




Abstracts

The growing popularity of e-business has brought an entire new revolution in the field of management. Therefore it is become very important to understand the issues around the e-business. One of the common argument in management today is; which management theories should be considered or applied when entering into the e-business as some of the academicians considering that there is a lot of difference between e-business and traditional business format.

This study is deigned to identify possible management theories which are specifically meant for e-business and also to find the management theories which are meant for both, traditional as well as e-business system. Research of this study manage to identify certain theories that can only be used in e-business and also explained theories that can be used in both traditional as well as e-business format.  Outcome of this study provide benefits to organizations management team, such as; identify the kind of management theory applicable on their requirement. This study also outline, e-business need to implement its specific management theories which are available in different context such as customer orientation, upper level management and operations.
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[bookmark: _Toc513601114]Introduction
Over the period of time, E-Business become one of the most important factors among the business leaders due to its unique functionalities in various sectors, such as; improvement of operational efficiency, reduction of transaction cost, reduction of inventory and stock, increase in sales volume, transformation of business process, coordination in inter - organizational, managing customer and enhancing their experience, penetration in new market and at the end good financial returns (Pilinkiene et al., 2013). However, e-commerce system is not a complete story yet as the introduction of information technology also helped traditional business to be more accurate into their internal and external activities with respect; supply to purchasing, sales and many others business activities seamlessly, therefore traditional business function still exists in this world (Porter, 2001). In 2010 a group of researcher from London school of economics (Department of Management) defined e-business as “ushering era of change, which eventually will touch every business”, but it is never possible to replace traditional business format (Cordella et al., 2010).

In the current study researcher focuses on two aspects of e- business system, which is;  whether there are any particular management theories which are specifically applicable on e-business system and the second one, is there any management theories exists which are applicable on both e-business and traditional business format. This study will unfurl various management theories and will define existence of specific management theories related to e-business. However, it is also assured that there are various other management theories which are applicable on traditional business format as well as e-business system with slight modification.

[bookmark: _Toc513601115]Objectives
The objective of the study has been defined below;
· To evaluate, whether there is any particular management theory which is only applicable for e-business?
· To explore the management theory which can be applied in traditional business model along with e-business model.

[bookmark: _Toc513601116]Brief Background
Pilinkiene et al (2013) states that the impact of e-business is actually beyond the transactional domains, while E-Business is beneficial in terms of enabling of real-location and reconfiguration of the resources offered by the organization. Yet most of the organizations are making effort to enter into e-business platform because of its potential and success rate. However, the current scenario of e-business giving headache to senior/planning managers, not because of how to enter into e-business but which policy or theories to use in e-business in order to make maximum gain with minimum investment (Laudon and Laudon, 2015). Though, there is no such detailed study is being done previously which can answer the above mentioned question. Hence organizations are focusing in search of mechanism which can benefit the e-business at its maximum in practical terms (Chaffey, 2015). The context of this study revolves more around application of management theories in e-business system. 

Research suggests mainly there are four e-business business models, i.e.; Business to Business (B2B), Business to Consumer (B2C), Consumer to Consumer (C2C) and Consumer to Business (C2B), although modern era added three more models to the portfolio of e-business, i.e. Business to Government (B2G), Government to Business (G2B) and Government to Citizen (G2C) (Patel et al., 2018). According to Kumar & Rajeha (2012), business to business (B2B) e-commerce model is more about carrying out the transaction between business to business such as manufacturer and wholesaler or the wholesaler and retailers whereas Business to consumer (B2C) is serving the consumers directly via online medium. In fact, in this study too, the focus would be majorly on these two business models. 

Oracle (2011) described, it is difficult to select the right e-business application system which can applicable for the longer duration. The decision regarding the e-business system and its current requirement cannot be assessed according to the future needs which are not even included in planning stages. The difference is capabilities of application of e-commerce system can actually determine the success and failure of the e-business system. There are basically 10 guiding factors which can evaluate the success of e-business system. The evaluating factors are; scalability, catalogue of product, Business user control, search capability, Agility, Reporting and Analytics, Standards, Integration, Interoperability and Synergy. 

