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Article Information

Title:
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Title: The Effect of Website and E-Commerce Adoption on the
Relationship between SMEs and their Export Intermediaries
What the title leads me to expect: the paper will show the effect of using
online technology on the market of intermediaries
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Analysis Information
- “The objective of this article is to model the potential effect of website
and/or e-commerce adoption on manifest conflict within an export channel.
In addition to this, the paper considers the potential mediating effect of
trust and commitment characterizing the relationship between SMEs and
export intermediaries.” (Houghton & Winklhofer, 2004)
- The paper is providing information that hasn’t been covered by previous
researches such as the following gaps:
1. “Despite recognizing an abundance of literature on channel
Purpose:
relationships, much work is still left to do in understanding channel
(6 points)
behavior, particularly within export channels”
2. “Conflict and its impact on long-term channel relationships have
been ignored in recent literature and even the role of trust within
relationships has seldom been explicitly examined”
3. “Webb’s (2002) article concentrated on only one channel
relationship construct (i.e. conflict) and neglecting that trust and
commitment play an important role”
(Houghton & Winklhofer, 2004)
Audience:
(6 points)
“First, within the context of e-commerce adoption, the article provides
empirical insights into the factors causing conflict between exporting
SMEs and their intermediaries, as well as the conflict management
Subject: strategies employed. Second, the model can serve as a conceptual
(6 points) foundation for future research on the impact of website and e-commerce
adoption on channel relationships. Third, it integrates the work on
authoritative control and relationship marketing.” (Houghton &
Winklhofer, 2004)

Primary Details
Thesis:
(6 points)
Evidence:
(6 points)
Point of View:
(6 points)

Presentation and Argumentation
Concepts/Words:
(6 points)
Use of Evidence:
(6 points)
Implications:
(6 points)

Evaluation
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