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ABSTRACT OF DISSERTATION
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CAMPUS MONTERREY
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Main Advisor: P. Rajan Varadaraian

Manager's Beliefs about Strategic Alliances: A Theory of Planned Behavior Perspective

and Extension (December 2004)

The purpose of this dissertation was to investigate how manager's attitudes

toward, subjective norm about and perceived behavioral control over entering into

strategic alliances, and the moderating role of manager's experience influence the

manager's intention to enter into strategic alliances on behalf of his/her firm over the

next two years. The research focus and specific research objectives were guided by a

review of the relevant literature that revealed: (1) the identification of the marketing

manager's important role in the implementation of the organization's strategy; (2) the

need to investigate the psychological factors and cognitive structure of the marketing

manager in order to fully assess his/her intentions to support entry of the firm into

strategic alliances; and (3) the validation of the theory of planned behavior by

incorporating experience in the model.
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This study attempted to close these gaps in prior research by investigating the

role of manager's attitude toward, subjective norm about and perceived behavioral

control over entering into strategic alliances and the use of manager's experience as a

moderator of the relationship between manager's attitudes about, subjective norm

toward and perceived behavioral control over and manager's intentions.

Data was collected from marketing managers of 5 industries and subgroup

analysis using multiple regression was used to test the conceptual model. Results

indicate that marketing managers less experienced in strategic alliances tend to follow

their attitudes about strategic alliances instead of their subjective norms. For managers

more experienced in strategic alliances, results show that they tend to follow their

subjective norms about entering into strategic alliances instead of their attitudes.

A possible explanation can be found in the Institutional Theory of

Organizations. Institutional theory (DiMaggio and Powell 1983) predicts that

organizations seek to follow similar patterns of behavior based on their desire to

reconcile to norms and their quest for legitimacy. Firms try to bargain with their reality

by the adoption and use of institutionalized responses. As a result, this adoption helps

the manager to deal with his/her perceived uncertainty by creating processes that make

organizations more similar.



ABSTRACT DE DISERTACIÓN
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CAMPUS MONTERREY

Grado: Doctor en Filosofía Programa: Programa Doctoral en Administración

Nombre del Candidato: Carmina Cavazos Quiroga

Asesor Principal: P. Rajan Varadaraian

Manager's Beliefs about Strategic Alliances: A Theory of Planned Behavior Perspective

and Extension (Diciembre 2004)

El propósito de esta disertación es investigar cómo las actitudes, norma subjetiva

y control percibido sobre entrar en una alianza estratégica, y el rol moderador de la

experiencia del gerente en alianzas estratégicas tienen influencia en la intención del

gerente en buscar entrar a una alianza estratégica con su unidad estratégica de negocios

en los siguientes dos años. El objetivo de esta disertación surge de una revisión de la

literatura que reveló: 81) la identificación del rol primordial que juega el gerente de

mercadotecnia en la implementación de la estrategia global de la empresa; (2) la

necesidad de investigar los factores psicológicos y estructura cognocitiva del gerente de

mercadotecnia para poder determinar sus intenciones de entrar a una alianza estratégica;

y (3) la validación de la teoría de la acción planeada por medio de la incorporación de la
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variable experiencia como moderadora de las relaciones entre los antecedentes de

intenciones e intenciones.

Este estudio trató de cerrar la brecha de la investigación pasada por medio de

investigar el rol que juega en el gerente de mercadotecnia las actitudes, norma subjetiva

y control percibido, y el rol moderador de la experiencia del gerente en estas relaciones.

Los datos fueron obtenidos de gerentes de mercadotecnia de 5 industrias y se

utilizó la técnica de análisis de grupos por medio de regresión múltiple. Los resultados

indicaron que los gerentes de mercadotecnia con poca experiencia tienden a seguir sus

actitudes sobre alianzas estratégicas. Los gerentes con mas experiencia en alianzas

estratégicas tienen a seguir las normas de sus jefes o personas importantes a ellos en la

empresa.

Una posible explicación a estos resultados se encuentra en la teoría institucional.

La teoría institucional (Di Maggio and Powell 1983) predice que la organización busca

seguir patrones similares de comportamiento basado en el deseo de reconciliar las

normas establecidas y buscar ilegitimizarse. Las empresas condicionan su realidad por

medio de la adopción y uso de respuestas institucionalizadas. Como resultado, esta

adopción le ayuda al gerente a tratar con su incertidumbre por medio de crear procesos

que hacen a la organización similar a otras.
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CHAPTER I

INTRODUCTION

Strategic alliances, defined as the pooling of resources in order to accomplish a

higher objective, have been in the business environment and have experienced an

exponential growth in the past few years. It can be argued that strategic alliances are

now considered as an inevitable step in the company's quest for sustainable competitive

advantage. The strategist at the functional level plays an important role in implementing

the overall strategic objective of the firm (Varadarajan and Jayachandran 1999). The

marketing manager in particular is a critical resource for the development and

implementation of the strategy of a company. Very little attention has been paid to the

role of the manager's involvement in the strategic alliance process of the company,

notwithstanding vigorous growth in the amount of empirical and conceptual research on

manager's performance and its impact on the firm's overall strategy.

This dissertation develops and tests a model of manager's intention to enter into

strategic alliances on behalf of their firm. The issue is approached from the perspective

of the Theory of Planned Behavior (TPB). According to the theory, manager's intention

is defined as the cognitive representation of his/her readiness to enter into strategic

alliances on behalf of the firm and it is based on the manager's attitudes toward,

subjective norm about and perceived behavioral control over entering into strategic

alliances on behalf of the firm (Ajzen 2002b). According to the TPB (Ajzen 1987; Ajzen

1 This dissertation follows the style of the Journal of Marketing
1



1991; Ajzen and Fishbein 1980), intentions measured as the interaction of attitudes,

subjective norm and perceived behavioral control tend to be more stable than if

intentions were to be measured by itself.

Marketing managers play a functional role in the implementation of the

marketing strategy of the business. Their decisions are dependent on the context of the

organization, and thus, their individuality is within the organizational context. A model

consisting of several proposed antecedents of manager's intention is developed and

tested. The proposed model further includes the moderating role of manager's

experience in the relationship between the antecedents of manager's intention and

manager's intention to enter into strategic alliances on behalf of the firm.

This chapter first discusses the research context of the dissertation, including

consideration of past research related to motives for alliance formation. Next, the

purpose of the study and research question is presented. The research methodology is

briefly introduced. The justification of the study is then overview followed by the

contributions of the study. The chapter concludes with a brief discussion of the

organization of the dissertation.

The Research Context

Strategic alliances as a field of study have generated considerable interest in the

fields of both marketing and management. Alliances have been referred and

characterized to as mterfirm links (Gulati 1995b), strategic relationships between

independent firms that share compatible goals and strive for mutual benefits with mutual
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levels of dependence (Mohr and Spekman 1994), a way to achieve one or more goals

linked to the strategic objectives of the firm by the pooling of skills and resources by the

alliance partners (Varadarajan and Cunningham 1995), organizational agreements and

operating policies through which separate organizations share administrative authority,

form social links and accept joint ownership (Badarraco 1991), and voluntary interfirm

cooperative agreements, often characterized by inherent instability arising from

uncertainty regarding a partner's future behavior and the absence of a higher authority to

ensure compliance (Parkhe 1993). Strategic alliances involve the transfer of knowledge,

technology or know-how between the entities that participate in it (Gulati 1995b).

Strategic alliances, as conceptualized in this study, are structural agreements of

exchange relationships between cooperating entities and they have grown to be

recognized as a pivotal aspect of organizations by encompassing industry,

environmental and firm characteristics (Varadarajan and Cunningham 1995).

Alliances have been referred to as multifaceted and evolutionary institutions for

cooperation (Osborn and Hagedoorn 1997). Hamel (1991) argues that deriving value

from the partnership is what partly directs firms to the decision to ally. Value is created

through a synergy. Synergy is seen as the achievement from each of the partners of

mutually beneficial gains that neither would have been able to achieve individually.

Synergy creates value, and this value is the result of the match between the resources of

the focal firm and those available from other firms in its environment. Thus, by



definition, strategic alliances require cooperative interaction between the alliance

partners.

Alliance formation has received a lot of attention in the past. Among the

questions that have been examined are the following:

• How can one explain the formation, maintenance and dissolution of

interfirm alliances (Parkhe 1993)?

• What are the conditions under which alliances are useful (Heide and John

1990)?

• What factors drive alliance formation between firms (Chung et al. 2000)?

• What is the impact of alliance formation in the firm's performance (Koh

and Venkatraman 1991)?

• How can we understand the structure of strategic linkages (Nohria and

Garcia-Pont 1991)?

• How does social structure affects interfirm alliance formation patterns

(Gulati 1995b)?.

The answers to these questions have been varied and diverse. It has been

suggested that alliance formation is the result of the interest of the firm to improve its

position versus its rivals (Kogut 1988b). Also, the pooling of resources creates higher

value than the value that the firm had before the pooling (Nohria and Garcia-Pont 1991)



and thus, creates strategic interdependence with other organizations in the environment

(Gulati 1995b).

A variety of theoretical approaches have been used to explain firm's motivations

to ally. These range from transaction cost analysis (Hagedoorn 1993; Osborn and

Baughn 1990; Singh and Mitchell 1996); corporate strategy (Harrigan 1988; Ohmae

1989; Osborn and Hagedoorn 1997); organizational knowledge (Osborn and Baughn

1990), organizational learning (Kogut 1988a; Teece 1989); cooperative competition

(Milgrom and Roberts 1992; Tirole 1988), and cooperative research and development

(Chang 1995; Hennart 1991) perspectives. These theoretical perspectives have provided

empirical and conceptual explanations for alliance formation, not to mention an

understanding of the motivations that firms might encounter to enter into strategic

alliances. With few exceptions, the explanations are directly linked to the benefits that

accrue to participating firms (Stuart 2000). For example, Kale et al. (2000) identified

some of the firm's motives to enter into strategic alliances:

• To gain competitive advantage in the marketplace

• To access or internalize new technologies and know-how that exists

beyond the firm boundaries

• To exploit economies of scale and economies of scope

• To share risk or uncertainty with their partners



Varadarajan and Cunningham (1995) explain alliance formation as a way to

capitalize opportunities for sales / profit growth by promoting a diverse set of products

in a specific product design. In addition, the inclination of firms to form strategic

alliances depends on both the alliance operations and on the firm's own inducements

and resource endowments (Ahuja 2000).

Strategic alliances are an organizational phenomenon. Alliances are one of the

avenues that a firm can use in an effort to adapt to a certain environment. Organizations

are formed by individuals with the purpose of the rational coordination of the activities

of a number of people for the achievement of some common explicit purposes or goals

(Weick 1969), and peoples outcomes are viewed as reflections of the powerful actors in

the organizations (Hambrick and Mason 1984). Finkelstein and Hambrick (1996) argue

that strategy and other major organizational choices are made by humans, who varies

inside the organizational and thus their choices of action, who act on the basis of their

idiosyncratic experiences, motives, and dispositions to fulfill a certain objective (p. 3).

From an organizational behavior theory (Hambrick and Mason 1984), one

argument in support for alliance formation is the one that derives directly from the

inclination of the managers of the firm to pursue an alliance. This view implies using as

a unit of analysis the individual. In other words, it means going beyond the unit of

analysis previously studied in alliance formation, which is the organization or dyads of

organizations and pursue to study alliance formation from the manager's perspective.



The research proposed here focuses on the marketing manager's intention to

enter into strategic alliances on behalf of the firm. The marketing manager is the target

dependent variable. Explores the importance of the individual and his/her motivation to

enter into an alliance on behalf of the business in order to pursue a strategy.

Purpose of the Study

Although alliance formation has been studied from a variety of theoretical

approaches, the fact remains that many of the key aspects of alliances are within the

social processes of the organization. And in order to better understand and identify the

social entities, social sciences theories and concepts must be included in the analysis.

Despite the importance of strategic alliances as a field of study, research in marketing

has largely overlooked the role of manager's support for alliance formation (Dwyer et al.

1987; Spekman et al. 1998). Research has tended to look for differences and to

emphasize those factors that distinguish one kind of alliance from another, but has not

addressed the problem from a managerial perspective. Although extant theories provide

a sound theoretical foundation for the exploration of the motives to enter into strategic

alliances, they suffer from not adequately exploring the managerial perspective as a

motive for alliance formation. Past research has identified this gap in the literature. The

policies of key groups who support or will be affected by an alliance are critical (Hill et

al. 1996); the role of individuals in operating alliances is very important but under-

researched (Osborn and Hagedoorn 1997) and almost lost in the empirical research on



alliances is the importance of the predisposition of individuals in the organization

(Larson 1992).

It is in this context that I seek to address the following two research questions:

(1) how do manager's attitudes toward, subjective norm about, and perceived behavioral

control of entering into strategic alliances on behalf of the firm impact on the manager's

intention to enter strategic alliances on behalf of their firm over the next two years? This

research question is addressed from the perspective of the theory of planned behavior

(Ajzen 1991), an extension of the theory of reasoned action (Fishbein and Ajzen 1975).

The theory of planned behavior is intuitive and insightful in its ability to explain

behavior (Hill et al. 1996). From a practical perspective, it has been applied successfully

to contexts such as consumer, health, voting, recreational and organizational behaviors,

hi the context of strategic alliances, the theory of planned behavior suggests that a

manager's intention to enter into strategic alliances on behalf of the firm will be a

function of his/her:

1. Positive or negative evaluations associated with the belief that entering

into strategic alliance would be beneficial to the organization;

2. Perceptions of social pressure by important others and the motivation to

act in accordance to them; and

3. Perceptions of the degree of ease or difficulty of managing the alliance;



(2) How manager's experience moderate the relationship between manager's attitudes

towards, subjective norm about, and perceived behavioral control and intention to enter

into strategic alliances on behalf of their firm over the next two years.

Research Methodology

The research question is addressed via data collected in a field study from a

cross-sectional sample. The unit of analysis is the marketing manager of the business

unit of the firm. Self-administered questionnaires were the instruments to gather the

information from the manager. The model of manager's intention relies on perception of

attitudes toward, subjective norm about and perceived behavioral control over entering

into strategic alliances on behalf of the firm and it is affected by the manager's

experience in strategic alliances. Sub-group analysis using multiple regression analysis

will be used to measure the model and test the proposed hypotheses.

Justification of the Study

The theory of planned behavior is insightful in its ability to understand and

explain the nature of alliance formation by presenting a rationale through the use of the

manager as the unit of analysis without the conscious use of reasoning. Managers vary

in their experiences, capabilities, values and personalities. This differences, in turn,

cause the managers to vary in their interpretation and implementation of the strategic

objective, their beliefs about causation and accomplishment and their aspiration levels

(Finkelstein and Hambrick 1996). A considerable body of literature from economics,

management and marketing provides insights into and explanations of what motivates

9



alliance formation; however, past research has not sufficiently explored individual level

influences on decisions by organizational leaders to use strategic alliances (Dickson and

Weaver 1997). According to Hambrick and Mason (1984), even when the strategic

process is studied, it is typically viewed as flows of information and decisions, detached

from the people involved. Fortunately, enough, this link can be detected empirically.

The distinctive features of the proposed research should be noted at the outset.

The unit of analysis is the individual marketing manager. Incorporated in the proposed

framework is a theoretical conceptualization that manager's experience in entering into

strategic alliances will serve as a moderator of the relationships between manager's

attitudes towards, subjective norm about and perceived behavioral control of entering

into strategic alliances and manager's intention to enter into strategic alliances on behalf

of the firm. Data was collected through self-administered questionnaires addressed to the

marketing manager of the company. The industries that formed the research sample

were semiconductor, computers, marketing and refining of oil products, automotive and

online service providers.

Contributions of the Study

Theoretical Contributions

First, a theoretical contribution will be to the growing stream of literature

concerned with motives for alliance formation. It will allow the identification of the

types of behaviors that are most influential and have an impact on manager's intention.

Second, this study will strengthen our understanding of the moderating role of

10



experience in the relationship between the antecedents of manager's intention and

intentions to enter into strategic alliances on behalf of the firm. An enhanced

understanding of these relationships will translate into a profound insight of

organizational and individual factors that are fundamental in managerial behaviors.

Finally, this research will contribute to the understanding of a strategic phenomenon

when viewed by the individual unit of analysis. This in turn will allow that the complex

nature of alliance formation when compared to behaviors usually investigated under the

theory of planned behavior provides a novel application of the theory in marketing and

management.

Managerial Contributions

This research will provide marketing managers with an enhanced understanding

of what are the fundamental behaviors that have an impact on the firm's strategy.

Managers will realize the relevance of the different levels of managerial experience and

its impact in the strategic decision-making process of the firm. With this study's results,

managers will be better informed to what are the antecedents and the relative importance

of those for in order to enter into a strategic alliance. Alliance formation has been

studied from different perspectives. By taking a managerial perspective for studying this

problem, the proposed research reinforces past and present research providing a richer

account of alliance formation. This dissertation adds to the emerging literature of

alliance formation by building on and extending prior research on manager's decision

making and manager's role in alliance formation. The integrative model combines and

11



extends insights from sociology, marketing strategy and organization theory, each

reinforcing the other to provide a richer count of manager's intention to enter into

strategic alliances on behalf of the firm. This research explicitly considers the

moderating effect of manager's experience in alliance formation in the relationships

between manager's attitudes toward, subjective norm about and perceived behavioral

control of entering into strategic alliances on behalf of the firm and behavioral intention

and investigates the role of each dimension of TPB (attitudes, subjective norm and

perceived behavioral control) in determining marketing manager's behavior towards

entering into strategic alliances on behalf of the firm.

Organization of the Dissertation

This dissertation is organized as follows. Chapter II provides a review of the

empirical and conceptual findings regarding strategic alliances. Also, a review and

discussion of related literature is provided. Chapter III presents a conceptual framework

based on the theory of planned behavior to explain which describes the effects of

manager's intention to support entry of their firm into strategic alliances. The specific

research hypotheses are presented. Chapter IV describes the methodology used to test

the proposed hypotheses. Chapter V presents the results of the analysis and the findings.

Chapter VI presents the discussion of the results and chapter VII presents the

conclusions and further research of this study.

12



CHAPTER II

THEORETICAL AND EMPIRCAL INSIGHTS

This chapter presents a review of the literature related to strategic alliances and

the role of manager's intention to enter into strategic alliances and its impact on the

firm's strategy. Specifically, the purpose of this chapter is to review prior empirical and

conceptual work in order to provide a foundation for the proposed research model that

will be presented in chapter III. The chapter begins with the review of the literature of

strategic alliances, since it is in this context that the proposed research model will be

based upon. Then, theoretical insights on strategic alliances are introduced, followed by

the review of the constructs that form the proposed research model.