[bookmark: _Toc513601117]Literature Review
Nor & Pearson (2008) state that network system is not only a applicable in the case of e-business but also in other processes too, such as; social systems, organizations, managing individuals and groups, managing entire industries including political and social communities. 
Literature review for this case study is based on concept, theories and evaluation of e-business related which consider research done by various academicians and scholars previously. In this study, there are number of studies and journal articles being included such as Centindamar & Kilitcioglu (2013), Chong et al (2010), Ciarniene & Stankeviciute (2015), Gatautis (2008), Grandson et al (2011), Jensen (2008), Khalifa & Shen (2008), Mohapatra (2012), Mooney (2007), Nasco et al (2008), Newbert (2007) and many others. These journal articles define various management theories related to e-business system and also the theories which are applicable on both e-business as well as traditional business format. This journal articles suggests that, e-business system is supportive with help of management theories in terms of carrying out various management operation.

According to Khalifa & Shen (2008) E-Business and e-commerce system brought an extensive change since internet became commercialised and also there are three distinct phases which can explain the importance of e-business system. The e-business industry has also evolved with the time as the other technology oriented industries have been past.

During the initial period of e-business scenario, there was a great deal of excitement and optimism as Nasco et al (2008) mentioned that the higher profitability and return attracted the number of investors, and they were tired because of potential financial return in other sectors. This early phase of e-business system gave rise of “dot com era” which existed from 1995 to 1999 and later on the internet based business started growing dramatically across the globe. During the initial period of e-business, the sector started attracting more and more number of e-format business organization, because of which the number of competitors too rise in the market, who were not interested in missing the potential profits. As particular industry cannot sustain in such inflated business scenario and deal with large number of competitors, which introduced phase two in the market (Nor & Pearson, 2008).

Nor & Pearson (2008) explained that phase two started after 1999, when the e-business industry tried to establish the equilibrium by better managing the competitors in order to regulate the demand and supply scenario. During 2000, the dot com era crashed which itself was an example of market mechanism showing the period of instability cause by the internet world. During this period, various dot com business organizations disappeared as soon as they arrived and only robust business model tend to survive the dynamic phase of e-business.

Phase two era of e-business was quite embarrassing experience for the entrepreneurs, investors and other stakeholders of internet economy. Nor & Pearson (2008) argued that the period of 2000 to 2002 was actually proved as learning experience for managers and people that how to actually use the internet for business and commerce purpose. The business organizations have to rethink from scratch regarding the e-business strategies venturing back to the usage of internet for business purpose. Nasco et al (2008) agreed with the statement that, in the same period, the customers were also going through the learning phase where they started shopping online. In simple terms, the first two phase of internet era was actually acted as learning period for the business organization and during that period, the organization were actually started browsing and making online transaction. The period after 2002 while the internet connectivity increased across the globes that lead to start the idea of online shopping by customers. (Nasco et al, 2008)

After 2004, the e-business started getting boost and during this period, the managers started deciding the strategies for e-business more carefully and cautiously. At the same time they also brought key skills and new people into organization to add or create the competitive advantage into the organization. The managers and entrepreneurs started restructuring their programs in order to support the organization into new working environment and also to gain the advantage of internet. In fact during the same period, the customers also learnt how to use internet for shopping purpose ((Pilinkiene et al., 2013; Chong et al., 2010).

Current situation of e-business is visualised as it is used to carry out for the purpose of economic activity for organization. As per Mohapatra (2012), the network system is presented as strategic network in particular condition and there are various connotations to be used such as long – term, rational importance, proactive approach, selection, managing complexity as well as having clear intention and coherence.

[bookmark: _Toc513601118]MAIN ARGUMENT
[bookmark: _Toc513601119]Appropriate Management Theory Particularly for E – Business
E-business is one and only concept against the traditional business format, introduced in our daily life within last two decades since the revolution of internet and World Wide Web came into the business scenario to support the basic functions (Damanpour and Damanpour, 2001). Thus new generation of management bringing new approaches and formats to defy the difference between traditional business and e-business. This section specifically defines certain management theories which are only applicable on e-business system.

