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Abstract—This paper represents an annotated 

bibliography of interest for development on new 
internet-based strategies for efficient company 
management, effective customer-relationships, 
development, outsourcing, and negotiation 
infrastructure in mobile semantic web, with a 
special emphasis on transitional economies. Each 
bibliographical unit (a paper) to be presented 
belongs to the one of the following categories: 

TE (Transition economies) 
EB (Electronic business) 
MB (Mobile business) 
SW (Semantic web) 
IS (Internet strategies) 
CRM (Customer relationship management)  
OS (Outsourcing) 
NG (Negotiation) 
MM (Marketing methods) 
SC (Supply chain) and  
MG (Management). 
The approaches described in presented papers 

can serve as justification for the application of a 
novel approach introduced by this author: iterative 
gradual refinement based on the back tracking and 
feedback (IGRBTF). This paper concludes with the 
essence of the proposed approach, which is the 
subject of a follow-up paper. 
  

1. INTRODUCTION 
he field of interest for this study includes a 
vast body of knowledge. However, this study 

includes only the work which is of interest as a 
justification for a new approach elaborated later 
on.  

Each paper is presented in a uniform way, with 
approximately one extended sentence, which 
points to the essence. For easier reading, all 
relevant references are classified, and listed at 
the end of this survey. 

2. CLASSIFICATION 
The basic classification used in this paper is 

flat, but it can easily be made hierarchical, if so 
necessary for future research.  

Basic classes are defined in the abstract and 
more precise descriptions are presented next, 
from a number of various sources.  More 
elaborated descriptions can be found in the open 
literature. 
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2.1 .Definition of the TE class 
The term "transition economy" has often been 

used to describe the process of change in 
economies (such as in Eastern Europe) which 
are passing from a socialist economic system to 
a free market system based on private property. 
Transition economies undergo economic 
liberalization, letting market forces set prices and  
lowering trade barriers, macroeconomic 
stabilization, where immediate high inflation is 
brought under control, as well as restructuring 
and privatization, in order to create a financial 
sector and move from public to private ownership 
of resources. 

 

2.2 Definition of the EB class 
Electronic business (e-business) is any 

process that a business organization conducts 
over a computer-mediated network. It does not 
include only buying and selling, but also servicing 
customers and collaborating with business 
partners. Today, this is mostly done using the 
Web-based technologies. 

 

2.3 Definition of the MB class 
Business combines business processes, 

electronic business, and digital wireless  
communications (in other words, doing business 
using wireless services). It also means delivering 
real-time action and information anytime, 
anywhere via Web, e-mail, and mobile devices to 
employees, managers, partners, and customers. 
Mobile business technology enables you to 
achieve high organizational agility and deliver 
data, services, and products to customers 
wherever they are. 

 

2.4 Definition of the SW class 
The Semantic Web is a technology that intends 

to create a universal medium for information 
exchange, by putting documents with computer-
processable meaning (semantics) on the World 
Wide Web. The Semantic Web is about two 
things: common formats for interchange of data 
(where on the original Web we only had  an 
interchange of documents) and language for 
recording how the data relates to real world 
objects. For the semantic web to work in 
everyday applications computers must have 
access to structured collections of information 
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and sets of inference rules that they can use to 
conduct automated reasoning. 

 

2.5 Definition of the IS class 
Internet Strategy presents a comprehensive 

plan to clearly define one party's goals for its own 
web site, vision to be transferred to the visitors of 
the web site, and how the website will achieve 
the purpose one party has for it. In other words, it 
is the plan for using the World Wide Web to add 
long-term value to ones company.  Globally, it is 
a "game" plan that one will use to  expand either 
e-business (enhancing business to business 
capabilities and transactions over the web) or 
eCommerce (providing goods and services over 
the web to one’s customers). 

 

2.6 Definition of the CRM class 
Customer Relationship Management is a 

business strategy to identify, cultivate, and 
maintain long-term profitable customer 
relationships. It requires developing a method to 
select your most profitable customer 
relationships (or those with the most potential) 
and working to provide those customers with a 
service that exceeds their expectations. CRM 
entails all aspects of interaction a company has 
with its customer, whether it is sales or service 
related.  For example, an enterprise might build a 
database about its customers  that described 
relationships in sufficient detail so that 
management, salespeople, people providing 
service,  and perhaps a selected customer can 
directly access information, match customer 
needs with product plans and offerings,  remind 
customers of service requirements, know what 
other products a customer had purchased, and 
so forth. 

 

2.7 Definition of the OS class 
Outsourcing (or contracting out) is often 

defined as the delegation of non-core operations 
or jobs from internal production within a business 
to an external entity (such as a subcontractor) 
that specializes in that operation. Outsourcing is 
a business decision that is often made to lower 
costs or focus on competencies. Basically, it is 
contracting with organizations outside your 
country for work that could otherwise be done by 
employees within your company. Business 
process outsourcing is the act of giving a third-
party the responsibility of running what would 
otherwise be an internal system or service. 
Typically, companies that are looking at business 
process outsourcing are hoping to achieve cost 
savings by handing the work to a third-party that 
can take advantage of economies of scale by 
doing the same work for many companies. 