Factors Related to Alliance Formation

Companies enter alliances with each other in order to achieve certain strategic

objectives. Organizations create ties in order to gain access to desired resources, manage

uncertain environments or to help with the learning process. Alliances are generally less

costly than mergers and acquisition, and can provide increased cash flow, reduce

overhead and improve access to capital needs. Alliances have proved to have a positive

effect based on a number of different measures of corporate performance, such as equity

valuation and organizational survival rates. Equity effect refers to the significant wealth

gains realized by companies that formed the joint ventures (McConnell and Nantell

1985). Organizational survival rates refer to the survival of the alliance and it has been

found that organizations with institutional linkages exhibited a significant survival

13



advantage that increases with the intensity of competition (Baum and Oliver 1991), and

the performance of a firm often depends on how the strategies of its business partners

evolve over time.

Despite the growth of strategic alliances, they are usually associated with a

variety of risks that result in uncertainty. One of the risks is referred to opportunistic

behavior from the partners involved in the alliance (Parkhe 1993). Value creation

depends on knowledge and information about the competencies of potential partners.

This knowledge is hard to obtain, since it may require access to sensitive or confidential

information of the partners. Also, this knowledge might imply the disclosure of the core

competencies of the organization to alliance partners, which has the potential to

compromise the organization's well being. Another risk that companies interested in

alliance formation face is the information gathering of potential partners. Firm's

behaviors, previous alliance history, and alliances' networks are dependent on firm's

willingness to commit to the formation of the alliance. Other risks previously identified

in the literature are the cultural differences of the participants in the alliance, poor

compatibility of the alliance partners, just to mention a few.

Apart from the risks that companies face while entering into strategic alliances,

the motives that companies have to form an alliance are strong and varied. Varadarajan

and Cunningham (1995) found that one of the motives for alliance formation between

organizations is to capitalize on opportunities for sales and/or profit growth. They

addressed the issue that marketing's involvement in an alliance is a function of the

14



nature and scope of the alliance, leaving up to the elements of the alliance to play an

important role for the decision-making.

Kogut (1988a) summarized three main motivations of firms to enter into joint

ventures, which are applicable to other forms of alliances: transaction costs, strategic

behavior and knowledge, and learning motivations. Transaction costs views alliance

formation as a means of reducing the production and transaction costs for the firms

concerned. Transaction costs in the context of alliances, seeks to reaffirm the relevance

of economic motivation as a main driver of enduring cooperative relationships (Park and

Ungson 1997).

Strategic behavior and strategic capabilities refers to alliance formation being the

result of a firm's interest in enhancing their competitive position. Das et al. (1996) took

a value look to alliance formation and found that marketing alliances may yield benefits

for smaller or less profitable firms forming alliances with larger or more profitable

partners. Since strategic alliances creates value, this value could be translated into

market power and therefore affect the context of the competitive rivalry of the industry

(Kogut 1988b). Accordingly, the mode which firms transact sets the way the firm will

maximize its profits, e.g. by improving the firm's position versus its rivals. A firm's

market position is the product of its strategic choices and represents what the firm has

become to learn how to do (Penrose 1959). hi addition, Nohria and Garcia Pont (1991)

concluded that strategic capabilities can be accessed through the creation of linkages

with companies that have complementary capabilities, enabling them access to

economies of scale, economies of scope and risk reduction, to list a few. Moreover, as a
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result, the organization's strategic capabilities are the firm's source of competitive

advantage. Nohria and Garcia Pont argued that firms in strategic groups are similarly

vulnerable to changes in the environment. Thus, the closest the fit between members of a

group to a given environment, the better the performance of the alliance. Using the auto

industry as a research scenario, Nohria and Garcia Pont concluded that each strategic

group has a distinctive source of competitive advantage that cannot be easily imitated or

acquired.

Learning explanations for alliance formation refer to the possession of either

technical or commercial capital that can help a firm become attractive to form strategic

linkages (Ahuja 2000). Consideration of strategic alliances for learning purposes is

needed because knowledge is a limited resource (Cravens et al. 1993). A single

organization is limited in its ability to cope with the complexity of the environment and

the gaps in the skills and resources needed to succeed in the marketplace. Linkage

formation behavior is related to opportunities. Firms form linkages to obtain access to

needed assets, new skills and to maintain equity with competitors. This linkage

formation reflects the firm's incentives and motivations to collaborate. Chung et al.

(2000) highlighted the importance of prior alliance experience, because, if present, it

facilitates the formation of new alliances. The indirect effect of prior alliance experience

could benefit the process, capabilities, resources and management style for future

alliance formation. Dwyer and Nobeoka (2000) found support for the learning

explanation of alliance formation. In their research, they propose that suppliers do learn

more quickly after participating in a knowledge-sharing network, hi this network,
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suppliers devised methods with the purpose to motivate members into the participating

and openly sharing valuable knowledge, preventing free riders and reducing costs

associated with accessing and finding valuable knowledge. Khanna, Gulati and Nohria

(1998) further argued that one element that affects the dynamic of learning alliances is

the tension between collaboration and competition between the partners. Accordingly,

they conclude that private benefits and common benefits between the partners differ in

the incentives that they create for investment in learning. Ouchi and Bolton (1988)

concur that successful collaboration must address significant organizational, behavioral

and technological issues. Joint effort is typically motivated by the perception that

individual action is either inadequate or non-feasible to solve a problem common to

several members of the industry. Continuing in this line of reasoning, Hamel, Doz and

Prahalad (1989) proposed that alliances with competitors are a good way to acquire new

technologies or skills and reflect the commitment and capacity of each partner to absorb

the skills of the other. In conclusion, each partner believes that they can learn from one

another while at the same time limiting partner's access to their proprietary skills. They

also argue that when the commitment to learning only comes from one side of the

partnership, what leads to competitive compromise is collaboration. Mutual gain is

possible if the strategic goals of the partner's are similar while their competitive goals

are different. Also, Schmitz, Frankelo and Fryer (1995) found that integration into

alliances through information technologies can ease the process of alliance formation,

since information technology can supplement financial ownerships and facilitates the

logistical process.
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Social network is another stream of research that has identified alliance

formation as being the result of the linkages or networks that the firm has participated in.

According to Gulati (1995b), social networks are the organization's structures that

provide the foundation for multiple strategic alliances (Webster 1992). The primary

characteristic of a network is having a loose and flexible coalition where one of the key

functions includes the development and management of the alliance, (p.9). Webster

concluded, that in the context of network organization, marketing is responsible for

maintaining the partners of the alliance focused on the customer. The conditions that

favor a network structure are fast technological change, short product life cycles, market

structures where preferences are segmented, and markets that extend beyond national

boundaries (Cravens and Nigel 1994). Social networks also create opportunities for

firms to discover alliance prospects and partners (Gulati 1998).

In summary, the three main motivations for alliance formation found in the

literature distinguishes between the economic aspects of the benefits encountered in

alliances, the enhancement of the firm's competitive position in the marketplace, and the

maximization of learning.

Table 2.1 and 2.2 presents a summary of empirical perspectives and conceptual findings.

Past research on alliances views motives for alliance formation as a continuum, having

at one end the inability of one of the partners to solve important.
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Table 2.1
Summary Of Major Empirical Findings On Motives For Alliance Formation

Author
Anand and
Khanna
(2000)

Anderson
andNarus
(1990)

Anderson
and Weitz
(1992)

Baum,
Calabrese
and
Silverman
(2000)

Buckling
and
Sengupta
(1993)

Burgers,
Hill and
Kim(1993)

Chung,
Singh and
Lee (2000)

Das, Sen
and
Sengupta
(1998)

Dwyerand
Oh (1998)

Dyer
(1997)

Research Question
What drives the
creation of value?

What makes a
partnership work?

What is the
antecedent of
commitments in
channel
relationships?

How variation in
alliance networks
shapes the initial
alliance
performance?

What factors affect
the success of a
cooperative
marketing
alliance?

What are the
motives for
alliance formation?

Why do firms ally?

What are the value
implications for
the formation of
strategic alliances?

What are the
effects of alliance
formation on
decision making?

What is the cost
impact on alliance
formation?

Methodology
Event analysis,
multivariate
analysis

Confirmatory
factor analysis

Simultaneous
equation
modeling

Logistics
regression

Factor analysis

Structural
equations

Logistic
regression

Event study
analysis

Structural
equations

One-tailed t-
tests

Dependent Variable
Value creation in
each firm

Alliance satisfaction

Partners' commitment

Alliance performance

Perceived
effectiveness of co-
marketing alliances

Alliance agreements

Alliance partner

Transaction costs
incurred

Findings
Learning effects are more
important in situations with
greater contractual ambiguity.

Cooperation is an antecedent of
trust.

Commitment is affected by the
perceived commitments of the
other partner. Idiosyncratic
investments have a strong effect
on the commitment of both
parties to the relationship.

Variations in performance
influences alliance network
configuration.

Imbalances in power and
managerial resources are
significant drawbacks to alliance
operations and might limit
alliance success.

Alliances can reduce uncertainties
that arise from demand conditions
and competitive interdependence.

The likelihood of alliance
formation is positively related to
resource complementarity and
status similarity.

Announcements of technological
alliances enjoyed greater
abnormal returns in the stock
market than marketing alliance
announcements.
There are differences in decision-
making structures and
competitive strategic postures.

Transaction costs do not increase
with an increase in relation-
specific investments.
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Author

Folta
(1998)

Grayson
and
Ambler
(1999)

Gulati
(1995b)

Gulati
(1995a)

Gulati
(1999)

Research Question

What are the
motives for
collaboration?

What is the
relationship between
relational factors
and clients' use of
marketing services?

What factors explain
the choice of
governance in
alliances?

With whom do
firms ally?

What determines
which firms enter
into an alliance?

Table 2.1
(Continued)

Methodology

Logistic
regression

Confirmatory
factor analysis

Logistic
regression

Panel data

Panel data

Dependent
Variable

Alliance
formation
through
investment

Trust,
involvement,
interaction,
commitment

Mode of alliance

Alliance
formation

Alliance partner

Findings

The cost of commitment in the face of
technological uncertainty may offset
the administrative benefits of
hierarchical governance.

Long-term relationships have a
negative impact on service use, which
dampens the impact on trust.

The larger the number of prior
alliances between two firms, the less
likely are their subsequent alliances to
be equity based.

The higher the number of past
alliances between two firms, the
greater the likelihood of their forming
new alliances with each other.

Over time, the proclivity of firms to
enter into new alliances is influenced
bv the amount of network resources
available to them.

Gulati How does Logistic
and interlocking boards regression,
Westphal affect joint venture maximum
(1999) formation? likelihood

Heide What conditions
and John promote alliances?
(1990)

Heide
and John
(1992)

Kogut
(1991)

What normative
structures enhance
the firm's ability to
structure a
relationship?

Why are joint
ventures created?

Ordinary least
squares

Ordinary least
squares

Partial likelihood

Likelihood of CEO board relationships reduce the
alliance likelihood of alliance formation while
formation CEO board cooperation in strategic

decision making appears to promote
alliance formation by enhancing trust.

Joint action Greater continuity expectations
increase the level of joint action.
Increased verification efforts by the
buyer increase the level of joint
action.

Buyer control Norms play a very significant role in
structuring economically efficient
relationships among independent
firms. It is not possible for parties
whose specific assets are at risk to
acquire vertical control as per the
transaction cost prescription.

Likelihood of Unexpected growth in the product-
joint venture market increases the likelihood of
formation acquisition; unexpected shortfalls in

product shipments have no effect on
the likelihood of dissolution.
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Table 2.1
(Continued)

Author Research Question Methodology Dependent
Variable

Findings

Koh and
Venkatra
man
(1991)

Nohria
and
Garcia-
Pont
(1991)

Osborn
and
Baughn
(1990)

Osborn
etal.
(1998)

Osborn
etal.
(1998)

Parkhe
(1993)

Stuart
(2000)

What is the impact
on market value on
the formation of a
joint venture?

How can we
understand the
structure of
networks in global
industries?

What are the factors
that impact the
governance of a
newly formed
multinational
cooperative?

What are the key
aspects of
international
alliance formation?

What are the key
aspects of
international
alliance formation?

How can we explain
the formation,
maintenance and
dissolution of
interfirm alliances?

When is alliance
advantageous?

Event study

Network analysis

Discriminant
analysis

Logistic
regression

Logistic
regression

Factor Analysis

Poisson
regression

Form of
governance

Alliance
embeddedness

Alliance
embeddedness

Alliance
structure and
performance

Rates of
innovation, rates
of sales growth
of a firm

The stock market reacts positively to
joint venture formation, and investors
view joint ventures and technology
exchanges as cooperative work areas.

The structure of a global industry
should be understood in terms of firm
membership in strategic groups and
strategic blocks. In equilibrium, each
strategic block will have access to a
similar set of strategic capabilities

Agreements are more likely than a
joint venture to be the chosen form of
governance.

Support for embededness. These
results were consistent with the
proposed institutional approach that
included ecological and contingency
views.
Support for embededness. These
results were consistent with the
proposed institutional approach that
included ecological and contingency
views, suggesting embeddedness as
higher order interactive relationship.

Alliance structure is related to
performance. The perceived potential
for opportunism between the alliance
partners influences both structure and
performance of the alliance.

Organizations with large and
innovative alliance partners perform
better than otherwise comparable
firms that lack such partners. Young
and small firms benefit more from
large and innovative strategic alliance
partners.
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Table 2.2
Conceptual Perspectives on Strategic Alliances

Authors) Question(s) Observation(s)
Borys and Jemison (1989)

Cravens and Nigel (1994)

Cravens, Ship and
Cravens(1993)

Devlin and Bleackley
(1988)

Dwyer, Schurr and Oh
(1987)

Dyer and Nobeoka (2000)

Gulati(1998)

What are the unique characteristics
of strategic alliances?

How can networks be classified?
What criteria may be useful in
identifying which network type is
appropriate under different
conditions in service
organizations?

What are the dimensions of
alliance effectiveness?

What are the factors that affect
alliance formation?

What is the framework for
developing buyer-seller
relationships?

How do firms establish new
knowledge-sharing networks?

Which firms enter into alliances
and whom do they choose as
partners?

Different operations, production philosophies,
and administrative systems can be coordinated
through: (1) pooled interdependence (drawing
from a common resource), (2) sequential
interdependence (ensuring a fit between points
of contact), and (3) reciprocal interdependence
(partners exchanging output).

The conditions that favor adopting a network
structure are fast technological change, short
product life cycles, market structures where
preferences are segmented, and markets that
extend beyond national boundaries.
Relationship marketing is an emerging school
of marketing thought that offers an essential
framework for understanding, explaining, and
managing network relationships

The limitations of a single organization coping
with the realities of environmental complexity
and major skill/resource gaps increasingly
demand consideration of SA strategies.
Knowledge of SA is limited.

The rapid pace of technological development
and innovation and the increasingly high costs
of the associated research and development.
The concentration of players in mature
industries, governments, fashion and fear
motives.

There are bilateral sets of costs and benefits to
relational exchange; durable association is not
necessarily desirable.

Suppliers do learn more quickly after
participating in a knowledge-sharing network
by devising methods to motivate members to
participate and openly share valuable
knowledge, preventing free riders and by
reducing the costs associated with finding and
accessing different types of valuable
knowledge.

Social network factors constrain and also
create opportunities for firms to discover
alliance prospects and choose specific
partners.
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Table 2.2
(Continued)

Authors) Question(s) Observation(s)
Gulati, Nohria and Zaheer How the conduct and performance
(2000) of firms is influenced by the

strategic networks in which they
are embedded?

Khanna, Gulati and
Nohria (1998)

What is the dynamic of learning
alliances?

Kogut(1988) What is the motivation to form a
joint venture?

Hamel, Doz and Prahalad Why collaborate?
(1989)

Harrigan(1988)

Osborn and Hagedoorn
(1997)

When is joint ventures more
appropriate to be used?

How can we explain alliances?

Ouchi and Bolton (1988) What is the logic of joint research
and development?

Spekman and Sawhney What are the antecedents of
(1990) alliance formation?

The overall network structure of an industry
can be analyzed by considering such elements
as its density, or the extent to which the
industry is more or less constrained in its
exchange relations with other upstream or
downstream industries.

The tension between cooperation and
competition affects the dynamics of learning
alliances. Private benefits and common
benefits differ in the incentives that they
create for investment in learning. The
competitive aspects of alliances are most
severe when a firm's ratio of private to
common benefits is high.

The strategic behavior perspective stems from
theories concerning its influence on the firm's
competitive positioning. It places joint
ventures in the context of competitive rivalry
and collusive agreements to enhance market
power.

Using an alliance with a competitor to acquire
new technologies or skills reflects the
commitment and capacity of each partner to
absorb the skills of the other.

Demand traits suggest the types of cooperative
strategies needed. Competitor traits suggest
how firms will respond to these needs for
cooperation.

Researchers are encouraged to abandon a
singular, clear-cut description of alliances and
networks based on the assumptions of a host
discipline in favor of a more robust,
sophisticated, multidimensional vision.

Successful collaboration must address
significant organizational, behavioral, and
technological issues.

Environmental uncertainty, perceived resource
dependence, strategic vulnerability,
transaction importance, transaction costs,
transaction specific investments, evaluation of
potential exchange relationships, need for
determinacy and firm life cycle.
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Table 2.2
(Continued)

Authors) Question(s) Observation(s)
Spekman, Forbes, Isabella
and MacAvoy (1998)

Varadarajan and
Cunningham (1995)

What are some issues related to
alliance formation and the reasons
why firms form these
partnerships?

Why do firms enter into strategic
alliances?

Waddock(1988) How can we build successful
social partnerships?

Opportunities arise from the life cycle
perspective of the alliance, from cross-
sectional alliance research taken at different
point in time and interplay between key
alliance actors.

Building on Ansoffs (1975) conceptualization
of major growth alternatives available to a
firm, the motives underlying a firm's entry
into strategic alliances can be broadly
characterized as attempts to capitalize on
opportunities by promoting its present product
offerings in its present served markets,
developing new markets for its present
products, developing new products for its
present served markets, entering into new
product-market domains that are either related
to or unrelated to its present product-market
domain.

By addressing the question of what is
important for the partners, what is the
potential that the partnership will benefit each
of the partners, how can I chose the partners
and by defining the partnership's purpose.
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problems by themselves and at the other extreme the value that each partner achieves

from the formation of the alliance.

Burgers et al. (1993) found support for the view that competitive uncertainty is a

main driver for companies to seek linkages with new partners, hi this regard, Gulati

(1995b) found that previous alliances between firms were a good indicator of the

propensity of firms to ally. This previous alliances creates a network that is an important

source of information on subjects like reliability and capabilities of potential partners.

This new information helps firms to learn about new alliance opportunities. It also

enhances their trust in current and potential partners, mainly due to the fact that the

availability of more information reduces risk and uncertainty. The proclivity of firms to

enter new alliances is influenced by the amount of network resources available to them.

There is also evidence that the extent of capabilities firms accumulate with forming

alliances positively affects the frequency with which they enter new alliances. In

summary, the primary concern of companies is not the number of alliances. Instead, it is

on the access to the resources and capabilities and alliances are a way to fill that

dependency.