[bookmark: _17dp8vu]Trust Theory – In 1998 Castelfranchi & Falcone says, the current period is based on electronic commerce and this fact need to involve the aspect of trust in order to induce successful element of electronic commerce (Sabater and Sierra, 2005). The actual fact is that the buyer and seller communicate via a means electronic mode where the buyer is supposed to make advanced payment of product but they don’t know each other’s identity or face to communicate, such situation is quite vulnerable to develop the factor of trust among the parties. Thus, Castelfranchi & Falcone argued that, the concept of trust becomes large and magnified in electronic commerce as the agents are not found to be trading in familiar environment. (Jiang et al, 2010). Further, there is no surety being established that, any fraud detection or prevention method is being established which can ensure the success of trust in electronic commerce because in this type of business set up, the customer never meets the trade face to face and also the transaction and message exchanged between these parties can be copied a number of times. Bonniver (1999) state that, trust building becomes more and more important because of increasing impact of e-commerce and now a days, an extra channel agent is being induced in order to reap the trust among consumers and these parties are known as Trusted Third Parties, who are responsible for trust building work. According to Castelfranchi & Falcone (2016) there is need of different trust to be induced and modelled as per the requirement, which have been mentioned below:
· [bookmark: _3rdcrjn]Development of trust in the environment and infrastructure
· [bookmark: _26in1rg]Trust in agent and mediating agents
· [bookmark: _lnxbz9]Trust in potential partners
· [bookmark: _35nkun2]Trust in warrantors and responsible authorities.
[bookmark: _1ksv4uv]As far as notion of trust is concerned then, it is also important in other domain of area too. The e-commerce organization is also supposed to do the same exercise while recruiting human resource too as the initial communication starts with human and computer and such business modelling and quite critical with respect to teams, organization, coordinating with people, negotiating with parties etc. (Jiang et al, 2010).
Trust is the subjective probability by which an individual A, expects that another individual B, performs a given action on which its welfare depends.
[bookmark: _44sinio]
Parasocial Theory – E-Commerce is one of the emerging business trend which is recently being developed across the globe and there are certain countries exists where people do prefer this concept of e-commerce over brick and mortar business stores. The e-commerce system uses social media to support and communicate the entire transaction and the distinct feature offered by electronic commerce actually provide an opportunity to consumers to make the decisions related to purchase or not and for the same, the consumer is supposed to make shopping via social media technology and internet network system. (Brack & Benkenstein, 2012)

[bookmark: _2jxsxqh]As far as benefit is concerned then, the e-commerce is beneficial for both business organisation as well as consumers. Report conducted in 2015, showed that during the period of 2014, there are 500 retailers which earned more than $3.3 billion by getting associated with e-commerce websites to sell their products. Anderson et al (2012) argued that penetration of social media is different in different countries, for example, the people in China and India prefer to stay online more as compared to US and UK population and consumers find it comfortable to communicate and shop via media of social platform because of most of young consumers prefer to get recommendation and advice from their friends and family members who are also connected via the means of electronic system (Senhui et al, 2017).

[bookmark: _z337ya]But, in case of electronic commerce, the marketers faces the major challenge that how to personalize the shopping of buyers and also induce the type of specific social strategies which can most effectively manage and engage the customers in shopping process via the electronic means. As the competition is rising not only in traditional business but also in social media too, because of which the marketers need to be much focused in order to use particular social media to create and develop the environment which can promote the consumers in e – shopping and sharing of their experiences (Senhui et al, 2017). The marketers are trying to bring the concept of interpersonal relationship in social and e-commerce system too, which helps the people to show their interactive role in shopping and journey. Therefore, the people are giving focused attention to interpersonal relation and interpersonal communication factor and this entire relationship is developed upon the aspect of similarity, incidental of demographic behaviour of consumers with positive effect (Senhui et al, 2017).

[bookmark: _3j2qqm3]According to Brack & Benkenstein (2012) the aspect of Para social interaction was firstly proposed by Horton & Wohl (1956) and the aim of the theory was to describe the relationship between media personality endorsing particular product and influencing the choice of product of individual users. Later on, this theory is specifically being found to be designed for e-commerce system where the business organization is using mass media to communicate and attract the consumers but there is a need of induction of interpersonal communication and relationship in sales and buying process because this interpersonal relationship is the foundation of developing the trust and credibility of the organization in most powerful manner. Jiang et al (2009) found that, one of the research shows that usage of interpersonal communication and relationship development is one of the influencing aspect in consumers’ choice.

[bookmark: _1y810tw]Transaction Cost Theory – According to Mooney (2007) transaction is classified elements which support the e- business from its foundation as it helps in coordination of buyers and sellers and completion of market transaction and it also helps in coordination of different business and firms too. Transaction cost theory is particularly based on e-business scenario and it has almost no application on traditional business format. Transaction cost theory is applicable in case of both B2B and B2C formats, though it is majorly inclined towards business to consumer (B2C) format. In traditional terms, the hierarchy of market flows from manufacturer selling goods to wholesaler, who will further distribute to retailer and lastly it reaches to consumer from retailer. Transaction cost theory includes all the possible cost to be incurred in entire order to deliver process. 

