the historic field, which, discovered in
1908, peaked at 130,000 bbl/d in the 1930s. However, the company was
replaced by China's CNPC, which bought the subsidiary of Sheer working on
MIS. CNPC began work on the field in June 2005.

The buyback system has drawbacks for both sides: by offering a fixed
rate of return (usually around 15-18 percent), NIOC bears all the risk of low oil
prices. If prices drop, NIOC has to sell more oil or natural gas to meet the
compensation figure. At the same time, companies have no guarantee that
they will be permitted to develop their discoveries, let alone operate
them. Finally, companies find the short terms of buyback contracts
unfavorable.

In response, Iran has considered revisions to buyback terms, including
extending the length of contracts and allowing for continued involvement of oil
companies after the field is handed over to NIOC. However, these proposals
have been controversial and generally have not moved forward. In early
December 2005, incoming Iranian oil minister Kazem Vaziri declared he
would review buyback terms with the intent to make them more attractive to
foreign investors. While modest changes have been made, such as increases
in the number of years of buybacks and additional incentives for E&P projects,
political opposition continues to prevent any sizeable reforms. The last major
buyback left is the Eni-led development of the onshore Darkhovein oil field,
which is due to reach its targeted plateau of160000 bbl/d by the end of 2006.
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Appendix.04

Agreements on the utilization of the Caspian Sea:

Iran has rejected all unilateral and bilateral agreements on the
utilization of the Sea. As such, Iran is insisting that either the Sea should be
used in common, or its floor and water basin should be divided into equal (20
percent) shares. Under the so-called "condominium" approach, the
development of the Caspian Sea would be undertaken jointly by all of the
littoral states. However, using the equidistant method of dividing the seabed
on which Kazakhstan, Azerbaijan, and Russia have agreed, Iran would only
receive about 12-13 percent of the Sea. As yet, no agreement has been
reached among all Caspian Sea region states on the legal status of the area.
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Appendix.05

South Pars field:

Iran's largest natural gas field is South Pars, a geologic extension of
Qatar's 900-Tcf North Field. South Pars was first identified in 1988, and
current estimates are that South Pars contains 280 Tcf or more of natural gas
reserves, and over 17 billion barrels of liquids reserves. Sales from South
Pars could earn Iran as much as $11 billion per year over 30 years, according
to Iran's Oil Ministry.

Development of South Pars is Iran's largest energy project, already
having attracted over $15 billion in investment, but development has been
delayed by various problems - technical ,contractual issues, politics, etc.

Iran’s condensate production from South Pars is currently 200,000
bbl/d, and by 2010, South Pars could be producing condensates of more than
500,000 bbl/d. According to FACTS, Inc., total condensate production from
South Pars phases 1-14 is expected to reach 1 million bbl/d by 2015.

According to Global Insight, each of the 28 phases is set to produce
almost 1 billion cubic feet per day. By 2006, five phases (1-5) were onstream,
producing 3.2 billion cubic feet per day (Bcf/d) of natural gas. A further five
phases are due on stream by 2007 with combined output of at least 10 Bcf/d.
The government has called for 16 phases to be onstream by 2010 in order to
keep pace with Qatari exploitation of the linked North Field, which could run
down the reserve base. Development of the various phases will likely allow
the government to reach marketed natural gas production targets by 2010 of
up to 28.2 Bcf/d.

One important use for South Pars production will be re-injection for
enhanced oil recovery. Total natural gas re-injection needs from South Pars
are forecast by FACTS at 8-10 Bcf/d by 2010-2012. South Pars natural gas
also is intended for domestic consumption and for export, by pipeline and also
possibly by liquefied natural gas (LNG) tanker.
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Appendix.06

Natural Gas Developments:

In addition to South Pars, Iran's long-term natural gas development
plans may involve the 48-Tcf North Pars field (a separate structure from South
Pars); the 6.4-Tcf, non-associated Khuff (Dalan) reservoir of the Salman oil
field (which straddles Iran's maritime border with Abu Dhabi, where it is known
as the Abu Koosh field); the 800-Bcf Zireh field in Bushehr province; the 4-Tcf
Homa field in southern Fars province; the 14-Tcf Tabnak natural gas field
located in southern Iran; the onshore Nar-Kangan fields, the 13-Tcf Aghar and
Dalan fields in Fars province, and the Sarkhoun and Mand fields. In
September 2003, President Khatami inaugurated the first phase of Tabnak
development, along with a related gas processing plant and a combined cycle
power facility.
The dual Aghar-Dalan field development has been one of National Iranian
Gas Company's recent successful natural gas utilization projects. Natural gas
from both fields is processed at a $300 million facility at the Dalan field, which
is also the location of a 40 megawatt (MW), natural-gas-fired power plant.
Most of the treated natural gas from the Dalan processing plant is carried
through a 210-mile pipeline for re-injection in Marun and other oil fields in
Khuzestan province

Offshore Developments:

The Doroud 1&2, Salman, Abuzar, Foroozan, and Sirri fields comprise
the bulk of Iran's offshore oil output. Iran plans extensive development of
existing offshore fields and hopes to raise its offshore production capacity
significantly.