Gulati's (1999) research on alliance formation from a network perspective shows

that firm participation in a network of prior alliances has an impact on its decision to

enter new alliances. Collaboration has been mentioned as a main motivation for alliance

formation (Folta 1998). Chung et al. (2000) found that t
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factors that drive alliance formation between two specific firms are the complementarily

of their capabilities, the status similarity and the social capital involved.

Both the firm's tangible assets and intangible assets such as status similarity and

social capital play an important part in the formation and development of cooperative

relationships. In addition, the role of intangible assets in alliance formation intensifies as

market uncertainty increases. Complementarity implies the possibility of synergy when

resources are pooled together and enhances the likelihood of alliance formation. Social

capital explains a substantial amount of the variance in the changes of alliance

formation. Organizations tend to reciprocate what they have received in the past and rely

on their social capital for handling market uncertainty. Organizations seek to balance

benefits from embedded ties and benefits from market exchange. Nohria and Garcia-

Pont (1991) studied the network structure of strategic linkages and found that companies

gain access to strategic capabilities through strategic linkages. The linkages are based on

similarities in strategic capabilities from other strategic groups. A strategic block,

therefore, defines the pool of strategic capabilities to which a firm has access. In spite of

that, firms differ in their ability to manage their linkages and hence, the benefits they

derive from them. Kogut (1991) found support for the acquisition of products when

there is an unexpected growth in product market but the inverse is not applied when

there are unexpected shortfalls, making stronger the benefits of entering into alliances. It

has been widely claimed that risk reduction can be achieved through organization

mechanisms, or what Cyert and March (1963) labeled "uncertainty reduction".

However, firms can profit from uncertainty. Such profit taking might be achieved
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through a more flexible production process.

Bucklin and Sengupta (1993) studied the management of co-marketing alliances.

Their empirical results confirmed the perception of the importance of informing the

members of this type of partnership of the factors that affect the success of an inter-

organizational agreement created specifically for the joint management of

complementary products controlled by separate firms. Whipple et al. (1996) studied the

partner perspective on unique channel levels and found that similar motives on the

partner's side ease the formation of an alliance.

In summary, past empirical and conceptual research have identified a diverse of

organizational motives to form strategic alliances. Although there risks associated with

alliance formation are high, the benefits that a firm must get if enters into a strategic

alliances, most of the time excel them.

Theoretical Perspectives on Strategic Alliances

Table 2.3 presents a summary of the theories used to explain alliance formation.

Transaction Costs Analysis (TCA)

TCA (Williamson 1979) refers to the mode of organizing the exchange that

results in a minimization of costs. The costs that TCA deals with are based on certain

assumptions:

• Humans behave opportunistically (self-interest),

• The parties to the transaction are risk-neutral (contrast with agency theory),

• Humans are rational.
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Table 2.3
Theoretical Perspectives on Alliance Formation

Theory Overview of Theory Study Application to Alliance
Formation

Transaction Cost
Economics

Corporate Strategy

The basic premise of
TCE deals with firms
and market
transaction. Attempts
to answer the mode of
organizing a
transaction while
minimizing its costs.

Identifies the motives
that the firm has to
cooperate.

Hagedoorn 1993; Singh
1997; Osborn and Baugh
1990,1993; Denekamp
1995; Bucklin and
Sengupta 1993; Dwyer
and Oh 1988; Dyer
1997; Folta 1998; Gulati
1995; Heide and John
1990,1992; Parkhe
1993;

Osborn and Hagedoorn,
1997; Ohmae 1989;
Harrigan 1985

Used to explain the
distinctive administrative
forms of alliances that
should be considered as
separate unique entities,
key alliance
characteristics, explain
the effect on analysis of
interfirm collaborations.

Management control and
implementation in
alliance formation and
alliance survival.

Organizational
Knowledge

Organizational
Learning

Aquistion of
organizational know-
how.

Collaboration as a
response by the
organization to
improve know-how,
technological
capabilities or both.

Osborn and Baughn
1990

This perspective has been
used to explain alliance
settings

Teece 1989; Kogut 1988 Knowledge is limited.

Cooperative
Competition

Resource Based
View

Focused on Research
and Development
Collaborations

Superior resources are
more tangible
requirements for
competitive advantage

Tirole, 1988; Milgrom
and Roberts, 1992

Collaboration; operation
of international alliances,
longevity and
performance.

Alliances are formed to
achieve competitive
advantage through the
pooling of skills.
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The basic premise of transaction costs is the dealing with firm and market

transactions. Firms exist when opportunistic potential is significant, when asset

specificity (dependence on owner of specific assets) exists, imperfect information

(environmental uncertainty) or performance evaluation is difficult (behavioral

uncertainty). There are a small number of potential contractors, and states those firms

exist to avoid costs of using the market's price mechanism.

TCA has been used to gain weights into a number of research questions related

to strategic alliances including what are the distinct administrative forms of alliances

that should be considered as separate and unique entities with identifiable capabilities

and limitations? (Hagedoorn 1993; Singh and Mitchell 1996); what are some key

alliance characteristics and the embededness of these characteristics? (Osborn and

Baughn 1993); how the designs of alliance management are embedded in administrative

forms? (Denekamp 1995). TCA has been used to explain the effect on interfirm

collaborations (Williamson 1991; Williamson 1985).

Corporate Strategy Perspective

The corporate strategic perspective identifies the motives that firms have to

cooperate, and places significant relevance to partner selection. Most of them share the

presumption that senior managers rationally select an alliance option and craft each

alliance to further the immediate interests of their firms (Osborn and Hagedoorn 1997).

The corporate strategy perspective has been used in management control and

implementation (Ohmae 1989); and alliance survival (Harrigan 1985).

Organizational Knowledge
29



Firms consist of a knowledge base, which is not easily. When one or both firms

desire to acquire the other's organizational know-how or when one firm wishes to

maintain a capability while benefiting from another firm's current knowledge the

transfer is through the melding of organizational structures. This perspective was used in

a number of studies emphasizing environmental influences on organizations and their

survival and helped lead to the emergence of resource dependency views. The emphasis

here is on the participants' mutual adjustments to the change of the technological

conditions. There is some ambiguity as to whether the key challenge it poses might be in

the form of technological change, technological intensity or combinations of these

factors. This perspective has been used to explain alliance settings (Osborn and Baughn

1990).

Organizational Learning

The organizational learning framework focuses on collaboration as a response by

organizations to environmental changes demanding improvement in their know-how,

their technological capabilities or both. The learning perspective imply that gains in

technological capabilities, knowledge and understanding of rapidly changing markets

are critical to the organization (Kogut 1988b; Teece 1989). Alliances are an important

part of a learning process of firms, a process in which they discover new opportunities in

a flexible setting of a multitude of changing partnerships.

Cooperative Competition and Cooperative Research and Development
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Tirole's (1988) and Milgrom and Roberts' (1992) research on collaboration

adopts modern game theoretic approaches. They incorporate cooperation in their

competitive analyses and focus specifically on R&D collaborations.

Cooperative research and development views alliances as a temporary

mechanism for the expansion of multinational enterprises. Cooperation is important for

dealing with political restrictions and expansion of the organization's presence in

different markets (Chang 1995).

Resource Based View of Strategic Alliances

Superior skills are distinctive capabilities that emerges from the managers of the

firm. Those managers set the difference and set them apart from managers of competing

firms. Superior resources are tangible requirements that enable a firm to exercise its

capabilities (Day and Westley 1991). Strategic Alliances are formed to achieve

competitive advantage through the pooling of skills and resources.

Psychological Factors Related to Alliance Formation: The Role of Managers

Strategic Decision Making

After reviewing the organizational context that motivates firms to enter into

strategic alliances, it is important to explore the link between the organization's strategy

and the marketing. The decision-making literature accounts for numerous studies that

pertain to the link between the behavioral component of decision-making and the

organizational characteristics. Past research on strategic decision-making has found

empirical support linking the characteristics and strategic decision processes of senior

management and the choice of strategy for the organization (Cyert and March 1963;
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Hambrick and Mason 1984). Gelatkanycz and Hambrick (1997) further suggested that

both the background and personal characteristics of senior management and the social

processes within the organization have an effect on the organization's strategic choice.

Frederickson and Iaquinto (1989) concluded that there is a significant positive

relationship between the characteristics of the executive teams and the extent to which

an organization tries to integrate the strategic decisions into their own. Their research

also concluded that the effects on the decision processes by managers, tenure and group

composition differ considerably between the levels of management in the organization.

Mintzberg (1978) refers to strategic decision process as those decisions that

commit significant resources or set important precedents. The senior management of the

organization makes those decisions. The management thus has a strategic choice, which

is intended to include the choices, made formally and/or informally, associated with the

strategy of the organization (Child 1972a). As a result, those strategic choices have a

large behavioral component, which are the reflections of the idiosyncrasies of the

decision-maker. Accordingly, the decision-maker brings his knowledge or assumptions

about future events, plausible alternatives and their own knowledge of the consequences

attached to those alternatives (March and Simon 1958). And thus, the manager's

response to a certain stimuli will be dependent on the fit between the interpretations of

the event or data and the manager's own beliefs, biases and assumptions (Isenberg

1986). Presumably, different managers with different sets of assumptions or

interpretation schemes would come to different understandings given identical objective

stimuli to interpret (p.775). Furthermore, it is possible to provide better predictions of
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organizational outcomes by taking into consideration the behavior of the top

management group of the firm (Cannella and Monroe 1997).

In summary, although there has been support for the notion that managers in the

organization have an impact on the strategy that the organization pursues, the strategic

process is viewed as independent from the individuals involved in the decision process

(Hambrick and Mason 1984). Past research in the strategic decision-making literature

suggests that there has been an omission into the research of the important role that

individual manager play in the decision of the organization to form a strategic alliance.

In order to study manager's intention to support the entry of the firm into

strategic alliances, it is important to have a detail discussion of the relevant constructs

that will have an impact on manager's intention. These constructs are found in the

theory of planned behavior (TPB).

The Theory of Planned Behavior

The theory of planned behavior (TPB) (Ajzen 1985) compliments the theory of

reasoned action (TRA) (Fishebein and Ajzen 1975). The TRA predict behavior from

intentions. It establishes that intentions have to antecedents: the individual's attitudes

towards the behavior and the individual's subjective norm toward the behavior. TPB

tries to explain behaviors under the principle of aggregation (Ajzen 1991), which is the

assumption that any single sample of behavior reflects not only the influence of a

relevant general disposition, but also the influence of various other factors unique to the

particular situation being observed (p. 179). TPB is an extension of TRA, made

necessary by TRA's limitation in dealing with behaviors over which people have
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incomplete power to make a conscious decision. These behaviors refer to whether a

person can decide by himself/herself whether or not to perform the behavior. TPB has

generated significant amount of research in social psychology and in other settings.

Support for the theory has been found in the works of Madden et al. (1992) by

enhancing the prediction of intentions and behavior (see reviews by Ajzen and Fishbein,

1973; Ryan and Bonefield, 1980; Hill, Mann and Wearing, 1996; Shim, Eastlick, Lots

and Warrington, 2001).

Theoretical Framework for the Theory of Planned Behavior

Figure 2.1 summarizes the relationships posited in the TPB. The outcome

variable of interest, the performance of a behavior, is modeled as a function of the

behavioral intention and perceived behavioral control (PBC). Since most behaviors of

social relevance are not under the control of the individual, in order to predict behavior

from intention, we need to include PBC, which is the belief that the individual has on

how easy or difficult it is to perform the behavior. According to Bagozzi (1992), the

meaning of PBC is very close to Bandura's (1982) notion of self- efficacy, which is the

confidence that the individual has on performing a particular behavior.

The direct path between PBC and behavior occur when the behavior is not under

the control of the individual, and it is thus, a representation of the non-volitional

determination of action (Bagozzi 1992). It can be anticipated only when PBC

corresponds reasonably well for actual control over the factors that could have an

interference with the performance of the behavior.
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Figure 2.1
Theory of Planned Behavior
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The path from PBC to behavior through intentions is when PBC has motivational

implications for intentions, since it is expected that the behavior will occur only when

the individual has an intention to perfonn the behavior, and this intention can be formed

only when the individual believes he/she has what it takes to perform the behavior.

Behavioral intention is the immediate antecedent of behavior. The individual's

intention to perform certain behavior is a function of three factors: attitude towards,

subjective norm about and perceived behavioral control over the behavior (also known

as self-efficacy).

Assumptions and Dimensions of Theory of Planned Behavior

According to TPB, the performance of a specific behavior is a function of the

individual's intention to perform the behavior. The intention to perfonn a certain

behavior is the weighted sum of the individual's attitudes towards, subjective norm

about and perceived behavioral control over the behavior, and is an indicator of the

individual's propensity to engage in that behavior. The anticipated consequence of

performing or not performing the behavior affect attitude to, subjective norm towards

and PBC towards the behavior.

Attitudes toward a Behavior

Attitudes toward a behavior are defined by Ajzen (1991) as the degree to which a

person has a favorable of unfavorable evaluation or appraisal of the behavior in

question. They are positive or negative feelings directed at some object, issue or

behavior and the result of the beliefs that performing the behavior will lead to specific

outcomes, combined with the evaluations of the outcomes.
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According to Ajzen and Fishbein (1980), attitudes are learned predisposition to

respond in a consistently favorable or unfavorable manner with respect to a given object

and they develop from the beliefs that people have towards an object. Attitudes are

learned through information about the particular object, through direct experience with

the particular object or some combination of the two. They have also been considered as

being precursors to create internal reactions, since attitudes are predispositions to

respond towards the object, and that this predisposition leads to the actual behavior

towards the specific object in question. Individuals form beliefs by means of association

with attributes. Atttitude towards a behavior is formed by behavioral beliefs, which are

composed by the fact that that performing a behavior will lead to a particular outcome

(b;) weighted by an evaluation of the desirability of that outcome (e;). The strength of

each belief is combined in a multiplicative fashion with the individual's subjective

evaluation of the belief attribute and the resulting products are summed. According to

Ajzen (1991), a person's attitude (A) is directly proportional to the summative

behavioral belief index:

n

A oc S bA

Therefore, according to the theory, the attitude toward a behavior refers

specifically to the person's own evaluation of the behavior.

Subjective Norm

The second factor that has a direct impact on behavioral intention is called

subjective norm. Ajzen and Fishbein (1980) define subjective norm as the individual's
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perception of whether most people who are important to the individual in question think

he should or should not perform the behavior in question (p.73). Subjective norm toward

a behavior is composed by normative beliefs and involves specific individuals or groups

to the individual rather than a generalized important other. Normative beliefs are formed

by the individual's normative belief (nbj) concerning a particular referent weighted by

the motivation to comply with that referent (me;). According to TPB, individuals are

viewed as intending to perform those behaviors they believe their important others think

they should perform. Another component of subjective norm is the weights that

important referents of the individual have on the individual, the motivation to comply.

Thus, according to the theory, a person's subjective norm can be predicted from the

summative index obtained by multiplying the normative belief and the motivation to

comply. According to Ajzen (1991), a person's subjective norm (SN) is directly

proportional to the summative normative belief multiplied by the motivation of the

individual to comply with the behavior.

n

SN oc E nb,mc,
i=l

The importance of attitudes and subjective norm rely on the strength of the

belief-based measures. Ajzen and Fishbein (1980) found evidence that attitudinal

considerations are more important for competitive behaviors, while normative

considerations are more important for cooperative than for competitive actions.

Manager's intention to enter into strategic alliances on behalf of the firm refers to a
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cooperative action, and thus it is important to determine the level of influence on the

behavioral intention construct.

Perceived Behavioral Control

The third element that is a predictor of behavioral intention is called perceived

behavioral control (PBC). Ajzen (1991) defines PBC as the ease or difficulty of the

individual in performing the behavior and is assumed to reflect past experience as well

as anticipated impediments and obstacles. Perceived behavioral control reflects beliefs

regarding the access to the resources needed and the opportunities to perform certain

behaviors. The first component is the facilitating conditions, which reflects the

availability of resources needed to engage in a behavior. This might include access to

the time, money and other specialized resources required to engage in a behavior. The

second component is self-efficacy which is the individual's self confidence in his ability

to perform a behavior (Bandura 1982). Perceived behavioral control has both a direct

effect on behavior as well as an indirect effect through intentions. PBC is the

individual's control belief (cbj) weighted by the perceived facilitation (pO of the control

factor in either inhibiting or facilitating the behavior. Control beliefs reflect the

perceived difficulty (or ease) with which the behavior may be performed. Perceived

facilitator acts as an important weight (Ajzen 1991).

n

PBC oc Z cb;p;
i=l

PBC influences both the behavior and the behavioral intention. Behavior is

influenced directly to the extent that PBC reflects actual ability to perform the behavior.
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The link from perceived behavioral control to intentions reflects the motivational

influence of control on behavior through intentions (Madden et al. 1992). When people

believe that they have little control over performing the behavior because of a lack of

requisite resources, then their intentions to perform the behavior may be low even if they

have favorable attitudes and/or subjective norm concerning the performance of the

behavior (p.4).

Perceived behavioral control is measured by the belief that the individual has the

confidence on performing a specific behavior multiplied by its evaluation outcomes.

Theory of Planned Behavior Empirical Research

The Theory of Planned Behavior has been used in studies linking attitudes and

behavior (Conner and Armitage 1998; Sutton, 1998); recycling (Boldero 1995; Tylor

and Todd 1995); green consumerism (Sparks and Shepoherd, 1992); ethical behavior

(Kurlnd, 1995), college course selection (Randall, 1994); leisure activity selection

(Ajzen and Driver, 1992); collective political action (Kelly and Brienlinger, 1995);

social networking (Caska, 1998); seat belt use (Trafimow and Fishbein, 1994); pollution

reduction preferences (Cordno and Firenze, 2000).

Consistency of the Results

Ryan and Bonefield (1980) found that by linking behaviors to their underlying

causes through intentions as a mediator, the model promises the prediction and

explanation of important variables in the marketplace. Their results are consistent with

the findings of other researchers who have investigated this model. Netemeyer and

Bearden (1992) concluded that the causal results for the theory of reasoned action was
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supportive as the model's original causal linkages were observed and a significant

amount of variance in its endogenous constructs was typically explained. Sutton (1988)

reviewed 9 meta-analysis using TPB and TRA and concluded that TPB produced

medium to large effect sizes, which means that the measure of the magnitude of a

treatment effect was satisfactory. Ryan (1982) found its result consistent with Ajzen and

Fishbein's findings, in which behavioral intention is a function of the interdependencies

of attitudinal and normative variables. Normative variables more strongly mediate the

experimental effects than do attitudinal variables is also documented.