Transaction cost theory is applicable in case of e-business scenario because no e-business is successful without proper set up of e-commerce. The entire e-business is dependent upon the completion of financial transaction which is possible with help of banking or other institution in connection with e-commerce website. The transaction cost theory is both customer as well as upper management context because the completion of transaction is needed in both the cases. 

As per Chong et al (2010), transaction cost theory enables to break down of cost into production and coordination cost. While considering about the coordination cost, then it include the cost spend on information processing which is being done to bring coordination between work, people and machines involved in primary process and this indicates that this theory is successful in B2B business format. Mooney (2007) mentioned that on the other hand, the transaction cost can be majorly considered as economic equivalent of friction in terms of physical system and it may be possible that friction could be too great, less friction or even no friction which will impede the movement of work and in such circumstance, the cost of production turns quite high which results into no or less economic activity to take place. 

In short, Sanders (2007) defined that the business organization will make choice of that type of transaction which helps in economizing and also coordinating the cost process. As the information technology would keep on growing and will have rapid transformation then it will improve the performance of cost, and at such situation the unitary cost of coordination transaction will end up with zero value and this helps in designing of the innovation of coordination cost leading in fitting as per the requirement of new business. The terms “WWW, i.e. World Wide Web” is also being used in most innovative and attractive format to conduct the e- business and the involvement of electronic transaction indicates the need to reduce the charges of transaction cost in order to economise the e-business among customers. As per Sila & Dobni (2012) suggestion, the cost of transaction could be saved by using the information technology effectively which covers the entire hierarchy of market and ending up with value chain process of the e-business market. As per the study of Barney (1991), the author presented that he bought a high quality shirt with where the empirical cost is clearly explained and demonstrated that the actual cost of transaction ended up in lowering down of cost of purchase for the consumers. The example of author includes that e – business system actually eliminates unnecessary market hierarchy by involving itself into direct business with customer. Newbert (2007) mentioned that the elimination of entire market hierarchy would help in reducing the cost of transaction by eliminating the profit sharing of middle man like wholesalers, retailers etc. The result of elimination of different cost of transaction could be clearly visible in other markets and industries too where involves the process of disintermediation and reinter mediation. Sanders (2007) argues that, involvement of cheap coordinative transaction, with interconnected network which have been strategically deployed and also involvement of easy accessible database system, the combination of these process would result into making proportional shift of economic activity which will enable the cheaper electronic communication channel to conduct the operation of e-business. In last, transaction cost theory is moreover effective in case of B2B & B2C format both as online transaction and cost is primary factor in both the business formats.

[bookmark: _4i7ojhp]Diffusion Theory – According to Vanhaverbeke & Cloodt (2006) the diffusion theory is more about a social process which is being used in most innovative and effective manner to communicate the things via certain channel of communication to the targeted member of society or the targeted customer. This method is majorly used in case of B2B business where the organization dealing in specific goods and services would directly communicate and contact to their organizational customers in different manner. The diffusion process helps in clearly indicating the task to be done under electronic commerce setting where the task and need of transaction has to be communicated to the set organization and customers within particular market or industry. In E-business format, the communication and financial aspect of the organization operates on electronic data interchange by using internet and also WWW. As per Gatautis (2008) the diffusion perspective is more about the time, speed and cost in terms of effectiveness such as electronic diffusion which covers time, cost effectiveness by focusing more on connecting target customers. Troshani & Rao (2007) state that, the rate of diffusion and adoption is moreover determined by the characteristic of innovation, i.e. relative advantage, compatibility, complexity and observability. 

According to Sanders (2007), In E -Business the communication channel should be effectively applied as this can make or break the successful link between targeted customers. Though, the academicians argue that actual diffusion process operates when there is a face to face communication as this communication method engages the target audience directly but this face to face communication is not possible in case of e-business scenario. Though, most of the e-business organization have set up their online face to face communication system too but the same sounds too impractical and also excessive expensive as this method of engaging customers in online business format cannot operate on mass media process. Chaffey (2015) argues that, using the mass media process for advertising purpose is often considered as vague idea in most of the business circumstance as the system don’t assure that the message will effectively reach to the targeted audience. Jensen (2008) supports the comment against mass media that, the format of mass media actually operate in passive world where one to many way communication model work where the media covers current as well as future potential customers with no means to receive feedback. Sila & Dobni (2012) mentioned that the business organization has to make comprise between media channel where the business organization has to choose either face to face communication within smaller number of group and people where effective communication and feedback process would be possible and on the other hand, mass media can be chosen by the organization where the information would be spread to masses but no means of feedback system. The internet and World Wide Web system facilitates of using interactive multimedia system where one of many communication model is being implemented and the organization can also seek feedback from customers because of their important role in deciding the quality of service. 