In late 2001 and early 2002, Shell brought part of the $800 million
Soroush-Nowruz development online. The two fields are located offshore,
about 50 miles west of Kharg Island, and contain estimated recoverable
reserves of around 1 billion barrels of heavy oil (20° API). The heaviness and
high sulfur content (3 percent) of the oil has made marketing Soroush-Nowruz
oil difficult; in 2005 and again in the second quarter of 2006, Iran reportedly
diverted Soroush-Nowruz production into storage rather than try to sell the oil
at a steep discount. In addition, production has been limited to 27,000 bbl/d at
Nowruz and 60,000 bbl/d at Soroush, despite goals of 57,000 and 65,000
bbl/d, respectively.
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In an attempt to sell more of Nowruz/ Soroush crude, NIOC has
recently begun blending the crude with South Pars condensate. The
combined batch is then being fed into the Bandar Abbas refinery for domestic
consumption. In July 2006, Iran reported that it had processed 2 million
barrels of Soroush and Nowruz crudes at Bandar Abbas. In May 2006, NIOC
secured a 60,000 bbl/d term contract for Nowruz/ Soroush crude with India’s
Reliance.

Another area believed to have significant potential is offshore near
Bushehr, where Iran claimed in July 2003 to have discovered three fields with
potential reserves of 38 billion barrels of oil. In March 2004, the Iranian
Offshore Oil Company (IOOC) awarded a $1.26 billion contract for recovery of
NGLs and natural gas from Soroush, Nowruz, Foroozan, and Abuzar to
Japan's JGC Corporation. Ethane from the gas will feed an ethylene complex
at the Kharg petrochemical complex. Elsewhere, in May 2004, Brazil's
Petrobras signed a 3-year, $32-$34 million deal to develop the Tousan fields
of the Persian Gulf.
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Appendix.07

Natural Gas Trade:

In late January 2002, Iran and Turkey officially inaugurated a much-
delayed natural gas pipeline link between the two countries, following several
years of delays. Exports of Iranian natural gas to Turkey could reach 960
million cubic feet per day by 2007. There are questions, however,
whether Turkish demand will grow rapidly enough to absorb this volume of
natural gas from Iran, in addition to natural gas slated to be supplied by
Russia, Algeria, and Nigeria.

Iran is aiming for large-scale natural gas exports to Europe via Turkey.
In March 2002, Greece and Iran signed a $300 million agreement which calls
for extending the natural gas pipeline from Iran to Turkey into northern
Greece. After that, gas could be transported to Europe via Bulgaria and
possibly Romania. A memorandum of understanding (MOU) was signed on
this possibility in January 2003, and a joint working group set up in October
2003. Alternatively, gas could be transported via an undersea pipeline to Italy,
where gas demand is expected to grow rapidly in coming years. A deep
water option could be extremely expensive, however, making an overland
route more likely. In July 2005, Iran and Ukraine signed a MOU on the supply
of up to 2.74 Bcf/d per year of Iranian natural gas to Ukraine.

In May 2004, Armenia and Iran agreed on a long-term deal, under
which Iran will supply a total of 1.3 Tcf of natural gas to Armenia over 20
years starting in 2007, in exchange for electricity supplies from Armenia. As
part of the deal, the two countries are building an 85-mile gas pipeline at a
cost of more than $200 million. Construction finally began in early 2005 on the
long-awaited Iranian portion of the Iranian-Armenian pipeline financed by
Iranian Bank of Export and Development. According to the agreement, the
construction must be completed by January 1, 2007. Initially, Armenia will
receive 38 Bcf per year (1.08 million cubic meters per year) with plans to
double the volume of imports by 2019. In exchange, Armenia will provide Iran
with 3 kilowatts of electricity per cubic meter of gas.

China has expressed interest in LNG imports from Iran. In October
2004, Iran signed a $100 billion, 25-year contract with China's Sinopec for the
production and export of LNG to that country of possibly 1.3 Bcf/d, plus
construction of a refinery for natural gas and development of the Yadavaran
oilfield. Under terms of the deal, Sinopec would have rights to purchase half of
Yadavaran's 300,000-bbl/d peak oil output over the 25-year contract period.
However, Iran also received bids on Yadavaran from other foreign companies,
so the field’s status is not completely clear.
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Iran is also looking to export natural gas to Kuwait, most likely via
pipeline from South Pars. In March 2005, Iran and Kuwait signed a
preliminary MOU for natural gas sales, possibly 300 Mmcf/d for 25 years
starting in 2007. The gas would be used for power generation and water
desalination. Negotiations had stalled after the election of Mahmoud
Ahmadinejad, but Qatar's decision in mid-2006 to release to other projects
natural gas earlier promised to Kuwait has required Kuwait and Bahrain to
again seek Iranian natural gas. At that time, Kuwait and Iran had edged close
to firming up an initial agreement signed in 2000. This deal would supply
roughly 35-40 percent of Kuwait's natural gas needs. Roughly three-quarters
of the contract was worked out during those negotiations, and the parties
were generally ready to continue, as the two countries had already agreed on
the price and on the seasonal flow of supply.
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Appendix.08