Contributions of TPB

One of main contributions of the TPB is the evidence of external validity to

previous studies(Ryan and Bonefield 1980) since the model predicts not readily noticed

or seen observed real group behavior. Also, according to Ryan and Bonfield (1980) and

Netemeyer and Bearden (1992), the model has been shown to have predictive validity in

real world applications, allowing predictions about behavioral intentions. Predictive

validity refers to the extent to which a measure accurately forecasts how a person will

think, act, and feel in the future. Netemeyer and Bearden summarized their results,

concluding that the theory allows for a reduction of bias in the responses due to the

model specification and demonstrated the individual and joint contribution of the

attitudinal and normative compounds to the explanation of behavioral intention.

Intentions are shown to be a useful substitute for behavior in model applications.

Ajzen's (1991) personal evidence of a behavior (attitudes), social expected mode of

conduct (subjective norm) and self-efficacy with respect to the behavior (perceived
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behavioral control) are different concepts and have their own place in social and

behavioral research and they stand in predictable relations to intentions and behaviors.

Also, personal and normative influences long been recognized as important areas of

inquiry in consumer decision making. Cordano and Frieze (2000) demonstrates that

attitudes and other social psychological variables do influence environmental manager's

preferences. Their result provides an important behavioral perspective to the literature

on organizational behavior and highlights the potential of TPB for organizational

research.

Experience

Experience is defined as the manager's active participation in strategic alliances

leading to the accumulation of knowledge. Experience functions as a way to shape

values and cognitive models in ways that may substantially affect decision-making and

behavior (Hill and Tyler 1991). In many organizations, the manager's experience is the

key factor that has an effect on their management practices. Manager's past experience

in the industry contributes to the competence of the team in seizing new growth

opportunities (Kor 2003); implementation of internationalization (Peyrefitte et al. 2002)

and is positively associated with adaptation and change (Bluedorn et al. 1994). Chi,

Feltovich and Glaser (1981) compared individuals with diverse expertise in the area

called experts and novices. Their results suggest that expert managers developed

cognitive and belief structures that allowed effective problem structuring and problem

solution. Perkins and Rao (1990) concluded that experience has an effect on managerial

decision making by understanding the uncertainties and consequences of their decisions
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better than their inexperienced counterparts. They further agree that experience has an

effect on managerial decision making.

According to McEnrue (1988), experience measured as organizational tenure,

job tenure or years of experience at a particular site, results in better performance for

managers that have more organizational tenure than their less experienced counterparts.

She further argues that experience in a specific job, and not general experience in a field,

experience on related previous jobs, or experience in work settings, is what provides the

opportunity to managers to acquire job knowledge and skills.

Particularly in complex situations, decision-makers rely on the familiar, often

drawing on approaches that have worked well in the past (Cyert and March 1963).

Perkins and Rao (1990) concluded that more experienced managers regarded more kinds

of information as useful and made more conservative decisions, especially in relatively

non-routine situations. Individuals create belief structures in order to profess and

manage information and make decisions (Walsh and Charalambides 1989). Accordingly,

individuals can process the management of information by relying only in their past

experiences when happened in similar circumstances. Managers construct belief

structures that are simplified representations of their world (March and Simon 1958). A

belief structure is a kind of mental template that individuals assign to information to give

it form and sense of understanding to their needs. Fiske and Taylor defined belief

structure as a cognitive structure that represents organized knowledge about a given

concept and the relationships among the attributes (1984, p. 140). Walsh (1988) found

support for the view that manager's exposure to activities and goals of an organization
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impact their belief structure. Some researchers have argued that belief structures are

thought to be relatively resistant to change. Finkelstein and Hambrick (1996) concluded

that top executive tenure is inversely related to organizational change. In their view, top

executive tenure has an effect not only on strategic persistence and strategic conformity,

but also on the specific type of strategy pursued, (p.89). Executive's experiences are

reflected in their strategic choices. Research and theory on executive tenure has

clustered around the idea that long tenured executives tend not to make strategic changes

in their organization (p.85). Their view is that actual strategic situations faced by senior

executives typically contain a great deal of ambiguity, information overload and

urgency. In turn, executives manifest functional biases in their choices, and such biases

are a promising and important target for research (p.95).

The recurrent pattern of interaction among executives of the firm have an impact

on the management's strategic decision making role and is importat to take that into

account (Eisenhardt 1989). Eisenhardt's research suggest that even though managers in

the organization are rational, they are also able to engage in sensible problem-solving

strategies to help compensate for their own limitations. Strategic decision making

usually extends beyond one person (Hambrick, 1994). Kor concluded that founders'

participation in the top management team and manager's past experience in the industry

contribute to the competence of the team in seizing new growth opportunities (2003).

Thomas, Clark and Ciocia (1993) found a link between sense making and

variation in organizational performance. They further concluded that if the manager's

interpretation of the strategic issue was positive and implied potential gains, their levels
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of attention to high levels of information were higher. The results of their study suggest

that despite the inherent risk of the strategic change, managers took action only when

they felt they could control the strategic issues that the organization was facing.

Experience in the Context of the Theory of Planned Behavior

In the context of the theory of planned behavior, there has been empirical work

that incorporates individual's knowledge and experience into the analysis. Table 2.4

presents the results of the work in this area. Most of the work on experience supports

and complements the theory of planned behavior. In general, when the individual was

less experienced, subjective norm about the key groups of reference were the stronger

predictors of intentions. For more experienced individuals, attitudes and perceived

behavioral control were the strongest predictors of intentions.

Gaps in Prior Research

In summary, after reviewing the relevant literature pertaining to manager's

intention to entry into strategic alliances on behalf of the firm, there is the recognition of

three significant gaps in the reviewed literature: (1) the identification of the marketing

manager's important role in the implementation of the organization's strategy; (2) the

need to investigate the psychological factors and cognitive structure of the marketing

manager in order to fully assess his/her intentions to support entry of the firm into

strategic alliances: and (3) the validation of the theory of planned behavior by

incorporating experience in the model.
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Table 2.4
Summary of Major Empirical Findings on Experience in the Context of the Theory of Planned Behavior

Author
Hill, Mann and
Wearing (1998)

Prislin(1993)

Sanchez,
Caballero,
Carrera, Blanco
and Pizarro
(2001)

Research Question
What are the manager's
intentions to undertake
benchmarking in their
organizations?

What is the effect of direct
experience on the relative
importance of attitudes,
subjective norms, and
perceived behavioral control
for prediction of intentions
and behavior?
What are the emotions
associated with sexual risk
behavior?

Methodology
Sub-group analysis.

Multiple Regression

Multiple Regression

Findings
The attitudinal beliefs were stronger
predictor for experienced managers. For
inexperienced managers, subjective norm
were the stronger predictor.

The main determinants of intentions were
attitudes and subjective norms when the
subjects did not have previous experience
of the behavior. When the subjects had
previous experience, intentions were
determined by attitudes only. D

Emotional experience was a valid
predictor of intention to repeat
unprotected sex, comparable to that
provided by the theory of planned
behavior. Predictive capacity increased
when emotional experience and attitudes
were considered jointly.

Schaalma, Kok What is the impact of
and Peters experience of sexual
(1993) intercourse?

Multiple Regression

Sirois (2002)

Van Hulten,
Bakker,
Lodder, Teeuw,
Bakker and
Leufkens
(2003)
Wiklund and
Sheperd (2003)

What is the treatment Multiple Regression
seeking patterns of
conventional medicine (CM)
and complementary and
alternative medicine (CAM)
clients across different
problems?

Which psychological models SEM analysis
may contribute to our
understanding of
benzodiazepine?

How to develop a model of
small business managers'
growth aspirations and what
is the level of growth
achieved?

Hierarchical Regression

Besides attitudes toward condom use,
subjective social norms and self-efficacy
expectations were important determinants
of intended use. Intercourse experience
had a negative impact on attitudes and
perceived social norms regarding condom
use.

Newer CAM users still rely heavily on
CM treatments, whereas more
experienced CAM users depend less on
CM alone and more on CAM for treating
their non-life-threatening health issues.

Experienced users were more inclined to
consume benzodiazepines when they had
less control over drug taking. In addition,
older experienced users reported a higher
intention to use the drug.

Experience is an element that magnifies
the effect that one's growth aspirations
have on the realization of growth.
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The Marketing Manager as the Unit of Analysis

The present research will be a contribution to the literature in alliance formation by

addressing the problem from a managerial perspective, one that has been overlooked in

the alliance literature. The role of individuals in operating the alliances and their

predisposition to support and continue with the strategic objective of the organization is

critical. The manager's decision frame of reference and not the objective characteristic

of the situation, becomes the basis for action. It is because of the diversity of roles that

manager has, the activities and courses of action, along with the overload and sometimes

ambiguity of the information confronted by the manager, it is critical to study the effects

of their individual cognition to the overall strategy of the firm (Finkelstein and

Hambrick 1996). Past research in alliances omitted the examination of the factors that

affect manager's intention in various roles (personal evaluation, social expected mode of

conduct and self-efficacy). By including them in this research, the results will allow

important advances in the understanding of managerial work and the effect on the

organizational strategy, and even in prescribing the fit between marketing managers and

alliance formation.

Cognitive Structure of the Marketing Manager

Research on alliance formation has tended to emphasize mainly strategic,

organizational and interorganizational elements on the organization, but have not placed

enough emphasis on the role of individual's cognitive structures. Past research has

recognized and demonstrated the important role of beliefs in explaining behavioral

intention. There are still overall other issues dealing with the psychological factors
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underlying the manager's intention to enter into strategic alliances on behalf of their

firm that remain to be explored, like the manager's personal evaluation of the alliance,

the manager's socially expected mode of conduct and the manager's self efficacy with

respect to strategic alliances. By focusing on manager's attitudes as important

antecedents of intention to support the entry of the firm into strategic alliances, the

present research will add an organizational behavior perspective to the alliance

formation literature but examining the preferences of marketing managers whose

responsibilities directly influence the outcome of the strategic direction of the firm. The

possibility exists attitudinal reactions can be more complex in nature, depending on the

time of exercise. Bagozzi (1981) especially expected that attitudinal reactions will have

a change in their degree of influence depending on the complexity and or ambiguity on

the attitudinal act, on the saliency of the act, as the cognitive complexity and information

processing of the individual expands, and in the number of consequences for the

individual. It is suggested that under these conditions, the application of a

multidimensional response should be used to enhance the construct. By taking into

account the normative beliefs of managers, the present research will add to the literature

of alliance formation in the way that the manager will try to unify his/her own beliefs

and the social behavior that his/her beliefs have with regards to the group that is

integrated in. By including the control beliefs of the manager in their intention to

support the entry of the firm into strategic alliances, the present study is aggregating

evidence of the impact of the manager's own knowledge and assumptions of future

events that have consequences in the manager's choice of action.
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Validation of the Theory of Planned Behavior

The theory of planned behavior has received empirical validation. The theory is flexible

in the consideration to include other constructs that will benefit and enrich the line of

research previously proposed. By differentiating manager's experience from manager's

past behavior and including the construct of manager's experience in the model, it is

possible to expect that manager's experience will have a moderating role with attitudes

toward, subjective norm about and perceived behavior control to manager's intention

and thus will affect the manager's cognitive structure towards alliance formation. With

the inclusion of manager's experience in the model of the theory of planned behavior, it

is expected that depending on the degree of experience that the manager has, his/her

belief toward strategic alliances would be stronger and more salient. In addition,

managers with more experience will feel more confident in their organizational setting

and thus will be more in control towards their actions.
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CHAPTER III

CONCEPTUAL MODEL AND HYPOTHESES

Chapter II provided the conceptual foundation and definitions for the constructs

of the present study and suggested the theoretical relationships among them. In this

chapter, the proposed research model is presented and discussed, along with the

proposed research hypotheses.

Conceptual Model

The theory of planned behavior suggests three variables as antecedents of

manager's intention to entry into strategic alliances. These are the manager's attitudes

towards, subjective norm about and perceived behavioral control over entering into

strategic alliances on behalf of the firm over the next 2 years. The constructs were

defined using the guidelines suggested by the theory of planned behavior (see Ajzen

2002a)). According to the theory, manager's attitudes, subjective norm and perceived

behavioral control must be compatible in their action, target, context and time. For the

present research, the action refers to the intention to enter; the context is strategic

alliances; the target is the manager acting on behalf of the firm and the time is over the

next 2 years. Figure 3.1 presents the proposed conceptual model and table 3.1 defines

the constructs of the proposed model.

Manager's Attitudes

Manager's attitudes toward entering into strategic alliances on behalf of the firm

over the next two years refer to the extent to which the manager has a favorable or

unfavorable evaluation or estimation on the firm's intention to enter into strategic
50



Figure 3.1
Strategic Alliances: A Theory of Planned Behavior Perspective1
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alliances. Manager's attitudes about entering into strategic alliances follow consistently

from the beliefs about the benefits of entering into strategic alliances that are accessible

in memory. The number of accessible beliefs may vary, depending on the motivation

and ability to process the relevant information with the given context (Ajzen and

Fishbein 1980). The attitudes that the manager has towards the firm entering into

strategic alliances might be influenced by many diverse factors, including the

organizational characteristics that shape the work of the manager in the firm, and the

individual characteristics of the manager and the environment (Reilly et al. 1993).

Considering those, it is reasonable to expect that the manager will act on limited

bases of knowledge. This limitation is due to the fact that the manager does not always

have the complete knowledge of the facts of the company's situation and thus resulting

in the manager use for practical, not so complicated rules to search for a solution when a

situation arises (Weick 1969). According to the theory of planned behavior, one

important implication of the attitude formation model is that attitudes toward an object

are formed automatically and inevitably as we acquire new information about the

object's attributes, and as the subjective values of these attitudes become linked to the

object (Fishbein and Ajzen 1975). That means that the manager will act on his/her own

perception of the impact of those benefits of entering into strategic alliances. Alliances

are a common phenomenon in the industry, and manager's exposure to alliance

formation can come in various ways, such as news and public information, expert

advice, and industry reports. According to Ajzen(1991), over the years, a number of

studies have tested the relationship between the attitude component and behavioral
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attitudes and intention. In general, attitudes have been found be significantly associated

with intentions to perform the behavior. (Engel et al. 1990; Foxal 1984; Howard 1977).

Therefore, it can be expected that a manager's attitudes toward entering into strategic

alliances will influence upon his/her intention to enter into strategic alliances on behalf

of their firm

HI. There will be a significant positive relationship between manager's attitudes
toward and manager's intention to enter into strategic alliances on behalf of the
firm over the next two years.

Manager's Subjective Norm

Manager's subjective norm about entering into strategic alliances refer to the

perceived social pressure that a manager faces while considering to pursue a specified

business strategy, as in the case of pursuing strategic alliances. According to Ajzen and

Fishbein (1980), while some beliefs about performing a behavior may involve a referent,

only the person's belief that the referent thinks he should (or should) not perform the

behavior is a normative belief. Subjective norm is the manager's belief that most of

his/her important others think he/she should (or should not) enter into strategic alliances

on behalf of the firm. In that definition, it is implied that in order for the manager to

form his/her subjective norm, the manager must take into account the normative

expectations of various others in his/her environment (Ajzen and Fishbein 1980). In

other words, the manager must consider a set of individuals and groups that think he/she

should or should not enter into strategic alliances. In using that information, the manager

arrives at his/her subjective norm.
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hi studying the properties of groups, Weick (1969) concluded that social

behaviors are integral and unique. The former in the sense that the manager is trying to

unify his/her own personal view of strategic alliances and the importance that his/her

decision will have on the opinion of the reference group will have of him/her; the later

due to the fact that each situation is a different combination of the degree of relationship

between the manager and his/her important others. Ziller (1964) provides evidence that

in a group setting, individuals try to maintain their identity by continually hesitate

between uniting with the group and disbanding from their associates. In a meta-analysis,

Sheppard et al. (1988) found support for the significant and considerable relationship

between subjective norm and intentions, hi forming a subjective norm, the manager

takes into account the normative expectations of various others in the business and

considers whether important others to the manager and people in general think he/he

should engage in entering into strategic alliances on behalf of the firm. Thus,

H2. There will be a significant positive relationship between manager's subjective
norm about and manager's intention to enter into strategic alliances on behalf of
the firm over the next two years.

Manager's Perceived Behavioral Control

Manager's perceived behavioral control (PBC) is concerned with judgments of

how well the manager could execute courses of action towards the firm's entering into

strategic alliances. Alliances as mentioned before, can be used by a company as a way to

adapt to the environment. Effective alliances are the ones that exploit emerging

opportunities and responds to emerging threats (Hatton, 2000). The literature has
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identified several environmental factors and has categorized them as political, legal,

economic, demographic, social, cultural, and technological. According to Ajzen (2002b)

PBC is said to refer to beliefs in one's capabilities to organize and execute the courses of

actions required to produce given levels of attainment and with the ability to perform

each step in the sequence or under a variety of circumstances (p. 3). The importance of

actual behavior control is evident. The resources and opportunities available to a person

must to some extent dictate the likelihood of behavioral achievement (Ajzen 1991). PBC

is likely to affect intentions. All else equal, a high level of PBC should strengthen the

manager's intention and perseverance to enter into strategic alliances on behalf of the

firm. Alliances require knowledge and ability on the part of the manager. According to

Hambrick and Mason (1984), the manager brings to the organization his/her own

knowledge or assumptions about future events, and other alternatives and consequences

attached to those future events. This knowledge keeps being updated and serves as a

point of reference on the manager's perceptions on the ongoing situation. Thus,

H3. There will be a significant positive relationship between manager's perceived
behavioral control over entering into strategic alliances and manager's intention
to enter into strategic alliances on behalf of their firm over the next two years.

The Moderating Role of Experience

Manager's experience refers to the active participation by the manager in

strategic alliances that leads to the accumulation of knowledge or skills. Repeated

exposure to alliances display individuals within the business to a broad repertoire of

experiences (Anand and Khanna 2000), and eases dealing with situations and decision-
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exposure to alliances display individuals within the business to a broad repertoire of

experiences (Anand and Khanna 2000), and eases dealing with situations and decision-

making in subsequent alliance formations. According to Powell et al. (1996), both skills

and experience are needed to accumulate the capability to benefit from collaborative

behaviors. They argue that experience is necessary to structure cooperative strategies

between firms and contend that experience with alliances proves a solid background for

further partnerships, due to the fact that that experience at managing ties allows a firm to

identify projects and conduct them inside the organization. If a manager has acquired

experience in alliances, it is likely that this knowledge will be a strong motivation to

enter strategic alliances on behalf of their firm on its own and will not have to rely on

expert advice. Hence, it is expected that the relationship between manager's perceived

behavioral control and intention to enter into strategic alliances on behalf of their firm

will be stronger than the relationship between manager's subjective norm about entering

into strategic alliances and intention to enter on strategic alliances on behalf of their

firm.

H4. For managers with more experience in strategic alliances, the relationship
between manager's perceived behavioral control over entering into strategic
alliances and intentions to enter into strategic alliances on behalf of their firm
will be stronger than the relationship between manager's subjective norm about
entering into strategic alliances and manager's intention to enter inter into
strategic alliances on behalf of their firm.