 

2.8 Definition of the NG class 
Negotiation is a business process by which 

parties involved try to decide upon the issue of 
each party's contribution to the entire deal.  It 
begins with an overview of the concepts of 
negotiation in businesses and goes on to 
different types of negotiation methods and 
technology's impact upon them. A business 
negotiation policy is a general guiding principle 
for achieving a business negotiation goal under 
some specified conditions. Negotiation process 
must be moral or ethical, it must respect the 
inherent worth and dignity of those involved or 
affected. 

 

2.9 Definition of the MM class 
Marketing is the act or process of buying and 

selling in a market. It is an organizational function 
and a set of processes for creating, 
communicating and delivering value to 
customers, and also for managing customer 
relationships in ways that bring benefit to the 
organization and its stakeholders. Marketing can 
be observed as a tool to help promote economic 
growth and development in a community. 

 

2.10 Definition of the SC class 
A supply chain, logistics network, or supply 

network is a coordinated system of organizations, 
people, activities, information and resources 
involved in moving a product or service in 
physical or virtual manner from supplier to 
customer. The primary objective of supply chain 
management is to fulfil customer demands 
through the most efficient use of resources, 
including distribution capacity, inventory, and 
labour. The supply chain is typically comprised of 
multiple companies who are increasingly 
coordinating activities via an extranet. 

 

2.11 Definition of the MG class 
Management represents the group of 

individuals who make decisions about how a 
business is run, the person or persons who 
control or direct a business, or other enterprise. 
Also, it can be the initiation and maintenance of 
an investment portfolio.  Project management is 
the discipline of organizing and managing 
resources in such a way that these resources 
deliver all the work required to complete a project 
within defined scope, time, and cost constraints.  
Knowledge Management caters to the critical 
issues of organizational adoption, survival and 
competence in face of increasingly discontinuous 
environmental change. 
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                             * * * * *  
In principle many other classifications can be 

generated. This one includes only the issues of 
importance for the specific research of the 
author, related to a newly proposed approach. 

 

3. PRESENTATION  
Each one of the above defined classes 

includes examples, which are presented next 
(minimum there per class). 

 

3.1. The TE class 
The TE class includes 4 papers, and their 

essence is presented next. 
Paper [Guru 2002] investigates and analyses 

the specific conditions of an economy in 
transition (Romania), and the appropriate 
strategies for the implementation and use of e-
banking. 

Paper [Hadidi 2006] is dealing with the issue of 
implementing e-finance related initiatives, in 
order to achieve the United Nations Millennium 
Goal. 

Paper [Vij 2006] focuses on the on the issues 
and challenges in e-banking, with a special focus 
on the regulatory and taxation issues. 

Paper [Alter 2001] investigates the 
fundamental concepts in information systems, in 
the light of different meaning and implications of 
e-business and questions about the nature of the 
user in e-business. 

 

3.2. The EB class 
The EB class includes 12 papers, and their 

essence is presented next. 
Paper [Tan 2006] analyses and specifies agent 

security services for as Agentcities banking 
services. 

Paper [Yibin 2003] instigates new challenges 
in E-banking related to policy implications from 
the prospective of society, banks, and regulatory 
authority as well as government. 

Paper [Kerem 2006] presents the development 
of a small and successful example of fast 
introduction of information and communication 
technologies in Estonia, in spite of the fact that 
little more that ten years ago it was a 
technologically relatively backward Soviet 
country. 

Paper [AL-Taitoon 2004] discusses how a 
global help desk unit accomplishes help to 
mobile professionals in a global banking 
organization. This is achieved through analysis of 
the call tickets from the global helpdesk tracking 
system. 

Paper [Malhotra 2002] examines the key 
assumptions of any informatics strategy and 
demonstrates why they should be considered 
afresh. 

Paper [Ahearne 2006] performs a study within 
one company and mixes multiple data sources in 
order to analyse sales person performance. 

Paper [Hawkins 2006] deals with e-business 
from both philosophy and technology aspects. 

Paper [Galbraith 2006] examines the 
valuations of B2B Internet firms, and the issue of 
post-IP short-term under pricing (not good for 
profit) and long-term underperformance (also not 
good for profit). 

Paper [Lee 2006] observes e-business like a 
tool for effective Internet-based computing and 
communications to execute both front-end and 
back-end business processes. 

Paper [Aissi 2006] proposes a Process 
Coordination Framework for Web services and 
outlines the building blocks required for e-
business automation. 

Paper [Papazogly 2001] promotes a use of 
new global networking possibilities like sharing 
sales data, customer buying patterns, and future 
plans in order to achieve better revenue. 