AHP Software Listing
source: http://faculty.fuqua.duke.edu/daweb/dasw1.htm

Product
Name

Platform Price per
Single

License

Vendor

Continuous
Multi-
Attribute
Risk

PC $95 NEVADA Simulations
P.O. Box 32272
Phoenix, AZ 85064-2272
Phone: (602) 861-3250

Criterium
Decision Plus
2.0

PC/Windows
and
Windows 95

$495
$295
academic
Student
version
free from
web site

InfoHarvest, Inc.
729 122nd Avenue NE
Bellevue, WA 98005
(p) 800/869-7150
(f) 425/455-4172
www.infoharvest.com

Computer
Programs for
Multi-
Attribute
Evaluation

DOS Free Prof. Craig Kirkwood
Department of Management
Arizona State University
Tempe, AZ 85287-4006
Phone: (602) 965-6354

ERGO Windows $2000
(academic
pricing
available)

Arlington Software
614 St. Jacques Suite 200
Montreal, Quebec
Canada H3C 1E2
Phone: (514) 954-3665
Fax: (514) 954-9739
E-mail: info@arlingsoft.com

Expert
Choice

Windows $595 Expert Choice, Inc.
5001 Baum Blvd, Suite 650
Pittsburgh, PA 15213
Phone: (800)447-0506
Fax: (412)682-7008
E-mail: info@expertchoice.com

mailto:info@arlingsoft.com
mailto:info@expertchoice.com
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EXPERT 87
with
Consensus
Builder

PC/DOS $590 Magic7 Software Co.
101 First St.
Suite 237
Los Altos, CA 94022
Phone: (415) 941-2616
E-mail: pjhmagic@aol.com

HIVIEW PC/Windows 600 British
pounds

KRYSALIS Ltd.
28 Derwent Dr.
Maidenhead SL6 6LB
England UK
Phone: (44) 1628 36861
E-mail: 100333.337@compuserve.com

Logical
Decisions

Windows $489 Logical Decisions
1014 Wood Lily Dr.
Golden, CO 80401
Phone: (800) 35-LOGIC
E-mail: gary@logicaldecisions.com

POLICY PC PC/DOS $100 Executive Decision Services, Inc.
P.O. Box 9102
Albany, NY 12209
Phone: (518) 465-8872

Web-HIPRE WWW Free for
academic use

Prof. Raimo P. Hämäläinen
Systems Analysis Laboratory
Helsinki University of Technology
Otakaari 1 M
02150 Espoo, Finland
E-mail: raimo@hut.fi

WINPRE Windows Downloadable Prof. Raimo P. Hämäläinen
Systems Analysis Laboratory
Helsinki University of Technology
Otakaari 1 M
02150 Espoo, Finland
E-mail: raimo@hut.fi

mailto:pjhmagic@aol.com
mailto:100333.337@compuserve.com
mailto:gary@logicaldecisions.com
mailto:raimo@hut.fi
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Appendix.09

Product Overview

Expert Choice Pro is a Windows application requiring a minimum of 8 MB of RAM and 10 MB
of disk space. As part of this review, the program was run under both Windows and Windows
95 without encountering problems under either environment. Version 9.0 migrates the
previous DOS release to Windows and, according to the product literature, incorporates 15
new capabilities and features, including enhanced interface capabilities and the new
Structuring module.

The Expert Choice Pro software is grouped into three principal software modules: the Online
Tutorial, the Structuring module, and the Evaluation and Choice module. The Online Tutorial
is a well-designed software version of the hard copy tutorial manual provided with the product.
The Structuring module is a feature designed to assist users in creating an AHP model of the
decision problem. It is a self-help tool for problem understanding and hierarchical modeling.
Although models can be directly created within the Evaluation and Choice module, the
Structuring module provides a mechanism for facilitating problem understanding.

The Evaluation and Choice module is the principal component of Expert Choice Pro. This
module is used for creating a model (alternatively a model can be imported from a previous
session with the Structuring module or imported from a library of standard model formats),
eliciting expert comparison assessments, solving a model, performing sensitivity analysis, and
generating reports.
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Appendix.10

List of chosen companies and respondents:

(In alphabetic order)

Andisheh Zolal co.
Kamel piri, executive manager
www.andisheh-zolal.com

Asia Instruments co. Ltd
Hossein Azizian, Technical & Sales Engineer
www.asiainstruments.com

Boland Payeh
Ali Bakhtiari, P.R.M
www.bolandpaye.com

Bouali Sina Petrochemical Co.
H.massoumian, executive manager
www.bspcco.com

Butane Kalaye Gas Co.
Mehdi Ilipour, executive manager
www.butaneco.com

Cad Cam Iran (Paradigm)
Saied Derayeh, Managing director
www.paradigmgeo.com

CamTech Manufacturing
Abdul Latheef, Sales Engineer
Nerius Kantharia, Product Sales Manager
www.camtech-group.com

http://www.andisheh-zolal.com/
http://www.asiainstruments.com/
http://www.bolandpaye.com/
http://www.bspcco.com/
http://www.butaneco.com/
http://www.paradigmgeo.com/
http://www.camtech-group.com/
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Coros International Projects
Ian Nash, Marketing Executive
www.corusinternational.com