According to the theory of planned behavior, manager's perceived behavioral

control may not be particularly realistic when a manager has either little information

about strategic alliances, resources or requirements have changed, or when new or
56



unfamiliar elements have entered into the situation (Ajzen 1991). Strategic decision

making, as in the decision to pursue an alliance, usually extends beyond one person

(Peyrefitte et al. 2002). Thus, inexperienced managers in strategic alliances are likely to

rely on the expert advice of important others since manager's perceived behavioral

control is not realistic under this situation. Experience is related to tenure. Gupta (1988)

proposed that the longer a manager has worked for an organization, the more familiar

he/she becomes with its people, culture and standard procedures. Longer tenure is

associated with greater commitment to existing systems (Hambrick, Gelatkanycz &

Fredrickson, 1993), and propensity toward industry conformity(Finkelstein and

Hambrick 1996). Thus, firms led by top management team with shorter tenures are more

likely to engage in strategic change, as in the case of alliances, than firms led by teams

with longer organizational tenure (Peyrefitte et al. 2002). Hence, the strength of the

relationship between manager's subjective norm about supporting strategic alliances and

manager's intention to support entry of their firm into strategic alliances will be stronger

than the relationship between perceived behavioral control over supporting strategic

alliances and manager's intention to support entry of the firm into strategic alliances.

H5. For managers with less experience in strategic alliances, the relationship between
manager's subjective norm about entering into strategic alliances and intention to
enter into strategic alliances on behalf of their firm will be stronger than the
relationship between manager's perceived behavioral control over entering into
strategic alliances and manager's intention to enter into strategic alliances on
behalf of their firm.

The attitudes that the managers have in regards to alliance formation are learned.

These attitudes are developed thru direct interaction or involvement in alliance
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formation in the past, in relationships with other people, organizations (particularly with

significant others in the organization, such as the top management team, and the CEO)

just to mention a few. The manager will choose from what is offered, according to

his/her needs and what he/she has learned from the past. It is this learning or experience

in alliances that separate the managers from the socialization process of the organization

or its work group and motivates him/her to pursue his/her own strategic view in regards

to the benefits that the firm might accrue if enters into strategic alliances. We can refer

to that as the manager being selective to the his/her needs and wants toward achieving a

benefit for the company. Hence, it can be expected that managers with more experience

in strategic alliances will rely on their attitudes towards alliances and not the opinions of

important other in the organization in order to pursue an alliance strategy for his/her

organization.

H6. For managers with more experience in strategic alliances, the relationship
between manager's attitudes toward entering into strategic alliances and
intention to enter into strategic alliances on behalf of the firm will be
stronger than the relationship between manager's subjective norm about
entering into strategic alliances and manager's intention to enter into
strategic alliances on behalf of their firm.

Hambrick and Mason (1984) noted that organizational outcomes, which includes

organizational strategies and organizational effectiveness are the direct result of the

values and cognitions reflected by the top management team. Thus, top managers are in

a unique position to have the most impact on the organization's strategy (Finkelstein and

Hambrick 1996). Accordingly, senior level executives matter and have an impact on the

organization's choices and actions. In this regard, Child's (1972b) conceptualization of
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strategic choice includes choices, decisions and domain. It is in this context that the

pursuit of alliance formation in a particular situation is impacted by both top

management team's psychological characteristics and cognitive values.

It has been observed that when groups undergo change, as in the case of

alliances, attitudes remain constant (Weick 1969). If managers with no or limited prior

experience in strategic alliances were to believe that other important social agents expect

them to explore and pursue strategic alliances opportunities, then the strength of the

relationship between manager's subjective norm about strategic alliances and intention

to support entry of their firm into strategic alliances will be stronger than the relationship

between manager's attitudes toward entering into strategic alliances on behalf of the

firm and intention to entry into strategic alliances on behalf of the firm.

H7. For managers with less experience in strategic alliances, the relationship between
manager's subjective norm about entering into strategic alliances and intention to
enter into strategic alliances on behalf of the firm will be stronger than the
relationship between manager's attitudes toward entering into strategic alliances
and manager's intention to enter into strategic alliances on behalf of their firm.

Many activities inferred judgments about conditional relations between events.

People must draw on their state of knowledge to generate hypotheses about predictive

factors, to weight and integrate them into rules, to test their judgments against outcome

information and to remember which notions they had tested and how well they have

worked in the past (Bandura 1989). It requires a strong sense of efficacy to remain task

oriented in the face of judgmental failures. This means that if a manager has a strong
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PBC, whether his/her attitudes toward entering into strategic alliances are favorable or

unfavorable will not matter. Indeed, people who strongly believe in their problem

solving capabilities, tend to be highly efficient in their analytical thinking in complex

decision-making situations. A high sense of efficacy fosters cognitive constructions of

effective actions and strengthens self-perceptions of efficacy. Thus, for managers with

more experience in strategic alliances, it is predicted that the relationship between

manager's perceived behavioral control over entering into strategic alliances on behalf

of the firm and manager's intention to entry into strategic alliances on behalf of the firm

will be stronger than the relationship between manager's attitudes toward entering into

strategic alliances on behalf of the firm and manager's intention to entry into strategic

alliances on behalf of the firm.

H8. For managers with more experience in strategic alliances, the relationship
between manager's perceived behavioral control and intention to enter into
strategic alliances on behalf of the firm will be stronger than the relationship
between manager's attitudes toward entering into strategic alliances and
manager's intention to enter into strategic alliances on behalf of their firm.

On the contrary, for managers with less experience in alliance formation, it is

expected that the relationship between their attitudes toward entering into strategic

alliances and their intention to enter into strategic alliances on behalf of the firm will be

a stronger predictor than the relationship between manager's perceived behavioral

control over entering into strategic alliances on behalf of the firm and intention to entry

into strategic alliances on behalf of the firm. The rationale is as follows. According to

Zimbardo and Ebbeson (1969), attitudes have been regarded as either mental readiness

or implicit predispositions which exert some general and consistent influence on a fairly
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large class of evaluative responses. For managers with no experience in alliances, this

implies that the manager will follow his/her perception on alliances as a main motivation

for decision-making. In addition, attitudes are seen as enduring predispositions, but

ones, which are learned rather than innate. A practical consequence, which follows from

conceptualizing attitudes as enduring rather than momentary states, is that if there is no

other influence on the managers, their attitudes will be the stronger predictor of their

behavior.

Attitudes exert control in three components: affect, cognition and behavior. The

affective component consists of a person's evaluation of liking of or emotional response

to some object or person. The cognitive component refers to a person's beliefs about or

factual knowledge of the object or person. The behavioral component involves the

person's overt behavior directed toward the object or person (Zimbardo and Ebbesen

1969). Hence, for inexperienced managers in strategic alliances, the strength of the

relationship between attitudes toward entering into strategic alliances and manager's

intention to enter into strategic alliances on behalf of the firm will be a stronger

predictor than the relationship between manager's perceived behavioral control over

entering into strategic alliances on behalf of the firm and intention to enter into strategic

alliances on behalf of the firm.

H9. For managers with less experience in strategic alliances, the relationship between
manager's attitudes toward entering into strategic alliances and manager's
intention to enter into strategic alliances on behalf of their firm will be stronger
than the relationship between manager's perceived behavioral control over
entering into strategic alliances and manager's intention to enter into strategic
alliances on behalf of their firm over the next two years.
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Control Variables

Varadarajan and Cunningham (1995) identify several factors that have an impact

on the propensity of firms to enter into strategic alliances. These include firm, industry

and environmental characteristics. Accordingly, all else being equal, firms possessing

the financial wherewithal to either acquire or internally develop the skills and resources

needed to capitalize on a market opportunity are less likely to enter into strategic

alliances (p.290). Firm size is founded in resource dependency theory. According to

Dickson and Weaver (1997), in general, larger firms are more likely to engage in

alliance relationships than smaller firms (see research by Hagedoorn and Schakenraad,

1994). In a number of studies on strategic alliances, a firm's principal industry has been

used as a surrogate for a number of factors that are assumed to provide an objective

measure of the firm's environment. Table 3.1 presents the hypotheses to be tested and

figure 3.2 presents a graphic representation of the hypothesis to be tested.

Summary

This chapter presented the proposed model of the relationship between

manager's attitudes toward, subjective norm about and perceived behavioral control

over and intention to support entry of the firm into strategic alliances. Experience is

hypothesized as moderating the relationship between attitudes, subjective norm and

perceived behavioral control and manager's intention to support entry of the firm into

strategic alliances. Chapter IV presents the research design and research methodology

used to test the proposed hypotheses.
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Table 3.1
List of Hypotheses

HI. There will be a significant positive relationship between manager's attitudes toward and
manager's intention to enter into strategic alliances on behalf of the firm over the next two
years.

H2. There will be a significant positive relationship between manager's subjective norm about and
manager's intention to enter into strategic alliances on behalf of the firm over the next two
years.

H3. There will be a significant positive relationship between manager's perceived behavioral
control over entering into strategic alliances and manager's intention to enter into strategic
alliances on behalf of their firm over the next two years.

H4. For managers with more experience in strategic alliances, the strength of the relationship
between manager's perceived behavioral control over and manager's intention to enter into
strategic alliances on behalf of the firm will be stronger than the relationship between
manager's subjective norm about entering and manager's intention to enter inter into strategic
alliances on behalf of the firm over the next two years.

H5. For managers with less experience in strategic alliances, the strength of the relationship
between manager's subjective norm about and manager's intention to enter into strategic
alliances on behalf of their firm will be greater than the relationship between manager's
perceived behavioral control over and manager's intention to enter into strategic alliances on
behalf of their firm over the next two years.

H6. For managers with more experience in strategic alliances, the strength of the relationship
between manager's attitudes toward entering into strategic alliances and manager's intention
to enter into strategic alliances on behalf of the firm will be greater than the strength of the
relationship between manager's subjective norm about and manager's intention to enter into
strategic alliances on behalf of the firm over the next two years.

H7. For less experienced managers in strategic alliances, the strength of the relationship between
manager's subjective norm about and manager's intention to enter into strategic alliances on
behalf of their firm will be greater than the strength of the relationship between manager's
attitudes toward and manager's intention to enter into strategic alliances on behalf of their firm
over the next two years.

H8. For managers with more experience in strategic alliances, the strength of the relationship
between manager's perceived behavioral control over entering into strategic alliances and
manager's intention to enter into strategic alliances on behalf of their firm will be greater than
the strength of the relationship between manager's attitudes toward entering into strategic
alliances and manager's intention to enter into strategic alliances on behalf of their firm over
the next two years.

H9. For managers with less experience in strategic alliances, the relationship between manager's
attitudes toward entering into strategic alliances and manager's intention to enter into strategic
alliances on behalf of their firm will be stronger than the relationship between manager's
perceived behavioral control over entering into strategic alliances and manager's intention to
enter into strategic alliances on behalf of their firm over the next two years.
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Figure 3.2
Strategic Alliances: A Theory of Planned Behavior Perspective1
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CHAPTER IV

RESEARCH DESIGN AND METHODOLOGY

This chapter presents the research methodology that will be used to test the

proposed theoretical model. The first section of this chapter presents the research setting,

which includes the sample, unit of analysis, choice of respondents for the questionnaire

or key informants. The second section presents the process of questionnaire

development and specifies the measures that will be used. The final section presents the

statistical analysis procedures that were chosen to test the model and the proposed

hypotheses.

Research Setting, Sample Frame, Respondents, Survey Procedures

Research Setting

Test of the proposed model will be conducted based on assessments of

manager's intention to enter into strategic alliances on behalf of their firm over the next

2 years. In this regard, the scope of the empirical study will be limited to relationships

between manager's attitudes toward, subjective norm about and perceived behavioral

control over entering into marketing alliances over the next 2 years and manager's

behavioral intention delineated in the model. The behavioral intention of interest in this

study is the manager's intention to enter into strategic alliances on behalf of their firm

over the next 2 years.

For this study, a cross-sectional survey approach will be used to test the proposed

model and hypotheses. Surveys are the basic means of obtaining information about

consumers' motives, attitudes and preferences (Malhotra 2002). Surveys have been
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successfully employed in research on alliances (Anderson and Narus 1990), alliances in

channels (Anderson and Weitz 1992), co-marketing alliances (Bucklin and Sengupta

1993), variations in alliance formation (Doz 1996), decision processes in alliance

formation (Dwyer and Oh 1988), conditions for alliance formation (Heide and John

1990), explanations for alliance formation (Parkhe 1993), and characteristics of alliance

formation (Venkatesh et al. 2000).

Apart from surveys, several other methods have been used to study alliance

formation, including archival data (Anand and Khanna 2000; Baum and Oliver 1991;

Burgers et al. 1993; Chung et al. 2000; Das et al. 1996; Dwyer et al. 1987; Folta 1998;

Gulati 1995a; Gulati 1999; Koh and Venkatraman 1991; Nohria and Garcia-Pont 1991;

Osborn et al. 1998), panel data (Gulati 1995b), and archival and panel data (Dwyer et al.

1987; Gulati and Westphal 1999; Kogut 1991).

Sample Frame

The sample frame for the present study will be multi-industry, and will comprise

businesses from the following industries: (SIC code 4813), marketing and refining of oil

products (SIC 5541), computers (SIC 3571), semiconductor (SIC 3674), automotive

(SIC 3694), telecommunications (SIC 8748) and steel (SIC 3312). These industries were

chosen in order to capture a sufficient variety of marketing functions in order to test the

proposed model. In addition, firms in these four groups have been involved in strategic

alliances and have been addressed in past research. One of the benefits of a multi-

industry sample includes that the results are more generalizable. The dependent

(manager's intention) and independent (manager's attitudes toward, subjective norm
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about and perceived behavioral control over entering into strategic alliances on behalf of

their firm over the next 2 years) variables will be measured at the individual level. Thus,

the unit of analysis that will be used in the present study is the marketing manager of the

strategic business unit (SBU).

The sampling frame for the proposed study consists of a mailing list of

marketing managers obtained from Dun and Bradstreet which includes the names of the

marketing managers that belong to the companies selected by the chosen SIC codes. The

results from the list were as follows: 605 records of companies form the Online Service

Provider Industry; 95 records of companies from the Computer industry; 448 records of

companies from the Marketing and Refining of Oil Products industry; and 267 records

of companies from Semiconductor industry. A simple random sampling will be used to

select the companies that are to participate in the present research.

Respondents

The respondents for this study will consist of marketing directors from the

specified industries. The participants will be selected based on their job title.

Respondents are likely to hold a wide variety of job titles, such as business development

manager, marketing, product manager, program director, regional director/manager,

sales and marketing manager, director of business development, director of marketing,

director of sales/marketing. Since the purpose of this research is to inquire about the

manager's perceptions towards entering into strategic alliances on behalf of their firm,

the respondents will be asked to provide their own personal perceptions toward this

specific strategic action and not about the actual business strategy.
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Survey Procedures

A contact letter was sent to the chosen manager. The purpose of this letter is to

inform the manager about the study that is currently being done and to stress the

importance of his/her participation in it (see Appendix A for details). A three-wave mail

process was employed. Two weeks after having sent the contact letter, a cover letter and

a questionnaire with a postage-paid envelope were sent to the managers. The cover letter

stresses the relevance of the study, as well as the importance of their responses for the

success of the study. Further, the letter promises total confidentiality to respondents, and

will be signed by both the project director and the project coordinator. The questionnaire

contains the logo of Texas A&M University and Tec de Monterrey to lend credibility to

the study. Finally, respondents will be given the opportunity to request a summary of the

results of the study.

The questionnaire was self-administered. Two weeks later, a reminder postcard

was sent. Two weeks after the mailing of the reminder postcard, another package that

included cover letter, questionnaire and postage-paid return envelope was sent to the

managers. This study will employed a variety of appeals in an effort to increase the

response rate.

Instrument Development

The theoretical constructs were developed following the guidelines of the theory

of planned behavior (TPB) outlined in Ajzen and Fishbein (1980) and Ajzen (2002).

According to TPB, the behavior in consideration should be defined in terms of its

Target, Action, Context and Time (TACT) (Ajzen 2002a). Although it is not cover in the
68



present research, the target behavior is the manager's entry into strategic alliances on

behalf of the firm over the next 2 years. The target is the manager, the action is the entry

on behalf of the firm, the context is strategic alliances, and the time frame is over the

next 2 years.

The predictor variables are defined in terms of the TACT elements described

above, in order to fulfill the TPB's compatibility requirement. The compatibility

requirement specifies that attitudes, subjective norm and perceived behavioral control

must be defined in terms of the behavioral intention in question, which is the manager's

intention to entry into marketing alliances on behalf of the firm over the next 2 years.

For the purpose of this study, multi-item scales were constructed based on the

requirements of scale construction outlined by Spector (1992). The benefits of a multi-

item scale rest on its reliability and validity. Reliability assures that a scale can

consistently measure the item in question. Validity refers to the scale measuring its

intended construct (p. 84). Churchill (1979) notes that a multi-item scale minimizes

measurement error and also is able to accommodate constructs that are judged to have

multiple dimensions. The development of the scales to measure each of the constructs in

the models proceeded through a series of steps. Items to measure attitudes, subjective

norm and perceived behavioral control were based on scales developed by Ajzen and

Fishbein (1980) and Ajzen (Ajzen 1987; Ajzen 2002a; 1991). Items to measure

managerial experience were based on literature review. Examples of items from studies

by Ajzen (1991), Bagozzi (1992) and Taylor and Todd (1995) and Shim et al. (2001)
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were consulted for the wording of the items. Table 4.1 presents the list of measurement

items. Appendix B presents a copy of the questionnaire.

Measures

Manager's Attitudes

The manager's attitude toward entering into strategic alliances on behalf of the firm over

the next 2 years was measured using the guidelines provided by the TPB (Ajzen 2002a).

The manager's attitudes describe his/her overall evaluation over entering into strategic

alliances on behalf of the firm. Manager's attitudes were measured using 7-point

semantic differential scale. A second criterion for the construction of the measurement

items had to do with the qualitative aspects of the evaluation, represented by adjective

scales (p. 5). Empirical research has shown that overall evaluation has three

components: instrumental, experiential and evaluation. A 7-point semantic differential

scale was used to measure the instrumental component, and were represented by

adjectives such as effective and useful. The second component is experiential and was

reflected in a 7-point semantic differential scale with the adjective important. The third

component is an evaluative one, and it is included with a 7-point semantic differential

scale with the adjective good. This adjective captures the overall evaluation of the

attitude. The scale was anchored with strongly agree (1) and strongly disagree (7)

Manager's Subjective Norm

Manager's subjective norm about entering into strategic alliances on behalf of

the firm over the next 2 years included measures of injunctive quality as well as

descriptive norms, both being required by the TPB (Ajzen 2002a). Two items were used
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Table 4.1
Scale Item Used to Operationalize Model Constructs1

Construct Scale Items form Questionnaire
Manager's Attitudes toward
Entering into Strategic
Alliances

Manager's Subjective Norm
about Entering into Strategic
Alliances

Manager's Perceived
Behavioral Control over
Entering into Strategic
Alliances

Intention to Enter into
Strategic Alliances

Manager's Experience in
Strategic Alliances

For me, to take this business into strategic alliances over the next two years is:
1. Important/Unimportant ( R )
2. Inefective/Effective
3. Bad/Good
4. Useless/Useful

For the items below, circle the number that best reflects your agreement about
how people who are important to you in this organization feel about the business
unit that you are associated with entering into strategic alliances over the next
two years, (strongly disagree/strongly agree)

A. The people in this business whose opinions I value would approve my
entering into strategic alliances on behalf of this business.