Diffusion theory is majorly associated with upper management as in this theory caters the business format of business to business where one organization is supposed to connect the organization to sell the goods or services. Diffusion theory allows the organization to find and contact the target market instead of wasting time in connecting with mass marketing process. For example, the company like “Go daddy” will be more interested in connecting with those business organizations which are having medium level business turnover but they are not having online presence. The company like “Go daddy” will contact such organizations and offer them cost effective website and online presence.

Electronic messaging system would become effective and efficient by usage of internet system and also acts ideally. In fact, the medium used in e – business to disperse the information about the product and carry out the transaction us also cost effective and also one to one target medium. Mohapatra (2012) mentioned that the e – business format combines the role of brick and mortar store as well as mass media market where the organization can target larger number of customers at the same time from different part of world and also the individuals can be monitored and targeted specifically in critical mass process. In order to promote the e- business scenario, the internet and World Wide Web capability need to be improved and also have to develop new concepts and models which can help in marketing and diffusion of product and services. The diffusion theory is more about using most innovative method of communication and promotion in e- business and this type of process would be more effective in case of B2B business rather than B2C.

[bookmark: _Toc513601120]Management Theory Appropriate for Traditional as well as E-Business Scenario
E – Business is also derived from the traditional business scenario and the aim of both type of business format is to earn the profit and promote themselves as much as possible. There are various management theories which were earlier being used for traditional business format but now the same can also be implemented on E – Business scenario. Though, these management theories need to use in different context and the same will be explained in upcoming sections. There are below mentioned management theories applicable on both the business scenario:

Value Chain Analysis – Value chain analysis business model is one of the most prominent business model which was developed by Michael Porter and this model has been created to carry out the value to its customers and deliver the great profit margin. The model was discovered in 1980s and was majorly applicable on traditional business format as it was formed with physical process of primary activity and support activity. The primary activity is more about inbound logistics, Operations, Outbound logistics, Marketing & Sales and Service. The support activities include Infrastructure of firm, human resource management, technology and procurement. 

While talking about applicability of value chain analysis in e-business system, the according to Zeng & Huang (2004), a new set of theoretical format is being developed to deploy the value chain analysis model in e-business system. The primary activity majorly turns into e - logistics, e-operations, e-marketing and sales.
Traditional Value Chain Layout
[image: See the source image]
[bookmark: _Toc513601121]Figure 1: Value chain Layout
According to Zeng & Huang (2004), the value chain analysis is one of the most prominent business model which is being developed by Michael Porter and it explains full range activities being covered by traditional business organization including production, designing, marketing and distribution of product and in the similar manner, the model is applicable in case of e-business too. A value chain for an item is the chain of activities that are performed by the business to include an incentive in making and conveying the item. For instance, when you purchase an item in a store or from the web, the value chain incorporates the business choosing items to be sold, buying the segments or instruments important to assemble them from a distributer or maker, masterminding the show, showcasing and publicizing the item, and conveying the item to the customer. 
E-Commerce Value Chain Model
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The value chain display, as initially showed by Porter (1985), distinguishes nine deliberately applicable exercises that make esteem and decrease cost in a particular business. These nine values making exercises comprise of five essential exercises and four help exercises. The essential exercises speak to the succession of carrying materials into the business (inbound coordination’s), changing over them into conclusive items (activities), sending out definite items (outbound coordination’s), advertising, and administration. The help exercises incorporate acquirement, innovation improvement, human asset administration, and firm framework. This model is extremely useful for distinguishing particular exercises in business where aggressive procedures can be connected and where data frameworks are well on the way to have a key effect. Fruitful execution of online business in an association ought to be founded on an exhaustive comprehension of the regions in the esteem chain where internet business can include esteem most. All the more imperatively, to prevail with regards to increasing upper hand, online business is to be founded on the general corporate system. Among a large group of basic regions/factors in the value chain that significant associations have thought about for setting up a sound online business procedure incorporate part of middle people, esteem estimating, coordination’s/obtaining, satisfaction, and esteem nets among others. 