Faraz Tajhiz co.
A. Safarzaadeh, Tech. & Sales Eng.
www.fazar-tajhiz.com

Iranian Offshore Engineering and Construction Company (I.O.E.C)
M.Soltanpour, executive manager
www.ioec.com

Iran Industrial Network Development Company
S.Mohammadi, executive manager
www.iind-co.com

Met-Scan Ltd.
Mona Zadeh, Product Manager
www.met-scan.com

National Iranian Gas Company (N.I.G.C)
Akbar Ommati, product research manager
www.nigc.ir

Oil Design and Construction Co. (O.D.C.C)
A.Sheikholeslami, executive manager
www.odcc.ir

Oil Industries’ Engineering and Construction Group
Karim Karimi, executive manager
www.oiecgroup.com

Oil Turbo compressor Engineering company (O.T.E.C)
M.R Vaghei, executive manager
www.otec.ir

Passargad Oil Refinering Co.
M.Rafat, executive manager
www.passargad-oil.com

http://www.corusinternational.com/
http://www.ioec.com/
http://www.iind-co.com/
http://www.met-scan.com/
http://www.nigc.ir/
http://www.odcc.ir/
http://www.oiecgroup.com/
http://www.otec.ir/
http://www.passargad-oil.com/
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Payandan Co.
M.firouzpour, sales manager
www.payandan.com

Petro Parin
A.Farajpour, executive manager
www.parin.net

Petroiran Development Company
Babak Pakzad, product manager
www.petroiran.com

Society of Iranian Petroleum Industries Equipment Manufacturers (S.I.P.I.E.M)
M.E. Pourshahami, Member of board & Executive Secretary
www.spipem.com

South Pars Gas Complex Company
A.Shabanpour, Executive manager
www.spgc.ir

Tabriz Petrochemical Company
J.Douzdouzani, Product Manager
www.tpco.ir

http://www.payandan.com/
http://www.parin.net/
http://www.petroiran.com/
http://www.spipem.com/
http://www.spgc.ir/
http://www.tpco.ir/
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Appendix.11

Questionnaires:
(Each category of factors has a separate questionnaire)
(Please start on next page)
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Factor Criticality
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D
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Relationships
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D
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Internet
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D
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e

Customer
Acceptance

A
g
re

e

D
is

ag
re

e

External Related Factors
Dear respondent;
Do you agree with these factors being components of successful B2BIIM efforts in the Iranian Gas and Oil business sector?

(Please mark one of the Agree/Disagree boxes)
If so, please provide your opinion on the criticality of each factor by marking one of the boxes on the scale.

Kindly mention any other factor (apposed from elements within the company’s external business

environment) that you might consider as a critical component to successful B2BIIM efforts:

Factor(s):

Further comments:
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Factor Criticality
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Sales Force
Role
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Training
Programs
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Internal related factors
Dear respondent;
Do you agree with these factors being components of successful B2BIIM efforts in the Iranian Gas and Oil
business sector? (Please mark one of the Agree/Disagree boxes)
If so, please provide your opinion on the criticality of each factor by marking one of the boxes on the scale.

Kindly mention any other factor (apposed from elements within the company’s external business

environment) that you might consider as a critical component to successful B2BIIM efforts

Factor(s):

Further comments:
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Factor Criticality

Factor
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Cultural
considerations
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Global related factors
Dear respondent;
Do you agree with these factors being components of successful B2BIIM efforts in the Iranian Gas and Oil
business sector? (Please mark one of the Agree/Disagree boxes)
If so, please provide your opinion on the criticality of each factor by marking one of the boxes on the scale

Kindly mention any other factor that you find of influence bellow:

Factor1:
Factor2:
Factor3:

Further comments:
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Factor Criticality

Factor
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Setting
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Marketing strategy related factors
Dear respondent;
Do you agree with these factors being components of successful B2BIIM efforts in the Iranian Gas and Oil
business sector? (Please mark one of the Agree/Disagree boxes)
If so, please provide your opinion on the criticality of each factor by marking one of the boxes on the scale

Kindly mention any other factor that you find of influence bellow:

Factor1:
Factor2:
Factor3:

Further comments:
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Factor Criticality
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Web Site
Design
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Effective
Marketing of
the Site

A
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D
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e

Web Site related factors
Dear respondent;
Do you agree with these factors being components of successful B2BIIM efforts in the Iranian Gas and Oil
business sector? (Please mark one of the Agree/Disagree boxes)
If so, please provide your opinion on the criticality of each factor by marking one of the boxes on the scale

Kindly mention any other factor that you find of influence bellow:

Factor1:
Factor2:
Factor3:

Further comments:
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Appendix.12