B. It is expected of me to take this business into strategic alliances.
C. The people in this business whose opinions I value would take this

business into strategic alliances.
D. Most people who are important to me have entered into strategic

alliances on behalf of the business.

For the items below, please circle the number that best reflects your own
personal beliefs about the business that you are associated with entering into
strategic alliances over the next two years. (Strongly disagree/strongly agree)

A. Whether or not this business enters into strategic alliances is within
my control.

B. The authority that I have in this position is sufficient to take this
business into strategic alliances.

C. It is mostly up to me as to whether this business enters into strategic
alliances.

For the items below, please circle the number that best describes your intentions
about the business unit that you are associated with entering into strategic
alliances over the next two years.

A. I plan to lead the entry of this business into strategic alliances.
B. It is my intention to orchestrate the entry of this business into a

strategic alliance.
C. I plan to facilitate the entry of this business into a strategic alliance.
D. I intend to enter this business into a strategic alliance.

For the items below, please circle the number that best reflects your beliefs
about your experience with strategic alliances, (strongly disagree/strongly
agree).

A. Overall, I think that I have a lot of experience with strategic alliances.
B. I have accumulated considerable knowledge about strategic alliances.
C. I am familiar with strategic alliances and their pros and cons.

1 Scale is from 1 to 7
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to measure the injunctive quality of the subjective norm. Seven-point Likert scales will

be used to measure the manager's subjective norm and the scale will be anchored as

strongly agree (1) and strongly disagree (7). Two items were used to measure the

descriptive part of the subjective norm. The scale will be anchored as strongly agree (1)

and strongly disagree (7).

Manager's Perceived Behavioral Control

According to Ajzen (2002), a direct measure of PBC should capture people's

confidence that they are capable of performing the behavior under investigation (p. 6).

In order to measure this construct, three different scales will be used. The first scale

references to the self-efficacy part of the manager and three items will be used to

measure it. Three items will be used to capture the manager's controllability. And one

item will be used to measure the ease or difficulty that the manager will have in entering

into marketing alliances on behalf of their firm. The items will use a 7-point Likert scale

anchored as strongly agree (1) and strongly disagree (7). Responses to the items

referring to the self efficacy part of the manager had mixed outcomes and it was decided

to remove them from the analysis.

Manager's Intentions

According to the theory, manager's intentions were measured using direct scales

referring to the facilitation or lead to enter into strategic alliances. Four 7-point Likert

scales were used anchored extremely likely-extremely unlikely.

72



Manager's Experience

Manager's experience were measured using direct scales referring to the degree

of knowledge, skills and familiarity with strategic alliances. Four 7-point Likert scales

were used anchored strongly disagree-strongly agree. One extra item was used to

measure the number of alliances that the manager has participated in the past. This item

used a rating scale with four options.

Data Analysis Procedures: Hypothesis Testing

This section describes the data analysis procedures that were used to test the

hypotheses. Further details will be reported in chapter V.

Reliability

Reliability is the extent to which the measuring procedure yields the same result

on repeated trials (Carmines and Zeller 1979). Internal consistency is the most

commonly used method in marketing to assess the reliability of the constructs. Internal

consistency is the extent to which tests or procedures assess the same characteristic, skill

or quality. The internal consistency of the variables was analyzed by calculating the

alpha coefficient. Cronbach's coefficient alpha is the most commonly accepted measure

for assessing the reliability of a measurement scale with multiple items (Churchill 1979).

According to the theory of planned behavior, the direct measures of manager's intention

to enter into strategic alliances on behalf of the firm over the next 2 years must be high

in internal consistency. The belief-based measures are not required to be highly

correlated since it is in their aggregate that they provide a single manifestation of the

latent constructs (Ajzen, 2002).
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Temporal reliability will be used to review if the measures of the theory's

constructs lack temporal stability. If that happens, they cannot be expected to predict

latent behavior (Ajzen, 2002). Both the direct measures and the belief-based measures

will be tested.

Sub-group Analysis

Subgroup analysis is a methodology that identifies the presence of moderator

variables (Sharma, Durand and Gur-Arie 1981). By this mean, the sample is divided into

groups using a third variable as a basis for the split, the one that is expected to function

as a moderator.

Multiple Regression Analysis

Multiple regression analysis is a technique that is used to investigate the

relationship between the predictor variable and the criterion variable for each subgroup.

According to Sharma et al (1981), once that the regression is performed, it is

convenient to compare the coefficient of determination of each of the subgroups in order

to determine the presence of the moderator variable. In addition, a Chow test needs to be

performed in order to test whether the subgroups are different from each other.

Analysis of Variance (ANOVA)

Analysis of Variance (ANOVA) focuses on tests the significance of differences

in the means of the groups. It reflects the difference in means, group sample sizes and

the group variance. In other words, ANOVA is a function of the variance of the set of

group means, the overall mean of all observations, and the variances of the observations

in each group weighted for group sample size.
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t-Tests

The t-test assesses whether the means of two groups are statistically different

from each other. This analysis is appropriate when comparing the means of two groups.
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CHAPTER V

RESULTS

The purpose of this chapter is threefold: to describe the survey implementation

procedures, response rates, non-response bias tests, and findings; to evaluate the

reliability and validity of the constructs operationalized in the study, and to present the

results of the tests of hypotheses and complementary analysis.

Survey Implementation

The mail survey was conducted over the months of January to April 2004. The

first mailing included a cover letter addressed to the prospective marketing manager,

describing the study, its likely outcomes, possible benefits to the executive from the

findings (an executive summary with the results of the study was offered), and the time

it would take to complete the survey. Confidentiality and anonymity was offered and

maintained. A contact letter was designed to match the conditions of the survey and was

mailed to a total of 1350 respondents. Two weeks later, a follow-up letter including a

cover letter, a questionnaire and a postage-paid return enveloped was mailed. Two

weeks later, a reminder postcard was mailed, and two weeks after that, a reminder cover

letter with a second questionnaire were mailed (see Appendix A).

Response Rate and Sample Characteristics

The sample frame for the study involved marketing managers from the following

industries: marketing and refining of oil products, computers, semiconductors,

chemicals, steel and telecommunications. 1,648 addresses and names of executives were

first collected from the 2003 listings of the Dun & Bradstreet Million Dollar Database.
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Addresses were then verified to the extent possible and a number of changes were noted.

The total number of usable addresses and names were 1,350. The surveys were

addressed to the Marketing Manager, Product Manager, Project Manager or Sales

Manager of Division.

Response Rate Assessment

A total of 142 questionnaires were returned for an overall response rate of 10.52

percent (142/1350). All of the questionnaires were carefully reviewed to assess the

appropriateness of responses. Since of the questionnaires had missing data, all of the

responses were used in the analysis.

Non-response Bias Assessment

A key area of concern in mail survey research is the likelihood of non-response

bias. Presence of non-response bias suggests that the results of the study are sample

specific and cannot be generalized. The assessment of non-response bias was performed

in order to test whether non-respondents were significantly different from respondents.

If non-respondents differ from respondents, then it provides a rival explanation for the

acceptance (or rejection) of convergent validity of the constructs measured in the study

(Phillips 1981). Two measures were used to assess non-response bias: a geographic

measure and a demographic measure. Based on the geographic location of the company

where the manager was based, respondents and non-respondents were grouped into five

geographic regions. Using a chi-square difference test, the results revealed no significant

differences between the two groups. The results of this test are reported in Table 5.1.
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Table 5.1
Assessment of Non-Response Bias by Geographic Location

Regional Distribution Percentage of
Respondents

Percentage of Non-
Respondents

Calculated X2* Critical X2

Northwest
Southwest
Northeast
Southeast
Central
Total

6.34
52.11
6.34
4.23
30.99
100.00

5.05
46.03
5.71
9.93
33.28
100.00 5.45 9.49

* d.f.=4; critical X2 value a=.O5
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The demographic measures involved manager's gender, education and tenure. The

respondents were classified as either early or late respondents and were compared to see

if there were any differences between the two groups. All respondents who completed

and returned the questionnaire within the first four weeks were considered as early

respondents (58% of the sample). Those respondents who did not return the

questionnaire during this period, but did return them after being prompted with a second

survey were classified as late respondents (42% of the sample). The two groups were

compared and a chi-square statistic was calculated for each of the demographic

variables. As reported in Table 5.2, the results revealed no significant difference (<x=.O5)

between early respondents and late respondents.

Sample Characteristics

Respondents were asked to provide information describing their current position

in the company, the number of years they have worked for the company, the state where

the company is located, the industry that the business belongs to, their highest education

level and their gender. Over eighty percent of respondents reported that their job title

was either "Marketing" or "Sales" related. Most of the titles reported can be categorized

as "Marketing Manager" or "Director of Marketing and Sales." The average length of

employment was 11.67 years, with a range of 1 to 38 years. Eighty nine percent of the

respondents were male. Education was measured categorically and the modal education

level was college degree (48.6%). A college degree (bachelor or higher) was held by

95.8% of the respondents.
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Table 5.2
Assessment of Non-Response Bias: Comparison of Early Respondents Vs. Late Respondents

Gender
Female
Male
Total

Education
High School
College
Master
Total

Tenure
1-5 yrs
6-10 yrs
11-15 yrs
+ 16 yrs
Total

Early Respondents

10
72
82

3
38
41
82

34
18
8

22
82

Late Respondents

6
54
60

3
31
26
60

19
11
8

22
60

Calculated X2

.0705*

5.49**

1.093***

Critical*2

3.84

5.99

7.82
* d.f.=l; critical*2 value a=.05
** d.f.=2; critical X2 value a=.05
*** d.f.=3; critical X2 value a=.05
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Psychometric Assessments
Scale Purification and Assessment of Reliability and Validity

The model to be tested necessitated the operationalization of the five constructs.

For the multiple-item scales, reliability and validity were assessed following

recommendations by Churchill (1979) and Carmines and Zeller (1979). The hypotheses

and the model were tested for the total sample as well as two sub-samples, for managers

with less experience in strategic alliances and managers with more experience in

strategic alliances. For each sub-sample, thirteen exogenous and four endogenous

constructs were operationalized. Reliability and validity were assessed for all of the

seventeen constructs and were measured using multiple item scales. Reliability concerns

the extent to which a test or any measuring procedure yields the same results on repeated

trials. There are four traditional methods used to estimate reliability: test-retest, split-

halves, alternative forms and internal consistency. Out of the four methods, internal

consistency is the most commonly used method in marketing (Bagozzi 1980). The main

advantage of the internal consistency approach is that it can be estimated from the

administration of the scale at a single time. The most common estimate of reliability is

the Cronbach's coefficient alpha. Cronbach's alpha statistic can be used to estimate the

reliability of data under conditions when we have two or more comparable scores per

person. Coefficient alphas were calculated for each of the samples on all the constructs

that were operationalized employing multi-item scales. As reported in Table 5.3, the

alpha values for all the constructs exceeded the recommended .70 level. The validity of a
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measurement instrument is defined as the extent to which an operationalized

construct measures the concept it is supposed to measure (Bagozzi et al 1991). Validity

is attaining a perfectly valid indicator, one that represents the intended and only the

intended concept. Content or face validity is a subjective assessment of the adequacy

with which the individual items represent the constructs domain (Carmines and Zeller

1979).

Content validity was assessed by evaluating the items generated, and by

comparing these items to those employed in previous studies with a focus on managers.

Based on these assessments, the scales appear to have acceptable content validity.

Construct validity refers to the evaluation of two other types of validity: trait

validity and nomological validity. Trait validity is assessed by examining the convergent

and discriminant validity of the constructs. Convergent validity measures the constructs

that theoretically should be related to each other and are in fact observed to be related to

each other. According to Churchill (1979), the correlation exhibited by the independent

measures of the constructs confirms the existence of the construct. In this study,

convergent validity was assessed by determining whether each indicator's loadings on

its posited underlying construct is significant and greater than two times its standard

error (Anderson 1987). Table 5.4 shows the results. All of the constructs show

convergent validity.

Discriminant validity refers to the extent to which a measure does not correlate with

other constructs from which it is supposed to differ (Bagozzi 1994). In order to measure

the discriminant validity of the constructs, factor analysis was performed to insure that
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Table 5.4
Pattern of Factor Loadings for Multiple-Item Constructs for Managers

Item

Attitude
Effective
Attitude Good
Attitude
Important
Attitude Useful
Subjective
Norm
Expectation
Subjective
Norm Most
People
Subjective
Norm Opinions
Subjective
Norm Approval
Perceived
Behavioral
Control
Personal
Perceived
Behavioral
Control
Authority
Perceived
Behavioral
Control My
Control
Intention to
enter
Manager's Plan
to Lead
Manager's Own
Intentions
Manager's Plan
to Facilitate

Manager's attitudes

Level of Experience
Less
.910

.789

.771

.744

.122

.318

.276

.455

-.013

-.099

.210

.158

.171

.190

.229

More
.761

.838

.757

.797

.340

.116

.224

.361

.110

.186

.092

.090

.086

.070

.076

Manager's subjective
norms

Level of Experience
Less
.257

.286

.216

.338

.867

.815

.761

.691

-.067

.171

-.097

.132

.079

.139

.092

More
.284

.306

.165

.166

.669

.812

.877

.709

-.045

.095

.157

.089

.110

-.111

.127

Manager's perceived
behavioral control

Level of Experience
Less
-.021

-.038
.062

.088

.073

-.082

-.120

.195

.870

.855

.794

.152

.204

.093

.001

More
.089

-.099
.158

.106

.375

-.052

.011

.240

.887

.856

.794

.076

.103

.105

-.023

Intention

Level of Experience
Less
.254

.362

.179

.322

.129

.281

-.030

.137

.094

.057

.185

.929

.924

.919

.882

More
.009

.003

.173

.058

.054

.171

.051

.198

.121

.080

.030

.973

.950

.949

.903
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each item loaded on the intended construct and loaded not too heavily on other factors.

Table 5.5 presents the results of the factor analysis for both managers with less

experience in strategic alliances and managers with more experience in strategic

alliances. Each item loads heavily on the intended factor (construct). Table 5.5 presents

the correlations for the constructs, hi summary, the correlations displayed in Table 5.5

exhibits satisfactory discriminant validity.

Test of Hypotheses

The purpose behind multiple indicators, as used in this research, is the

computation of the natural properties of all the constructs involved. The appropriate way

to measure this is to use a structural equation modeling (SEM) approach with three

exogenous constructs and one endogenous construct. Hair et al. (1998), recommend that

the minimum number of observations needed to run the model is three times its total

number of parameters. The number of parameters to be estimated in this research is 36,

making the minimum number of observations for each sub-sample 108. The total

number of responses for each sub-sample was 69 and 71. These responses did not meet

the minimum requirement for SEM. Hence, multiple regression analysis was used.

Multiple regression analysis using ordinary least squares (OLS) criterion was used to

test all of the hypotheses. Specifically, a series of multiple regressions were performed

according to the specifications of the model presented in Chapter 3. However, before

running the regression models, that involved the pooled data and the sub-samples, the

descriptive statistics for each variable were examined to assess conformance with

assumptions of multiple regression analysis.
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Table 5.5
Correlations

Manager's Attitudes

Manager's SN

Manager's PBC

Manager's
Experience

Intention

Manager's
Attitudes

1

0.576
(0.078)

0.231
(0.048)

0.427
(0.052)

0.364
(0.069)

Manager's
Subjective

Norms

1

0.221
(0.058)

0.413
(0.064)

0.317
(0.076)

Manager's
Perceived
Behavioral

Control

1

0.349
(0.076)

0.243
(0.095)

Manager's
Experience

1

0.265
(0.065)

Intention

1

* Correlation is significant at the 0.05 level (1-tailed)
*• Correlation is significant at the 0.01 level (1-tailed)
* Numbers in parenthesis are standard errors
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Linearity was assessed through an analysis of the residuals and partial regression plots.

Mo non-linear pattern was evident. Homoscedasticity was also assessed through the

examination of the residuals and by plotting the dependent variable intention with the

standardized residuals. The diagram showed no significant departure from assumptions

of constant variance. The next step was to examine the data for autocorrelation of the

error terms. For the purpose of hypothesis testing regarding the values of model

parameters, the linear regression model assumes the error term has a normal distribution

with a mean of zero, and constant variance of the error term across cases and

independent of the variables in the model. The survey procedure used to gather the

information required different and distinct managers, which implies no risk of

autocorrelation of the data. For the sub-sample analysis, a Durbin-Watson test and a

Chow test were performed to confirm the independence of the error terms. The results of

both tests showed that both sub-samples were not auto correlated and thus, confirmed

that the error terms were normally and independently distributed. In addition, the data

was examined for possible outliers to identify any observations that might have a

disproportionate effect on the regression results. Outliers were removed when they did

not convey with the above restriction for the pooled data, all observations remained to

be analyzed. Normality was assessed by a visual examination of the normality plots and

by performing the Kolmogorov-Smornov test for normality. For the sample of managers

with less experience in strategic alliances, all of the variables had a z-value higher than

0.05, confirming that this sub-sample had a normal distribution. For the sample of

managers with more experience in strategic alliances, all variables with the exception of
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. showed a z-value lower than 0.05. According to Hair et al. (1998), transformations can

be used in order to correct for that problem. Logarithmic transformations were

performed on manager' intentions but it did not work well with the data. Thus, the

original value for intention was used

For the sub-sample analysis, the hypotheses were tested with a separate

regression equation for each of the sub-samples. CoUinearity statistics were calculated

for each of the regression equations. The tolerance values of both of the regression

equations were quite high, ranging from .669 to .980, indicating little collinearity. The

variance inflation factor (VIF) was close to 1.0 for both regression equations, which

means that the interpretation of the regression coefficient should not be affected

adversely by multicoUinearity. Tables 5.8 and 5.9 present a summary of the results. In

summary, the data fulfilled all the requirements for the use of multiple regressions.