[bookmark: _GoBack]Hofstede’s Cultural Dimensions Model – During 1970s, Hofstede published certain aspects of cultural dimensions which are usually being designed for traditional business model. There are six aspects of dimensional model which includes, Power distance index, individualism & collectivism, Masculinity & Femininity, Uncertainty avoidance index, pragmatic versus normative and lastly Indulgence versus restraint. Zeng & Huang (2004) mentioned that, these aspects define the basis of searching new customers base in foreign location in terms of brick and mortar store and the same is also applicable in case of e-business system too.
Comparative Analysis of Hofstede’s Cultural Dimension
	Cultural Dimensions
	Definition
	Traditional Business
	E – Business Model

	Power Distance
	Power distance refers to the aspect where less powerful member of society state that power is distributed unequally.
	In traditional business format, power distance is low. In traditional business format, the scope of transaction and business is low.
	The e- business organization covers international boundaries too, because of which the power distance is higher.

	Individualism & Collectivism
	According to Individualism, the ties between individual is lose whereas collectivism state that culture strongly bounds together.
	Collectivist groups prefer shopping via traditional means as they are interested in communicating with people and getting more and more information.  
	Individualistic people are more inclined towards online shopping as they don’t want to gel with people much and more interested in their own work.

	Masculinity – Femininity
	Masculinity refers to the place where gender roles are clearly described whereas Femininity refers to the area where gender roles overlap.
	The aspect of masculinity and femininity don’t affect in case of traditional or e-business system.

	Uncertainty Avoidance
	Uncertainty avoidance refers to the situation where member of society feels threated or secured.
	In traditional business format, the people feel more secured against self – check of product and payment security.
	Most of the people in Asian region don’t trust on e-commerce websites and avoid to make payment.

	Confucian Dynamism
	Confucian dynamism refers to allocation of time duration.
	In traditional business, the time duration is relatively lower.
	In e-business format, people might take longer time to think and then buy the product.



Concerning Hofstede's (1980) social measurements in internet business setting, (Su and Adams, 2005) examined that online business plans of action created for the West may not be absolutely appropriate for the East. Yap and Dad (2006) additionally proposes online business plan of action created in one social condition as it will not prove reasonable for other culture and Evers and Day (1997) considered the clients' social contrasts in plan of web interfaces. The outcomes demonstrated that 87% of the individualistic culture was fulfilled utilizing innovation adjusted to their way of life, contrasted with 70% of the collectivist societies. Sinkovics et al. (2007) give a social esteem examination of German, U.S., U.K. Latin American internet business sites in view of Hofstede's and Hall's social measurements. Discoveries propose that organizations need to work harder on growing socially adjusted sites.

Social attributes were vital to consider when showcasing or making an architecture for any business hoping to extend to another nation. This was observed to be particularly valid in the investigation directed by Lo and Gong (2013) which analysed the distinctions in web based business sites between The United States of America and China. Fifty web based business sites were looked into from every nation. They particularly centred around the effect of culture on the sites' shading utilization, page format, site substance and intelligence. It was discovered that the U.S. utilized the most noteworthy measure of blue took after by white, dark and yellow though China utilized the most elevated measure of blue took after by red, yellow and dark. Culture assumed a part for China since red symbolizes good fortunes, riches and marriage yet white speaks to death and grieving. Dynamic standards and liveliness were observed to be higher in the page designs of the Chinese sites though the U.S. utilized more blank area and symbols. They found that the page designs can be credited to China's high vulnerability shirking record and a strategy to make trust. These destinations likewise used this format to convey more guests to their locales to enable trust to be set up through its way of life's collectivist nature. 

Eskander and Abdul (2014) led an examination to decide whether IKEA's way of life could fit in to The Kingdom of Saudi Arabia's way of life. The examination was directed through meetings and perceptions. IKEA picked Ghassan Ahmed Al Sulaiman as its establishment proprietor. He was a well - known specialist in The Kingdom of Saudi Arabia. This did much to pick up shopper confide in this collectivist society. Its first store was just 800 square meters. IKEA now has three stores in The Kingdom of Saudi Arabia. Two of these stores are 28,000 square meters and one is 22,000 square meters. A standout amongst the most critical components to IKEA's accomplishment in The Kingdom of Saudi Arabia was the establishment proprietor that was picked. Since he was outstanding, business would be acquired. There were different components that added to IKEA's achievement in The Kingdom of Saudi Arabia.