Example platforms for Pair wise comparisons
(Expert Choice 11.0)
(Please start on next page)
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Example Verbal judgment

Model Name: B-to-B IIM

Verbal Assessment

Top management support

Compare the relative importance with respect to: MARKETING
STRATEGY RELATED FACTORS

Setting the strategic goals

Extreme

Very Strong

Strong

Moderate

Equal

Moderate

Strong

Very Strong

Extreme

Top management supportSetting the strategic goalsintegrating internet marketing with marketing strategiesDeciding on the potential audienceCollaboration

Top management support 3.0 3.0 3.0 4.0

Setting the strategic goals 2.0 1.0 (2.0)

integrating internet marketing with marketing strategies (2.0) (2.0)

Deciding on the potential audience (2.0)

Collaboration Incon: 0.04
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Example Graphical judgment

Model Name: B-to-B IIM

Graphical Assessment

Top management support

Compare the relative importance with respect to: MARKETING STRA

Setting the strategic goals

Top management supportSetting the strategic goalsintegrating internet marketing with marketing strategiesDeciding on the potential audienceCollaboration

Top management support 3.0 3.0 3.0 4.0

Setting the strategic goals 2.0 1.0 (2.0)

integrating internet marketing with marketing strategies (2.0) (2.0)

Deciding on the potential audience (2.0)

Collaboration Incon: 0.04
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Example Numerical judgment

Model Name: B-to-B IIM

Numerical Assessment

Top management support
Setting the strategic

goals

9 8 7 6 5 4 3 2 1 2 3 4 5 6 7 8 9

Compare the relative importance with respect to: MARKETING STRATEGY RELATED FACT

Top management supportSetting the strategic goalsintegrating internet marketing with marketing strategiesDeciding on the potential audienceCollaboration

Top management support 3.0 3.0 3.0 4.0

Setting the strategic goals 2.0 1.0 (2.0)

integrating internet marketing with marketing strategies (2.0) (2.0)

Deciding on the potential audience (2.0)

Collaboration Incon: 0.04
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Appendix.13

Bar Graph view on results of pair wise comparisons made by
respondents on sub-factors.
(Please start on next page)
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Model Name: B-to-B IIM

Synthesis: Summary

(I.O.E.C) instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .054

Setting the strategic goals .043

integrating internet marketing with marketing strategies .039

Deciding on the potential audience .036

Collaboration .038

Well-desined site .070

Effecting marketing of the site .016

In-depth understanding of foreign marketing environments .053

Resources required to work globally .102

Multilanguage website to successfully reach target customers .061

Cultural considerations .065

Availability of delivery channel .084

Technological infrastructure .019

Appropriate internal culture .016

Effective relationship between the marketing and IS/MIS department .017

Well trained sales force .055

Trust .036

Security .037

Successful relationships .068

Easy and affordable access to the internet .038

Costumer acceptance .052

Page 1 of 14/17/2007 12:31:17 AM

reaami-4reaami-4
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Model Name: B-to-B IIM

Synthesis: Summary

South Pars Gas Complex Company instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .06

Top management support .057

Setting the strategic goals .034

integrating internet marketing with marketing strategies .008

Deciding on the potential audience .006

Collaboration .019

Well-desined site .117

Effecting marketing of the site .055

In-depth understanding of foreign marketing environments .037

Resources required to work globally .259

Multilanguage website to successfully reach target customers .070

Cultural considerations .040

Availability of delivery channel .123

Technological infrastructure .003

Appropriate internal culture .004

Effective relationship between the marketing and IS/MIS department .004

Well trained sales force .018

Trust .036

Security .024

Successful relationships .035

Easy and affordable access to the internet .023

Costumer acceptance .026

Page 1 of 14/17/2007 12:26:48 AM

reaami-4reaami-4
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Model Name: B-to-B IIM

Synthesis: Summary

(S.I.P.I.E.M) instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .03

Top management support .060

Setting the strategic goals .031

integrating internet marketing with marketing strategies .016

Deciding on the potential audience .021

Collaboration .023

Well-desined site .095

Effecting marketing of the site .071

In-depth understanding of foreign marketing environments .073

Resources required to work globally .163

Multilanguage website to successfully reach target customers .092

Cultural considerations .086

Availability of delivery channel .112

Technological infrastructure .007

Appropriate internal culture .009

Effective relationship between the marketing and IS/MIS department .007

Well trained sales force .019

Trust .029

Security .017

Successful relationships .036

Easy and affordable access to the internet .015

Costumer acceptance .019

Page 1 of 14/17/2007 12:27:13 AM

reaami-4reaami-4
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Model Name: B-to-B IIM

Synthesis: Summary

Andisheh Zolal co. instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .047

Setting the strategic goals .033

integrating internet marketing with marketing strategies .028

Deciding on the potential audience .030

Collaboration .030

Well-desined site .062

Effecting marketing of the site .053

In-depth understanding of foreign marketing environments .057

Resources required to work globally .087

Multilanguage website to successfully reach target customers .061

Cultural considerations .062

Availability of delivery channel .082

Technological infrastructure .029

Appropriate internal culture .031

Effective relationship between the marketing and IS/MIS department .035

Well trained sales force .048

Trust .050

Security .039

Successful relationships .056

Easy and affordable access to the internet .039

Costumer acceptance .040

Page 1 of 14/17/2007 12:32:56 AM

reaami-4reaami-4
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Model Name: B-to-B IIM