Relationships between Predictor Variables and Intention to Enter into Strategic

Alliances

The first three hypotheses were tested using a regression equation with the

pooled data and then for the two sub-samples in order to test for consistency of the

hypothesized relationships. The results of the model are shown in Tables 5.6, 5.7, 5.8

and 5.9. The linear combination of manager's attitudes toward, subjective norms about

and perceived behavioral control over entering into strategic alliances on intention to



Table 5.6
Multiple Regression Results Analysis: Total Sample

Variables
Manager's

Attitudes, SN,
PBC

F-Value
26.120

Df<
128

p-Value
.000

R2

.385
Adjusted R2

.371

Degrees of Freedom
Dependent Variable: Manager's intentions to enter into strategic alliances on behalf of the firm during the next two
years.
SN: Subjective Norm
PBC: Perceived Behavioral Control
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Table 5.7
Multiple Regression Results Analysis: Total Sample

Independent Variable

Manager's Attitudes

Manager's Subjective Norm

Manager's PBC

Hypothesized Effect

+

+

+

Standardized Regression
Coefficient

.289

.272

.290

t-valuej

.001**

.003**

.000**
fone-tail test of significance
**p<.01
Dependent Variable: Manager's intentions to enter into strategic alliances on behalf of the firm during the next two
years.
SN: Subjective Norm
PBC: Perceived Behavioral Control
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Table 5.8
Multiple Regression Results Analysis: Sub-group Analysis

Variables

Manager's
Attitudes,
SN, PBC

F-Value
Less
Exp

15.663

More
Exp

2.193

Less
Exp
62

Df
More
Exp
69

p-Value
Less More
Exp Exp
.000 .097

Less
Exp
.431

Rz

More
Exp
.087

Adjusted R2

Less
Exp
.404

More
Exp
.047

Degrees of Freedom
Dependent Variable: Manager's intentions to enter into strategic alliances on behalf of the firm during the next two
years.
SN: Subjective Norm
PBC: Perceived Behavioral Control
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Table 5.9
Multiple Regression Analysis Results: Sub-Samples

Independent
Variable

Manager's
Attitudes
Manager's
Subjective Norm
Manager's
Perceived
Behavioral Control

Hypothesized Standardized Regression
Effect Coefficient

Manager's
with Less

Experience in
Strategic
Alliances

+ .447

+ .168

+ .304

Manager's
with More

Experience in
Strategic
Alliances

.062

.210

.100

t-valuef

Manager's
with Less

Experience in
Strategic
Alliances
3.723**

1.408

3.155

Manager's
with More

Experience in
Strategic
Alliances

.453

1.518**

.823

tone-tail test of significance
**p<.05

Dependent Variable: Manager's intentions to enter into strategic alliances on behalf of the firm during the

next two years.
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enter into strategic alliances on behalf of their firm over the next two years was

significant [F(3,128)=26.120, p=0.000, R2=385, adjusted R2=.371].

Hypothesis 1 states that there will be a significant positive relationship between

manager's attitudes toward entering into strategic alliances and intentions to enter into

strategic alliances on behalf of their firm. This hypothesis was supported.

The results revealed a positive regression coefficient of .289 (p<.01) for

manager's attitudes toward strategic alliances for the full sample. Sub-sample analysis

showed mixed results. For the less experienced managers, the regression coefficient

parameter is .447 (p<.01), and for the more experienced managers, the coefficient

parameter was .062 (p>.05).

Hypotheses 2 states that there will be a significant positive relationship between

manager's subjective norm about entering into strategic alliances and intention to enter

into strategic alliances on behalf of their firm. This hypothesis was supported for the full

sample. The results show a positive significant relationship between manager's

subjective norm about entering into strategic alliances and intention to enter into

strategic alliances. The regression coefficient parameter is .272 (p<.01). The results for

the sub-sample are mixed. The regression coefficient for managers less experienced in

strategic alliances is .168 (p<.05) and for more experienced managers is .210 (p>.05).

Hypotheses 3 states that there will be significant positive relationship between

manager's perceived behavioral control over entering into strategic alliances and

intention to enter into strategic alliances on behalf of their firm. This hypothesis was

.290 (p<.000) also supported. The results revealed that the regression coefficient for
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manager's perceived behavioral control regression is .304 (p<.01) for managers with

less experience in strategic alliances and .100 (p>.01) for managers more experienced in

strategic alliances. That is the results are mixed.

Sub-Group Analysis

The results of the sub-sample regression models are shown in Table 5.8 and 5.9.

The regression equation for less experienced managers was significant [F (3, 62)

=15.663, p=0.000), R2=.431, R2 adjusted=.4O4]. The regression equation for the more

experienced managers was also significant [F (3, 69) =.193, p=.O97), R2=.O87 and

adjusted R2=.O47].

The attitude regression coefficient for manager's with less experience is .447

(p<.05) and for managers with more experience is .062 (p>.05). It was expected that

managers with more experience in strategic alliances will rely more on their attitudes

(whether favorable or unfavorable) towards strategic alliance formation, but the results

show the opposite. That is managers with less experience in strategic alliances rely more

on their attitudes toward strategic alliance than subjective norms. The same pattern of

behavior results for manager's perceived behavioral control. The regression coefficient

for managers with less experience in strategic alliances is . 168 (p<.05) and for managers

with more experience in strategic alliances is .210 (p>.05). The regression coefficient for

manager's subjective norm for managers with less experience in strategic alliances is

.447 (p>.05), and for managers with more experience in strategic alliances is .100

(p<.05). It was expected that managers with more experience in alliance formation will

not take into account the presence of their peers in their intentions to pursue an alliance,
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since the experience factor was indeed what was modeling the other constructs. But the

results show the quite the opposite, that manager's with more experience do tend to rely

on the expert advice of their peers.

Discussion

The results of the tests of hypotheses are summarized in Table 5.10. Hypotheses

1,2 and 3 were supported. The results of the analysis for the total sample relationship

between the three main predictors and manager's intention. Hypothesis 5 predicts that

the relationship between manager's subjective norm about strategic alliances and

intentions to enter into strategic alliances will be stronger than the relationship between

manager's perceived behavioral control and intentions. Similarly, Hypothesis 7 predicts

that the relationship between manager's subjective norm and intention to enter into

strategic alliances will be stronger than the relationship between manager's attitudes

about strategic alliances and intention to enter into strategic alliances. Hypothesis 9

predicts that the relationship between manager's attitudes toward strategic alliances and

intentions to enter into strategic alliances will be stronger than manager's perceived

behavioral control over entering into strategic alliances and intention to enter into

strategic alliances. Focusing specifically on coefficient estimates that are significant, the

results are the opposite of the results expected from H5 and H7. Hypothesis 5 and 7 are

not supported.

Hypothesis 4 predicts that the relationship between manager's perceived

behavioral control over entering into strategic alliances and intention to enter into

strategic alliances will be stronger than the relationship between manager's subjective
95



norm about entering into strategic alliances and intention to enter into strategic alliances.

Hypothesis 6 predicts that the relationship between manager's attitudes toward strategic

alliances and intention to enter into strategic alliances will be stronger than the

relationship between manager's subjective norm about entering into strategic alliances

and intention to enter into strategic alliances. Hypothesis 8 predicts that the relationship

between manager's perceived behavioral control and intention to enter into strategic

alliances will be greater than the relationship between manager's attitudes toward

entering into strategic alliances and intention to enter into strategic alliances. In

summary, the results indicate that manager's attitudes and perceived behavioral control

were not significant. Thus, hypothesis 4, 6, and 8 were not supported. Focusing

specifically at coefficient estimates that are significant, the results are the opposite of

results expected for H4 and H6.
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Table 5.10
List of Hypotheses

HI.

H2.

H3.

H4.

H5.

H6.

H7.

H8.

H9.

There will be a significant positive relationship between manager's attitudes Supported
toward entering into strategic alliances and manager's intention to enter into
strategic alliances on behalf of their firm.

There will be a significant positive relationship between manager's subjective
norm about entering into strategic alliances and manager's intention to enter into Supported
strategic alliances on behalf of their firm.

H3. There will be a significant positive relationship between manager's perceived
behavioral control over entering into strategic alliances and manager's intention Supported
to enter into strategic alliances on behalf of their firm.

For managers with more experience in strategic alliances, the relationship
between manager's perceived behavioral control over entering into strategic j ^ o t

alliances and intention to enter into strategic alliances will be stronger than the Supported
relationship between manager's subjective norm about entering into strategic
alliances and intention to enter inter into strategic alliances on behalf of their
firm.

For managers with less experience in strategic alliances, the relationship between Not
manager's subjective norm about entering into strategic alliances and intention Supported
to enter into strategic alliances will be stronger than the relationship between
manager's perceived behavioral control over entering into strategic alliances
and intention to enter into strategic alliances on behalf of their firm.

For managers with more experience in strategic alliances, the relationship Not
between manager's attitudes toward entering into strategic alliances and Supported
intention to enter into strategic alliances will be stronger than the relationship
between manager's subjective norm about entering into strategic alliances and
intention to enter into strategic alliances on behalf of their firm.

For managers with less experience in strategic alliances, the relationship between Not
manager's subjective norm about entering into strategic alliances and intention Supported
to enter into strategic alliances on behalf of the firm will be stronger than the
relationship between manager's attitudes toward entering into strategic alliances
and intention to enter into strategic alliances on behalf of their firm.

For managers with more experience in strategic alliances, the relationship Not
between manager's perceived behavioral control over entering into strategic Supported
alliances and intention to enter into strategic alliances on behalf of the firm will
be stronger than the relationship between manager's attitudes toward entering
into strategic alliances and intention to enter into strategic alliances on behalf of
their firm.

For managers with less experience in strategic alliances, the relationship between Supported
manager's attitudes toward entering into strategic alliances and manager's
intention to enter into strategic alliances on behalf of the firm will be stronger
than the relationship between manager's perceived behavioral control over and
intention to enter into strategic alliances on behalf of their firm.
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CHAPTER VI

ADDITIONAL EMPIRICAL ANALYSIS

The moderating effect of manager's strategic alliances related experience on the

relationships between the attitudes, subjective norm and perceived behavioral control

and behavioral intentions were performed by dividing the sample into two subgroups.

One sub-group included managers who had either not participated in strategic alliances

or participated in up to three strategic alliances. The other sub-group included managers

who had participated in four or more strategic alliances in the past.

A follow-up analysis was performed by excluding both managers who had not

previously been involved in strategic alliances (N=15) and managers who had

participated in more than six strategic alliances (N=30), leaving a total of ninety-seven

responses. Out of there 97 responses, 53 were managers who had participated in one to

three alliances in the past, and 43 were managers who had participated in four to six

alliances in the past. A test for the requirements of multiple regression analysis was first

performed. The results showed that the data was normally distributed, was not

autocorrelated and was homoscedastic.

The results of the multiple regression analysis are presented in Tables 6.1 and 6.2 Out of

the sample of managers with less experience in strategic alliances, three outlier

responses were also removed. Two outlier responses from the sample of more

experienced managers were removed. The results reported in Tables 6.1 and 6.2 are

based on a total sample of 91 usable responses. The regression equation for the less
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Table 6.1
Multiple Regression Analysis

Variables F-Value Df p-Value
Less

Experience
More

Experience
Less More

Experience Experience

49 39

Less
Experience

0.000

More
Experience

.080

Less
Experience

.357Manager's 9.070 2.424
Attitudes,
SN, PBC
1 Degrees of Freedom
SN=Subjective Norm
PBC= Perceived Behavioral Control
Dependent Variable: Manager's intentions to enter into strategic alliances on behalf of the firm during (he next two years.

More
Experience

.157
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Table 6.2
Multiple Regression Results

Independent Variable Hypothesized Effect Standardized Regression Coefficient t-valuef
Manager's with Manager's with Manager's with Manager's with
Less Experience More Less Experience More

Experience Experience
Manager's Attitudes + .265 .112 2.091 .668
Manager's Subjective + .098 .288 .781 1.686
Norm
Manager's Perceived + .450 .109 3.857 .714
Behavioral Control
f one-tail test of significance
**p<.05
Dependent Variable: Manager's intentions to enter into strategic alliances on behalf of the firm during the next two years.
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experienced managers [F (3, 49) =9.070, p=.000), R2=.357, adjusted R2=.318] and for

the more experienced managers [F (3,39) =2.424, p=.080), R2=.157 and adjusted

R2=.O92] were statistically significant.

The regression coefficient for attitudes for managers with less experience is

significant [.265, (p<.05)] but not for managers with more experience [.112, (p>.05)].

The results for perceived behavioral control show the same pattern as attitudes. The

regression coefficient for perceived behavioral control for managers with less experience

in strategic alliances is significant [.450 (p<.05)] but not for managers with more

experience in strategic alliances is .109 (p>.05). The only difference being the

standardized regression coefficient for perceived behavioral control is greater than for

attitude (i.e. H9 is not supported). The regression coefficient for subjective norm for

managers with less experience in strategic alliances is .781 (p>.05), and for managers

with more experience in strategic alliances is .288 (p<.05).

In summary, the results show the same pattern of results with the smaller sub-

samples.

Discussion

The theory of planned behavior has received wide support in different areas of

research. For instance, in studies investigating the effect of experience (e.g. coupon

usage), empirical support for the moderating role of experience on the relationships

pertaining to the theory has been supported, hi this research study, the hypotheses

pertaining to moderating effects of experience (H4 to H9) were not supported. More
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importantly, the parameter estimates of the regression coefficient are the opposite of

what was hypothesized.

As noted in Chapter I, strategic alliances are an organizational phenomenon.

Alliances are one of the avenues that a firm can use in an effort to adapt to a certain

environment. The pursuit of strategic alliances as an avenue for improving performance

can be viewed as a reflection of the preferences of powerful actors in organizations

(Hambrick and Mason 1984). Finkelstein and Hambrick (1996) argue that strategy and

other major organizational choices are made by humans, who act on the basis of their

idiosyncratic experiences, motives, and dispositions to fulfill a certain objective. Past

research on strategic decision-making has found empirical support linking the

characteristics and strategic decision processes of senior management and the choice of

strategy for the organization (Cyert and March 1963; Hambrick and Mason 1984).

Gelatkanycz and Hambrick (1997) further suggest that both the background and

personal characteristics of senior management and the social processes within the

organization have an effect on the organization's strategic choice.

Although there has been support for the notion that managers in the organization

have a large impact on the strategy the organization pursues, the strategic process is

viewed as independent from the individuals involved in the decision process (Hambrick

and Mason 1984). While the moderator hypotheses presented in chapter III are not

supported, they can be explained from the institutional theory perspective.

The Institutional Theory Perspective of Strategic Alliances: A Plausible

Explanation of Research Findings
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Institutional theory (DiMaggio and Powell 1983) predicts that organizations seek

to follow similar patterns of behavior based on their desire to reconcile to norms and

their quest for legitimacy. Firms try to bargain with their reality by the adoption and use

of institutionalized responses. As a result, this adoption helps the manager to deal with

his/her perceived uncertainty by creating processes that make organizations more

similar. Accordingly, organizational elements, like managers, are vastly diverse in shape

and form. Patterns of similarity in behavior emerge as an effort to form a homogenized

group. In other words, the homogenization of a group where the manager participates is

a consequence of a well established entity that pushes towards the pursuit of similar

patterns of behavior. Once this structural alignment is accomplished, the forces that lead

them to the homogenization emerge. Institutional theory, homogenization is done by

isomorphism, which is the lowering of the constraining process that forces one unit in a

population to resemble other units that face the same set of environmental conditions.

Three institutional mechanisms that take place in this homogenization of the

organization are coercive, mimetic and normative mechanisms. Coercive mechanisms

stem from the political influence that the organization faces and its problem of

legitimacy. Formal and informal pressures exerted on organizations by other

organizations upon which they are dependent on. This cultural exposition in the society

within which organizations function, create the links to join in collusion. As a result,

organizations become increasingly homogeneous within given domains.

The second element involves the mimetic pressures that the organization faces.

Uncertainty is a powerful force that encourages imitation. Imitation emerges when
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organizational changes are poorly understood by the important actors of strategy making

in the firm (March and Olsen, 1976). When goals are ambiguous, or when the

environment creates symbolic uncertainty, organizations may model themselves on other

organizations. Modeling is a response to uncertainty. Models may be diffused

unintentionally, indirectly through employee transfer, and employee turnover.

Organizations tend to model themselves after similar organizations in the field that they

perceive to be more legitimate or successful.

Normative pressure stems from the level of professionalization of the manager

through his/her education or professional network that creates a collective struggle for

the manager to define the conditions and methods of work. The essence of the

institutional theory relies on the three forces mentioned above. Figure 6.1 proposes an

institutional theory perspective of strategic alliances.

The three constructs collectively as conceptualized and operationalized in

institutional theory research evidence similarities with subjective norm as

conceptualized and operationalized in the theory of planned behavior. Institutional

theory posits that the organization, which is formed by individuals, face pressures to

conform to the shared notions of appropriate forms and behaviors (Teo, Wei and

Benbasat, 2003). Subjective norm is the perceived social pressure by a manager to

engage or not to engage in a certain behavior. Organizations are subject to pressures to

be isomorphic with their environment, which involves relations between organizations,

tying organizations to one another by the three forms of isomorphism pressures.

Subjective norm is conformed for the pressures of the manager's normative belief,.
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Figure 6.1
An Institutional Theory Perspective of Strategic Alliances
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which is the concern toward a particular referent that he/she must perform a behavior

and the manager's motivation to comply with that concerning particular referent.

Building on institutional theory as presented in figure 6.2, it is argued that for managers

with less experience in strategic alliances, manager's attitudes will be a more important

predictor than manager's subjective norms on intention to enter into strategic

alliancesFor managers with more experience in strategic alliances, it is argued that

manager's subjective norm will be a more important predictor than attitudes on intention

to enter into strategic alliances. This in case due to the fact that the more experience the

manager has with alliances, the more the manager values its position in the firm, thus,

making it difficult to pursue his/her own intentions to pursue the strategic objective in

exchange to jeopardize its position in the company. The results summarized in tables 5.9

and 6.2 are consistent with the above reasoning, experience in strategic alliances will be

greater than the relationship between coercive pressures and intention to enter into

strategic alliances for less experienced managers. And, the relationship between

normative pressures and intention for managers with more experience in strategic

alliances will be greater than the relationship between normative pressures and intention

to enter into strategic alliances for less experienced managers. Figure 6.2 presents a

graphic representation of the theory of planned behavior including the constructs from

the institutional theory. The relationships represented in bold arrows refer to the

expected results. For managers with less experience in strategic alliances, the

relationship between manager's attitudes and intention to enter into strategic alliances

will be stronger than the relationship between manager's subjective norm and intention
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Figure 6.2
An Institutional Theory Perspective of Strategic Alliances: The Moderating Effect

of Manager's Strategic Alliance Experience
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to enter into strategic alliances. For managers with more experience in strategic

alliances, the relationship between manager's subjective norm and intention will be

stronger than the relationship between manager's attitude and intention toward entering

into strategic alliances
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CHAPTER VII

SUMMARY, IMPLICATIONS AND DIRECTIONS FOR FUTURE RESEARCH

This chapter is organized into the following sections. First, a general overview of

the study is presented. Second, a summary of the findings is presented and the findings

are discussed in the context of the theoretical underpinnings of the proposed model and

hypotheses. A brief discussion of the limitations is provided in the third section. Section

four provides a discussion on future research directions and implications of the findings

for managers. A brief set of concluding comments is presented in the last section.