Resource Based Theory – According to Pee et al (2008) the resource based theory mainly address two major question in e-business format as well as in traditional business format, firstly what resources can be offered through organization’s e-window, so that the same can add competitive advantage to the business organization. Secondly, how the resources of business organization would help them in achieving the superior performance and also remain competitive in dynamic industry.

Grandson et al (2011) argue that, resource based theory consider that the e- business organization operates on combination of various resources and capabilities at same time. Pee et al (2008) state that heterogeneity and immobility are two factors which actually operates on resource based theory and under this system, it is suggested that e-business organization should use rare, valuable, imitable and non – substitutable product as resource of e- business in order to create and sustain the competitive advantage of the business organization whereas the traditional business format is already operating on certain specific goods and services under the terminology of resource based theory.

Tallud (2014) conducted a study on resources of IT based business as well as on traditional business and their impact on performance of business organization and in such scenario, the e-business organization actually make distinguishing effect on capabilities of firms and also their asset by stating that capability of e-business organization is more like an asset which can be used repetitively for the action of usage of asset as compared to traditional business format. The hierarchy of resources used by e-business organization along with higher order capabilities and usage of ability of rim to incorporate the IT asset system tends to improve the performance of the organization which is usually not being done by traditional business organization. 

Resource based theory can be appropriately used in context of e-business, though earlier it was specifically being designed for traditional business format. As the business environment is quite dynamic which is adding too much complexity to the e-business system in terms of time compression, dynamic nature of internet world, imperfection of the market and these issues forces the e-business organization to develop the resources and capabilities which can support the business operation more effectively and efficiently. According to Chaffey (2007), in E – business format, there are various critical factors such as good and harmonious relationship with customers and stakeholders, a good reputation, effective and fast market response which can be managed and same is also being required in case of traditional business format too. Further, Jensen (2008) adds that the resource based theory enables to develop the complementary relation between resources and capabilities of the organization and those capabilities can be online or offline, or the capabilities which are task oriented and task specific. The e-business system also helps in embedding and developing the capability to resist imitation and substitution of product which will result into adding competitive advantage to the business organization. In last, by helping the business organization to identify the valuable, rare, Unique and also the product which cannot be substituted in e-business scenario, then resource based theory can better help in improving the understanding of e-business system and its value creation. 

[bookmark: _Toc513601122]Possible Outcomes
In above mentioned section, there are various management theories have been studied which were focusing on aspect of traditional business as well as e-commerce system. Though, the major question of this research is that, whether there is any particular management theory which is specifically being designed for e-business system then the outcome is that, YES. There are number of theories which have been designed or applicable in case of E-Business scenario and four of them have been explained in above mentioned section too. Though, it’s a different matter that the context of those management theories are applicable in different scenarios of e-business system, as some of the theories are focused towards customer orientation, upper management and operational level. There are majorly four theories being discussed with respect to first objective of the study and it was found that e-commerce system lacks the area of trust as the buyers and sellers have no face to face communication but the transaction need to be done at very first stage by the buyers. Trust theory raises the issue of trust which need to be reaped between the parties which are communicating via a means of electronic system and there is no identity revelation between both the parties. 

Further, the second theory is para social theory which was initially developed during 1956, when the business organization started engaging celebrity for the product endorsement which was actually lacking the aspect of interpersonal communication and personalization of shopping environment to be given to business organization. The concept of para social theory is also applicable in case of e-business system which has to make effort and set the algorithm to personalize the shopping experience of consumers as the e-commerce system lacks the aspect to touch and feel.

Third theory is about transactional cost theory which defines, the concept of transaction becomes more vulnerable to explain in case of e-commerce and e- business system as there are few aspects of consumers and sellers existing at the stake. It has been found that, transactional cost done by consumers need to be trust worthy and further the cost includes in various aspects of production and distribution cost which need to give an added advantage to the consumers against traditional business format. In simple, no e- business can be complete in absence of transactional cost.

Last theory defined in this segment was diffusion theory, which is based on context of operation. Diffusion theory explains about the type of channel to be used along with business type in order to contact and reach the target customers. The theory shows that, there is no face to face communication happens in case of online business system but diffusion theory helps in identifying that which channel is supposed to be picked and disperse the information. For example, the consumer product and service company will chose email method to contact the customer directly then on the other hand, a car insurance company will put e- banner on car selling website etc.