Synthesis: Summary

Petroiran Developement Company instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .04

Top management support .056

Setting the strategic goals .042

integrating internet marketing with marketing strategies .025

Deciding on the potential audience .028

Collaboration .027

Well-desined site .089

Effecting marketing of the site .047

In-depth understanding of foreign marketing environments .068

Resources required to work globally .119

Multilanguage website to successfully reach target customers .071

Cultural considerations .069

Availability of delivery channel .092

Technological infrastructure .012

Appropriate internal culture .013

Effective relationship between the marketing and IS/MIS department .013

Well trained sales force .037

Trust .038

Security .034

Successful relationships .057

Easy and affordable access to the internet .030

Costumer acceptance .035
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Model Name: B-to-B IIM

Synthesis: Summary

Petro Parin instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .072

Setting the strategic goals .037

integrating internet marketing with marketing strategies .035

Deciding on the potential audience .026

Collaboration .030

Well-desined site .073

Effecting marketing of the site .086

In-depth understanding of foreign marketing environments .052

Resources required to work globally .126

Multilanguage website to successfully reach target customers .058

Cultural considerations .060

Availability of delivery channel .055

Technological infrastructure .010

Appropriate internal culture .015

Effective relationship between the marketing and IS/MIS department .010

Well trained sales force .045

Trust .046

Security .030

Successful relationships .064

Easy and affordable access to the internet .033

Costumer acceptance .037
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Model Name: B-to-B IIM

Synthesis: Summary

Payandan Co. instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .03

Top management support .096

Setting the strategic goals .022

integrating internet marketing with marketing strategies .016

Deciding on the potential audience .021

Collaboration .020

Well-desined site .054

Effecting marketing of the site .050

In-depth understanding of foreign marketing environments .051

Resources required to work globally .130

Multilanguage website to successfully reach target customers .053

Cultural considerations .049

Availability of delivery channel .092

Technological infrastructure .009

Appropriate internal culture .010

Effective relationship between the marketing and IS/MIS department .009

Well trained sales force .052

Trust .066

Security .037

Successful relationships .087

Easy and affordable access to the internet .035

Costumer acceptance .041
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Model Name: B-to-B IIM

Synthesis: Summary

Passargad Oil Refining Co. instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .03

Top management support .062

Setting the strategic goals .012

integrating internet marketing with marketing strategies .011

Deciding on the potential audience .014

Collaboration .014

Well-desined site .073

Effecting marketing of the site .070

In-depth understanding of foreign marketing environments .061

Resources required to work globally .150

Multilanguage website to successfully reach target customers .068

Cultural considerations .080

Availability of delivery channel .083

Technological infrastructure .008

Appropriate internal culture .009

Effective relationship between the marketing and IS/MIS department .008

Well trained sales force .043

Trust .048

Security .043

Successful relationships .057

Easy and affordable access to the internet .040

Costumer acceptance .045

Page 1 of 14/17/2007 12:28:53 AM

reaami-4reaami-4



- 147 -

Model Name: B-to-B IIM

Synthesis: Summary

Oil Turbo compressor Engineering company instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .04

Top management support .086

Setting the strategic goals .024

integrating internet marketing with marketing strategies .021

Deciding on the potential audience .023

Collaboration .021

Well-desined site .101

Effecting marketing of the site .075

In-depth understanding of foreign marketing environments .049

Resources required to work globally .106

Multilanguage website to successfully reach target customers .049

Cultural considerations .051

Availability of delivery channel .078

Technological infrastructure .008

Appropriate internal culture .012

Effective relationship between the marketing and IS/MIS department .008

Well trained sales force .056

Trust .044

Security .039

Successful relationships .072

Easy and affordable access to the internet .036

Costumer acceptance .040
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Model Name: B-to-B IIM

Synthesis: Summary

Oil Industries Engineering and Construction Group instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM ef...

Overall Inconsistency = .01

Top management support .067

Setting the strategic goals .016

integrating internet marketing with marketing strategies .012

Deciding on the potential audience .019

Collaboration .015

Well-desined site .084

Effecting marketing of the site .060

In-depth understanding of foreign marketing environments .057

Resources required to work globally .083

Multilanguage website to successfully reach target customers .049

Cultural considerations .048

Availability of delivery channel .072

Technological infrastructure .023

Appropriate internal culture .022

Effective relationship between the marketing and IS/MIS department .029

Well trained sales force .064

Trust .056

Security .049

Successful relationships .072

Easy and affordable access to the internet .047

Costumer acceptance .058
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Model Name: B-to-B IIM

Synthesis: Summary

Oil Design and Construction Co. (O.D.C.C) instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .078