A General Overview of the Dissertation

Objective

In recent years, firms have been entering into alliances in an attempt to stretch

their resources and capitalize on opportunities. On one hand, managers are constrained

by the preferences of the top management regarding the strategic options they should

pursue. On the other hand, individual managers tend to have their own views on the

strategic option that would enable the firm to achieve its objectives. Against this

backdrop, this study focuses on issues relating to strategic alliances from the perspective

of the manager.

Research Method

A survey approach was employed to test a model of manager's intention to enter

into strategic alliances that builds on the theory of planned behavior. A questionnaire

was designed, field tested and employed to gather perceptual data from marketing

managers of diverse industries in the United States and their intentions to enter into
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strategic alliances on behalf of their firm over the next two years. The model was

empirically tested using multiple regression analysis. The results of the study pertaining

to the moderating effect of manager's experience with strategic alliances on the

relationship between managers attitudes, subjective norm and perceived behavioral

control and intention to enter into stratetgic alliances where contrary to the hypotheses.

The results are, however, in accord with the results that institutional theory would

suggest.

Summary of the Findings

It was hypothesized that the relationship between managers attitudes about,

subjective norm towards and perceived behavioral control over entering into strategic

alliances and intention to enter into strategic alliances on behalf of their firm in the next

two years will be moderated by the manager's level of experience that with strategic

alliances. Specifically, it was hypothesized that for managers with less experience,

subjective norm will be more important predictor of intention to enter into strategic

alliances, and for managers with more experience, attitudes toward and behavioral

control will be more important predictors. The results were to the contrary. In particular,

the findings indicate that:

1. There is a positive relationship between manager's attitudes towards, subjective norm

about and perceived behavioral control over entering into strategic alliances and

intention to enter into strategic alliances on behalf of their firm.
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2. For managers with less experience in strategic alliances, manager's attitudes was

found to be a stronger predictor of intention to enter into strategic alliances than

subjective norm and perceived behavioral control.

3. For managers with more experience in strategic alliances, manager's subjective norm

was found to be a stronger predictors of intention to enter into strategic alliances.

4. These findings are the opposite of what was hypothesized. Hence, alternative

theoretical explanations were explored. Institutional theory states that companies imitate

what is happening in the market and manager's face mimetic, coercive and normative

pressures in order to achieve their organizational needs. Mimetic, coercive and

normative pressures forced by managers are similar to subjective norms about the

behavior.

Institutional theory would suggest that perceived mimetic, coercive and

normative pressures would be greater on managers with more experience on strategic

alliances. The results of this study lend support to this view point.

Limitations of the Study

The scope of the conceptual model and direct effects of the constructs of the

empirical analysis is limited to the theory of planned behavior. Indirect effects are not

examined in this study.

A limitation steaming from the small sample size of this study is low statistical

power. A large sample size would have provided greater confidence in the results.

Furthermore, the use of structural equation modeling with latent variables would have
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been the more appropriate analysis technique to employ. However, due to the small

nature of the study, multiple regression analysis had to be used.

Due to the cross-sectional nature of the study, industry specific effects are not

captured into the analysis.

Industry effects that could have been controlled for were not attempted due to the

size of the sample.

Use of multiple informants would have resulted in better quality data that single

informants.

Directions for Future Research

Further research on institutional theory perspective of strategic alliances

constitutes a direction for future research. The findings reported pertaining to manager's

subjective norms, intention to enter into strategic alliances and past experience with

strategic alliances highlight the need for further investigation of the role of mimentic,

coercive and normative pressure on manager's intention to enter into strategic alliances.

The results show a high correlation between subjective norms and attitudes. One

plausible explanation and direction for future research would be to build a model with

manager's antecedent with strategic alliances modeled as an antecedent of manager's

attitudes toard, subjective norm about and perceived behavioral control over entering

into strategic alliances. An alternative explanation of the high correlation between

manager's attitudes toward and manager's subjective norm about could be a higher order

construct that unifies those two constructs and that serve, with manager's perceived
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behavioral control impact on intention to enter into strategic alliances. Empirical testing

of the above also constitutes a direction for future research.

Measurement scales for attitudes, subjective norm and perceived behavioral

contrl and intention to enter into strategic alliances were developed building on extant

literature in strategic alliances and theory of planned behavior. Although the scales

evidence acceptable levels of reliability and validity, further testing and refinement

constitutes a direction for future research. Testing of the model and relationships based

as the responses of multiple informants constitutes another direction for future research.

The research reported is based on a cross-sectional sample of U. S. based firms. Test of

the model using industry specific samples, and in other international settings constitutes

a direction for future research.

Conclusion

Strategic alliances as an organizational phenomenon is widespread worldwide. A

large majority of managers participating in this study were involved in alliances.

This research builds on the theory of planned behavior to gain insights into

strategic alliances. It also highlights institutional theory perspective of strategic

alliances. The importance of subjective norm, a construct central to the theory of

planned behavior and mimetic, coercive and normative pressures, constructs central to

institutional theory in the context of manager's normative beliefs and motivation to

comply, are evidence in this research.
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APENDIXA

CONTACT LETTER

Dear «Exec_Prefix». «Exec_Last»:

This study is being undertaken in partial fulfillment of the requirements for my doctoral degree in
business administration from Monterrey Tech, Mexico. The doctoral dissertation to be submitted will be
based on analysis of the data collected in this study. Hence, your participation in the study and returning
of the completed questionnaire will be extremely helpful from the standpoint of timely completion of my
doctoral dissertation.

This nationwide study intended to enhance our understanding of manager's beliefs relating to
strategic alliances is being sent to approximately 1,600 managers such as you. Our focus here is manager's
beliefs as they relate to the objectives that can be realized and the benefits that are likely to accrue to the
firm that he/she is affiliated with by entering into strategic alliances. While we would very much value
your participation in this study, participation is entirely voluntary with no potential risks to participants.
Please note that the purpose of the survey is not to collect information about specific plans to enter into
strategic alliances, but the perceptions of individual managers about strategic alliances. Furthermore, your
responses will be held in strict confidence, and only summary results of all responses will be reported. In
other words, neither you, nor your company will be identified in any reports of the findings of the study.

Included in this package is a questionnaire with a postage-paid return envelope. The survey
should take about 20 minutes to complete. While we recognize that completing this questionnaire will take
up some of your valuable time, we would nevertheless like to point out that the results from this study
have the potential to provide valuable insights into manager's beliefs pertaining to strategic alliances.

In appreciation of your participation in the survey, we will be glad to share with you an executive
summary of the study findings. If you would like to receive a copy of the executive summary, please
enclose a business card along with the questionnaire or in a separate envelope. Please try to answer all
questions. However, you may skip any question that you are uncomfortable answering.

We look forward to receiving the completed questionnaire from you. Should you have any
questions, please feel free to contact us by phone at (832) 594-3808 or email at ccavazos@itesm.mx.
Thank you in advance for your participation in this study.

Sincerely,

Carmina Cavazos Dr. Rajan Varadarajan
Ph.D. Candidate in Marketing & Professor of Marketing &

Project Coordinator Project Advisor
E-mail: ccavazos@itesm.mx E-mail: varadarajan@tamu.edu

This research has been reviewed and approved by the Institutional Review Board, Texas A&M University. For research-related
problems or questions the Institutional Review Board may be contacted through Dr. Michael W. Buckley, Director of Research
Compliance at 979-84- 8585 (mwbuckley@tamu.edu).
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APENDIX A (Continued)

FIRST MAILING: COVER LETTER
Dear «Exec_Prefix». «Exec_Last»:

This study is being undertaken in partial fulfillment of the requirements for my doctoral degree in business
administration from Monterrey Tech, Mexico. The doctoral dissertation to be submitted will be based on
analysis of the data collected in this study. Hence, your participation in the study and returning of the
completed questionnaire will be extremely helpful from the standpoint of timely completion of my doctoral
dissertation.

This nationwide study intended to enhance our understanding of manager's beliefs relating to
strategic alliances is being sent to approximately 1450 managers such as you. Our focus here is manager's
beliefs as they relate to the objectives that can be realized and the benefits that are likely to accrue to the
firm that he/she is affiliated with by entering into strategic alliances. While we would very much value
your participation in this study, participation is entirely voluntary with no potential risks to participants.
Please note that the purpose of the survey is not to collect information about specific plans to enter into
strategic alliances, but the perceptions of individual managers about strategic alliances. Furthermore, your
responses will be held in strict confidence, and only summary results of all responses will be reported. In
other words, neither you, nor your company will be identified in any reports of the findings of the study.

In appreciation of your participation in the survey, we will be glad to share with you an executive
summary of the study findings. If you would like to receive a copy of the executive summary, please
enclose a business card along with the questionnaire or in a separate envelope. Please try to answer all
questions. However, you may skip any question that you are uncomfortable answering.

We look forward to receiving the completed questionnaire from you. Should you have any
questions, please feel free to contact us by phone at (832) 594-3808 or email at ccavazos@itesm.mx.
Thank you in advance for your participation in this study.

Sincerely

Carmina Cavazos Dr. Rajan Varadarajan
Ph.D. Candidate in Marketing & Professor of Marketing &

Project Coordinator Project Advisor
Phone: (832) 594-3808 Phone: (979) 845-5809
E-mail: ccavazos@itesm.mx E-mail: varadarajan@tamu.edu

This research has been reviewed and approved by the Institutional Review Board, Texas A&M University. For research-related
problems or questions the Institutional Review Board may be contacted through Dr. Michael W. Buckley, Director of Research
Compliance at 979-84- 8585 (mwbuckley@tamu.edu).
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APENDIX A (Continued)

REMINDER POSTCARD

Dear Manager,

A few days ago we mailed you a questionnaire seeking your input on
manager's beliefs relating to strategic alliances. Specifically, manager's
beliefs as they relate to the objectives that can be realized and the benefits that
are likely to accrue to the firms by entering into strategic alliances.

If you have already completed and returned the questionnaire, please
accept our sincere thanks. If not, we encourage you to do so today. Because
the questionnaire was sent to a representative sample of managers, your
response is extremely important to us.

If by chance you did not receive the questionnaire or have misplaced
the questionnaire, please contact us by phone at (832) 594-3808 or email at
ccavazos@itesm.mx and we will mail another one to you immediately. Again,
thank you for your participation.

Sincerely,

Carmina Cavazos
Ph.D. Candidate & Project Coordinator
Phone: (832) 594-3808
Fax: (979)862-2811

E-mail: ccavazos(2>itesm.mx
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APENDIX A (Continued)

SECOND MAILING: COVER LETTER
Dear «Exec_Prefix». «Exec_Last»:

This study is being undertaken in partial fulfillment of the requirements for my doctoral degree in business
administration from Monterrey Tech, Mexico. The doctoral dissertation to be submitted will be based on
analysis of the data collected in this study. Hence, your participation in the study and returning of the
completed questionnaire will be extremely helpful from the standpoint of timely completion of my doctoral
dissertation.

A few days ago we mailed you a questionnaire seeking your input on manager's beliefs relating
to strategic alliances. Specifically, manager's beliefs as they relate to the objectives that can be realized
and the benefits that are likely to accrue to the firms by entering into strategic alliances.

If you have already completed and returned the questionnaire, please accept our sincere thanks. If
not, we encourage you to do so today. While we recognize that completing this questionnaire will take up
some of your valuable time, we would nevertheless like to point out that the results from this study have
the potential to provide valuable insights into manager's beliefs pertaining to strategic alliances. Please
note that the purpose of the survey is not to collect information about specific plans to enter into strategic
alliances, but the perceptions of individual managers about strategic alliances. Furthermore, your
responses will be held in strict confidence, and only summary results of all responses will be reported. In
other words, neither you, nor your company will be identified in any reports of the findings of the study.

In appreciation of your participation in the survey, we will be glad to share with you an executive
summary of the study findings. If you would like to receive a copy of the executive summary, please
enclose a business card along with the questionnaire or in a separate envelope.

We look forward to receiving the completed questionnaire from you. Should you have any
questions, please feel free to contact us by phone at (832) 594-3808 or email at ccavazos@itesm.mx.
Thank you in advance for your participation in this study.

Sincerely,

Carmina Cavazos Dr. Rajan Varadarajan
Ph.D. Candidate in Marketing & Professor of Marketing &

Project Coordinator Project Advisor
E-mail: ccavazos@itesm.mx E-mail: varadarajan@tamu.edu

<rThis research has been reviewed and approved by the Institutional Review Board, Texas A&M University. Fo
research-related problems or questions the Institutional Review Board may be contacted through Dr. Michael W.

Buckley, Director of Research Compliance at 979-84- 8585 (mwbuckley@tamu.edu).
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APPENDIX B

QUESTIONNAIRE

BELIEFS ABOUT STRATEGIC ALLIANCES: A Survey of Managers

Overview:
This study is designed to better understand manager's beliefs about strategic alliances. The questions
included here are designed to gather information about your personal beliefs about strategic alliances. If
you wish to comment on any question or qualify your response(s), please feel free to do so in the space
provided. Your comments will be read and taken into account.

PLEASE BE ASSURED THAT PARTICIPATION IS VOLUNTARY, ALL INFORMATION WILL BE
TREATED AS STRICTLY CONFIDENTIAL AND ALL DATA WILL BE AGGREGATED PRIOR TO
ANALYSIS.

This research has been reviewed and approved by the Institutional Review Board, Texas A&M University.
For research related problems or questions regarding subjects' rights, the Institutional Review Board may
be contacted through Dr. Michael W. Buckley, Director of Research Compliance, Office of the Vice
President for Research at (979) 845-8585 (mwbuckley@tamu.edu)

128



INSTRUCTIONS

In this study, we are mainly concerned with manager's beliefs pertaining to entering into strategic
alliances with other firms on behalf of the firm that they are currently affiliated with.

The term strategic alliances as used here refers to two or more firms pooling some of their skills and
resources in an attempt to achieve mutually agreed upon objectives and/or objectives specific to individual
alliance partners.

Although strategic alliances with different functional orientations such as research and development
alliances, procurement alliances and marketing alliances are currently in vogue, our focus in this study is
limited to alliances with a marketing focus. Examples of alliances with a marketing focus include those
formed in order to gain access to new geographic markets (e.g. international markets) and broadening the
product line.

Please respond to all items in the questionnaire assuming that for the next two years, you have been
entrusted with the primary responsibility to make all decisions pertaining to the strategic direction of the
business unit that you are associated with. For instance, in the context of achieving a business objective,
choosing between strategic alliances versus internal development versus acquisition would be an example
of making a decision pertaining to the strategic direction of your business.

The term business/business unit is used in this questionnaire to refer to an organizational entity within the
firm that you are affiliated with and could potentially benefit from entering into strategic alliances. It
could either be a specific brand, product line, product-market or strategic business unit.

Please try to answer all questions, and indicate your response by circling the number that is closest to your
beliefs. Also, you may skip any question that you are uncomfortable answering.

If you wish to receive a summary report of the study findings, please enclose your business card along
with the completed questionnaire, or in a separate envelope.

In order to ensure timely competition of the study, we would very much appreciate your completing the
mailing the questionnaire within the next ten working days.

If you have any questions regarding the study or need clarifications, please feel free to contact Carmina
Cavazos at 832-594-3808 or email at ccavazos@itesm.mx

Thank you very much for your cooperation.
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SECTION I

This section contains general questions about your attitudes toward entering into strategic alliances on
behalf of the business unit within the firm that you are associated with.

For the items below, please circle the number that best describes your attitudes about the business unit that
you are associated with entering into strategic alliances over the next two years.

For me, to take this business into strategic alliances over the next two years is:

Important
Ineffective
Bad
Appealing
Useless
Wise

Extremely
1
1
1
1
1
1

Quite
2
2
2
2
2
2

Slightly
3
3
3
3
3
3

Neither
4
4
4
4
4
4

Slightly
5
5
5
5
5
5

Quite
6
6
6
6
6
6

Extremely
7
7
7
7
7
7

Unimportant
Effective
Good
Unappealing
Useful
Foolish

SECTION n
For the items below, please circle the number that best reflects your agreement about how people who are
important to you in this organization feel about the business unit that you are associated with entering into
strategic alliances over the next two years.

1. Strongly Disagree
2. Moderately Disagree
3. Slightly Disagree
4. Neither
5. Slightly Agree
6. Moderately Agree
7. Strongly Agree

The people in this business whose opinions I value would approve my entering 1 2 3 4 5 6 7
into strategic alliances on behalf of this business.
It is expected of me to take this business into strategic alliances. 1 2 3 4 5 6 7
The people in this organization whose opinions I value would take this business 1 2 3 4 5 6 7
into strategic alliances.
Most people who are important to me have entered into strategic alliances on 1 2 3 4 5 6 7
behalf of the business they represent.

SECTION III
For the items below, circle the number that best reflects your own personal beliefs about the business that
you are associated with entering into strategic alliances over the next two years.

1. Strongly Disagree
2. Moderately Disagree
3. Slightly Disagree
4. Neither
5. Slightly Agree
6. Moderately Agree
7. Strongly Agree

130



Whether or not this business enters into strategic alliances is within my control. 1 2 3 4 5 6 7
The authority that I have in this position is sufficient to take this business into 1 2 3 4 5 6 7
strategic alliances.
It is mostly up to me as to whether this business enters into strategic alliances. 1 2 3 4 5 6 7

SECTION IV
For the items below, please circle the number that best describes your intentions about the business unit
that you are associated with entering into strategic alliances over the next two years.

1. Extremely Unlikely
2. Quite Unlikely
3. Slightly Unlikely
4. Neither
5. Slightly Likely
6. Quite Likely
7. Extremely Likely

I plan to lead the entry of this business into a strategic alliance. 1 2 3 4 5 6 7
It is my intention to orchestrate the entry of this business into a strategic 1 2 3 4 5 6 7
alliance.
I intend to enter this business into a strategic alliance. 1 2 3 4 5 6 7
I plan to facilitate the entry of this business into a strategic alliance. 1 2 3 4 5 6 7

SECTION V
For the items below, please circle the number that best reflects your beliefs about your experience with
strategic alliances.

1. Strongly Disagree
2. Moderately Disagree
3. Slightly Disagree
4. Neither
5. Slightly Agree
6. Moderately Agree
7. Strongly Agree

Overall, I think that I have a lot of experience with strategic alliances. 1 2 3 4 5 6 7
I have accumulated considerable knowledge about strategic alliances by 1 2 3 4 5 6 7
actively participating in them in the past.
I am familiar with strategic alliances and their pros and cons. 1 2 3 4 5 6 7

Information about you for statistical purposes.

Gender:
Female
Male
Highest education level:
High school diploma or equivalent
Four-year college degree
Masters, doctorate or professional degree
Industry that your business belongs to:
State in which you business is located:
Your current position:
Number of years that you have worked for this company:
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