In second scenario, there are enough management theories available which can be applicable in case of both e-commerce as well as traditional business formats. There are three management theories discussed in this segment, i.e. Michael Porter’s value chain analysis, Hofstede’s cultural model and resource based theory. Value chain analysis model is meant for operational level aspect as this is more about maintaining and managing the supply of products from vendors to consumers in most effective manner by integrating the entire departments of the organization. In this study, the concept of value chain has been used in e-business system too but with slight modification as the business scenario of e-commerce sites are quite different as compared to traditional business format. Hofstede business model is usually being used by upper management because it is moreover associated with decision of starting operation in overseas locations. The model is equally important for traditional as well as e-business scenario. The last theory explained is resource based theory, which focuses more on allocation of resources and their deployment. This theory is also related to upper management where the organization focuses in resource management.

[bookmark: _Toc513601123]Support of Outcome
There are different outcome of this report, that first there are particular management theories exists which are applicable in case of e-business scenario, though the context of those theories are different. On the other hand, there are those management theories too exits which can be applicable for both traditional business format as well as e-business system. The context of the theories is mentioned below:
E – Business Theories
	Trust Theory
	Customer orientation

	Para social theory
	Customer orientation

	Transactional Cost theory
	Operational aspect

	Diffusion theory
	Upper management context


E – Business & Traditional Theories
	Value Chain Analysis
	Operational aspect

	Hofstede Cultural Theory
	Upper management context

	Resource based approach
	Operational aspect



In last, in personal context, it is supported that, e-business and traditional business operate on different approach because of which there should have separate management theories to cater the need of both type of business formats.

[bookmark: _Toc513601124]Evidence of Argument
In this study, there are different theories being studied formulated by different authors have been studied which shows that, there are different business context associated with theory and these theories are designed for e- business as well as for traditional business format too depending upon the situation. There are different journal articles being studied here, for example, trust theory is supported by the work of Castelfranchi & Falcone (2016) and para social theory is explained by Fu, Xu & Yan, 2017. In the same manner, there are different other studies too, such as Amit & Schoemaker (1993), Centindamar & Kilitcioglu (2013), Chaffey (2007), Chong et al (2010), Khalifa  & Shen (2008) etc. are explaining about other theories too and their relevance with aspect to e – business and also with aspect to e – business as well as traditional business. Though, there may be more alternative theories existing about the subject but in this report no explanation has been made about the same.

[bookmark: _Toc513601125]Benefits of Answers
In this assignment, a focus has been made with respect to drawing about possible management theories which are specifically applicable on e-business system and also the second objective of study is to identify the type of management theories which are applicable on both e-business and also traditional business format. 

There are four major theories being identified as e-business specific such as trust theory, para social theory, diffusion theory and also transactional cost theory. On the other hand, there are three theories identified which are meant for both e-business as well as traditional business, i.e. Hofstede’s cultural model, Value chain model, Resource based theory. 

As far as benefit of this assignment is that, this assignment has clearly identified the management theories which can be applicable on e-business and this study would help the business man and various academic researcher to simplify their work. In fact, the business persons will be able to focus on specific management theory which will fulfil their requirement and need not to use hit and trial method in order to finalize their business model on any theory specific.

[bookmark: _Toc513601126]Recommendations
The major recommendation of the study has been explained below:
· Firstly, management theories have been developed after a long observation by industry expert, so these theories hold importance in almost every business, though it can be possible that the e-business need to make slight modification in their operation based on their business approach.
· Secondly, the management theories also comes with certain limitation, so the management must not completely rely on success of theories on e-business until the management add certain value to itself.

[bookmark: _Toc513601127]
CONCLUSIONS
The entire study revolves around the e-business system. Now a days, e-business is faring well in the economy and they are giving tough competition to the traditional business system which is operating on set management theories and principles. The purpose of assignment is to identify the specific management theories which are applicable on e-business and also second the question of the study is about the management theories which are applicable on both e-business and also traditional business. The study indicated that there are four theories, i.e. trust theory, para social theory, diffusion theory and transactional cost theory which are meant for e-business and on the other hand, theories like Hofstede model, value chain and resource based approach are applicable on both e-business as well as traditional business format.

According to Hackbarth & Kettinger (2000), Organizations will dependably be in a make up for lost time mode. A genuine breakout system may never be accomplished, yet a focused on progress methodology can enable an organization to adjust rapidly in a powerful and dynamic commercial canter.
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