Setting the strategic goals .029

integrating internet marketing with marketing strategies .020

Deciding on the potential audience .026

Collaboration .022

Well-desined site .084

Effecting marketing of the site .021

In-depth understanding of foreign marketing environments .045

Resources required to work globally .095

Multilanguage website to successfully reach target customers .047

Cultural considerations .044

Availability of delivery channel .064

Technological infrastructure .030

Appropriate internal culture .041

Effective relationship between the marketing and IS/MIS department .030

Well trained sales force .076

Trust .049

Security .041

Successful relationships .077

Easy and affordable access to the internet .041

Costumer acceptance .041
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Model Name: B-to-B IIM

Synthesis: Summary

National Iranian Gas Company (N.I.G.C) instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .090

Setting the strategic goals .031

integrating internet marketing with marketing strategies .027

Deciding on the potential audience .035

Collaboration .028

Well-desined site .076

Effecting marketing of the site .022

In-depth understanding of foreign marketing environments .042

Resources required to work globally .077

Multilanguage website to successfully reach target customers .045

Cultural considerations .041

Availability of delivery channel .067

Technological infrastructure .019

Appropriate internal culture .026

Effective relationship between the marketing and IS/MIS department .021

Well trained sales force .069

Trust .050

Security .056

Successful relationships .076

Easy and affordable access to the internet .046

Costumer acceptance .054
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Model Name: B-to-B IIM

Synthesis: Summary

Iran Industrial Network Developement Company instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .057

Setting the strategic goals .035

integrating internet marketing with marketing strategies .028

Deciding on the potential audience .041

Collaboration .033

Well-desined site .129

Effecting marketing of the site .058

In-depth understanding of foreign marketing environments .029

Resources required to work globally .080

Multilanguage website to successfully reach target customers .033

Cultural considerations .040

Availability of delivery channel .047

Technological infrastructure .021

Appropriate internal culture .021

Effective relationship between the marketing and IS/MIS department .025

Well trained sales force .055

Trust .052

Security .043

Successful relationships .074

Easy and affordable access to the internet .044

Costumer acceptance .058
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Model Name: B-to-B IIM

Synthesis: Summary

Met-Scan Ltd. instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .03

Top management support .045

Setting the strategic goals .038

integrating internet marketing with marketing strategies .038

Deciding on the potential audience .031

Collaboration .036

Well-desined site .044

Effecting marketing of the site .049

In-depth understanding of foreign marketing environments .061

Resources required to work globally .084

Multilanguage website to successfully reach target customers .061

Cultural considerations .051

Availability of delivery channel .073

Technological infrastructure .034

Appropriate internal culture .031

Effective relationship between the marketing and IS/MIS department .033

Well trained sales force .054

Trust .049

Security .046

Successful relationships .061

Easy and affordable access to the internet .039

Costumer acceptance .041
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Model Name: B-to-B IIM

Synthesis: Summary

Faraz Tajhiz Co. instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .057

Setting the strategic goals .017

integrating internet marketing with marketing strategies .012

Deciding on the potential audience .017

Collaboration .025

Well-desined site .054

Effecting marketing of the site .050

In-depth understanding of foreign marketing environments .047

Resources required to work globally .060

Multilanguage website to successfully reach target customers .048

Cultural considerations .048

Availability of delivery channel .056

Technological infrastructure .047

Appropriate internal culture .047

Effective relationship between the marketing and IS/MIS department .046

Well trained sales force .056

Trust .062

Security .062

Successful relationships .064

Easy and affordable access to the internet .060

Costumer acceptance .063
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Model Name: B-to-B IIM

Synthesis: Summary

Coros International Projects instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .23

Top management support .068

Setting the strategic goals .023

integrating internet marketing with marketing strategies .014

Deciding on the potential audience .017

Collaboration .014

Well-desined site .059

Effecting marketing of the site .041

In-depth understanding of foreign marketing environments .019

Resources required to work globally .045

Multilanguage website to successfully reach target customers .022

Cultural considerations .024

Availability of delivery channel .068

Technological infrastructure .116

Appropriate internal culture .087

Effective relationship between the marketing and IS/MIS department .084

Well trained sales force .061

Trust .054

Security .056

Successful relationships .051

Easy and affordable access to the internet .040

Costumer acceptance .040
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Model Name: B-to-B IIM

Synthesis: Summary

CamTech Manufacturing instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .062

Setting the strategic goals .035

integrating internet marketing with marketing strategies .029

Deciding on the potential audience .026

Collaboration .031

Well-desined site .058

Effecting marketing of the site .026

In-depth understanding of foreign marketing environments .039

Resources required to work globally .070

Multilanguage website to successfully reach target customers .047

Cultural considerations .046

Availability of delivery channel .061

Technological infrastructure .044

Appropriate internal culture .039

Effective relationship between the marketing and IS/MIS department .040

Well trained sales force .054

Trust .063

Security .061

Successful relationships .055

Easy and affordable access to the internet .061

Costumer acceptance .056
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Model Name: B-to-B IIM

Synthesis: Summary

Cad Cam Iran (Paradigm) instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .071

Setting the strategic goals .023

integrating internet marketing with marketing strategies .023

Deciding on the potential audience .023

Collaboration .019

Well-desined site .055

Effecting marketing of the site .046

In-depth understanding of foreign marketing environments .050

Resources required to work globally .073

Multilanguage website to successfully reach target customers .053

Cultural considerations .052

Availability of delivery channel .071

Technological infrastructure .037

Appropriate internal culture .036

Effective relationship between the marketing and IS/MIS department .041

Well trained sales force .056

Trust .052

Security .051

Successful relationships .067

Easy and affordable access to the internet .047

Costumer acceptance .054
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Model Name: B-to-B IIM

Synthesis: Summary

Butane Kalaye Gas co. instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .062

Setting the strategic goals .038

integrating internet marketing with marketing strategies .034

Deciding on the potential audience .035

Collaboration .031

Well-desined site .057

Effecting marketing of the site .032

In-depth understanding of foreign marketing environments .054

Resources required to work globally .075

Multilanguage website to successfully reach target customers .052

Cultural considerations .064

Availability of delivery channel .060

Technological infrastructure .034

Appropriate internal culture .030

Effective relationship between the marketing and IS/MIS department .033

Well trained sales force .055

Trust .053

Security .045

Successful relationships .064

Easy and affordable access to the internet .044

Costumer acceptance .048
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Model Name: B-to-B IIM

Synthesis: Summary

Bouali Sina Petrochemical Co. instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .048

Setting the strategic goals .027

integrating internet marketing with marketing strategies .033

Deciding on the potential audience .026

Collaboration .026

Well-desined site .049

Effecting marketing of the site .064

In-depth understanding of foreign marketing environments .049

Resources required to work globally .081

Multilanguage website to successfully reach target customers .054

Cultural considerations .054

Availability of delivery channel .068

Technological infrastructure .041

Appropriate internal culture .050

Effective relationship between the marketing and IS/MIS department .040

Well trained sales force .053

Trust .051

Security .045

Successful relationships .058

Easy and affordable access to the internet .041

Costumer acceptance .043

Page 1 of 14/17/2007 12:31:59 AM

reaami-4reaami-4



- 159 -

Model Name: B-to-B IIM

Synthesis: Summary

Boland Payeh instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .01

Top management support .054

Setting the strategic goals .033

integrating internet marketing with marketing strategies .033

Deciding on the potential audience .030

Collaboration .031

Well-desined site .062

Effecting marketing of the site .067

In-depth understanding of foreign marketing environments .038

Resources required to work globally .054

Multilanguage website to successfully reach target customers .042

Cultural considerations .043

Availability of delivery channel .047

Technological infrastructure .050

Appropriate internal culture .063

Effective relationship between the marketing and IS/MIS department .055

Well trained sales force .066

Trust .048

Security .041

Successful relationships .051

Easy and affordable access to the internet .039

Costumer acceptance .052
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Model Name: B-to-B IIM

Synthesis: Summary

Asia Instruments co. Ltd instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .02

Top management support .074

Setting the strategic goals .039

integrating internet marketing with marketing strategies .034

Deciding on the potential audience .034

Collaboration .033

Well-desined site .024

Effecting marketing of the site .054

In-depth understanding of foreign marketing environments .043

Resources required to work globally .101

Multilanguage website to successfully reach target customers .042

Cultural considerations .051

Availability of delivery channel .077

Technological infrastructure .036

Appropriate internal culture .031

Effective relationship between the marketing and IS/MIS department .033

Well trained sales force .049

Trust .052

Security .048

Successful relationships .059

Easy and affordable access to the internet .043

Costumer acceptance .043
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Model Name: B-to-B IIM

Synthesis: Summary

Tabriz Petrochemical Company instance -- Synthesis with respect to: Goal: Perceived success of B-to-B IIM efforts

Overall Inconsistency = .02

Top management support .048

Setting the strategic goals .032

integrating internet marketing with marketing strategies .021

Deciding on the potential audience .020

Collaboration .028

Well-desined site .092

Effecting marketing of the site .064

In-depth understanding of foreign marketing environments .082

Resources required to work globally .186

Multilanguage website to successfully reach target customers .090

Cultural considerations .098

Availability of delivery channel .144

Technological infrastructure .002

Appropriate internal culture .003

Effective relationship between the marketing and IS/MIS department .003

Well trained sales force .015

Trust .013

Security .012

Successful relationships .028

Easy and affordable access to the internet .008

Costumer acceptance .011

Page 1 of 14/17/2007 12:25:14 AM

reaami-4reaami-4



- 162 -

Appendix.14

Bar Graph view on cumulative results of pair wise
comparisons made by respondents.
(Please start on next page)
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As can be viewed, the inconsistency rate on each respondent’s
judgments is calculated and presented individually.



- 164 -



- 165 -



- 166 -



- 167 -



- 168 -



- 169 -



- 170 -



- 171 -



- 172 -



- 173 -



- 174 -



- 175 -