Paper [Geoffrion 2006b] presents the idea to 
connect operations research with related analytic 
technologies and information technologies as a 
vital engine of further development for the digital 
economy. 

 

3.3. The MB class 
The MB class includes 4 papers, and their 

essence is presented next. 
Paper [Ropers 2006] investigates mobile 

business opportunities to create new revenue 
streams and enhance customer profitability and 
retention without breaking a successful e-
business strategy. 

Paper [Kim 2004] analyses e-business 
implication of the mobile Internet. 

Paper [Camponovo 2006] focuses on the 
strategic uncertainties in a mobile business, 
where a large number of actors are trying a 
number of strategic approaches to position them 
in the most favourable position in the value 
system.  

Paper [Giaglis 2006] extends the definition of 
mobile business to include a complementary set 
of ‘micro’ applications in indoor environments 
(such as museums, exhibitions, hypermarkets, 
and others), where location awareness can 
become a crucial parameter of value-added 
service provision. 

 

3.4. The SW class 
The SW class includes 4 papers, and their 

essence is presented next. 
Paper [Losada 2005] contains the WSMO 

descriptions of the Semantic Web Services that 
will be deployed in the context of the mortgage 
comparison application. 

Paper [Osterwadler 2002] introduced new e-
business model ontology in the light that using 
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the concepts of business models can measure, 
simulate and learn more about the different 
aspects of e-business. 

Paper [Gordijn 2006] presents a conceptual 
modelling approach to b-business called e3-
value that is designed to help define how 
economic value is created and exchanged within 
a network of actors. 

Paper [Gisolfi 2001] explores the business 
impact of web service, how to identify a relevant 
solution opportunity, and how to evaluate the 
many vendor strategies building around this 
technology. 

 

3.5. The IS class 
The IS class includes 8 papers and their 

essence is presented next. 
Paper [Porter 2006] discusses the strategy 

used in Internet technology to shift the basis of 
competition away from quality, features, and 
service and toward price, making it harder for 
anyone in their industries to turn a profit. 

Paper [Damanpour 2006] analyses 
cooperation integration dealing with the issues 
like customer loyalty, profitability, and competition 
advantage in the domain of e-business. 

Paper [Bradshaw 2006] presents extensive 
research conducted over several years by Ovum 
researchers posing as customers into customer 
relationship management, call centre, and e-
commerce strategies, and the software required 
to support them. 

Paper [U.S Department of Commerce 2000] 
analyses issues of dramatic cost reductions in 
computers, computer components, and 
communication equipment as an important 
influence of U.S. economic expansion. 

Paper [Gupta 2001] discusses issues in 
adapting and creating technologies used to 
design, build and deliver e-business applications. 

Paper [Akkermans 2006] analyses information 
technology as a key strategic factor in industry, 
not just a tool to increase business-as-usual 
efficiency. 

Paper [Kauffman  2003] presents various 
phenomena in the field; just as the Internet has 
changed the way many businesses conduct 
business, the Internet can also change the way 
academic researchers gather data.  

Paper [Baake 2000] focuses on e-business 
applications (i.e., IT-applications) based on 
Internet technologies that support all types of 
business processes and products of an 
enterprise. 

 

3.6. The CRM class 
The CRM class includes 4 papers and their 

essence is presented next. 
Paper [Rygielski 2006] observes (through data 

mining) the extraction of hidden predictive 
information from large databases - organizations 

can identify valuable customers, predict future 
behaviours, and enable firms to make proactive, 
knowledge-driven decisions.  

Paper [Massey 2006] describes a 4-year 
initiative undertaken by IBM to re-engineer its 
customer relationship management process and 
capitalize on knowledge-based resources. 

Paper [Romano 2002] presents the status and 
maturity of electronic commerce customer 
relationship management, an emerging subfield 
of management information systems. It is 
investigated through an exhaustive literature 
review of 369 articles from the first published 
article in 1984 through conference papers given 
in 2001 and 2002.  

Paper [Grönroos 2006] discusses the nature 
and sometimes negative consequences of the 
dominating marketing paradigm of today,  
marketing mix management, and furthermore 
discusses how modern research into, for 
example, industrial marketing and services 
marketing, as well as customer relationship 
economics, shows that another  approach to 
marketing is required. 

 

3.7. The OS class 
The OS class includes 3 papers and their 

essence is presented next. 
Paper [Zeidler 2001] discusses the value of 

outsourcing in the light that it delivers the best 
class people, processes and technology under a 
pricing arrangement those benefits from 
economies of scale. 

Paper [Schubert 2001] analyses the issues in 
"virtual world," where   e-government and e-
business are joined and working together. 

Paper [Ono 2001] examines outsourcing to test 
whether productivity-enhancing specialization is 
facilitated in bigger cities. 

 

3.8. The NG class 
The NG class includes 3 papers and their 

essence is presented next. 
Paper [Hammer 2000] presents architecture 

and framework, including negotiation protocol for 
automated negotiations applying multiple IDEAL 
(Internet-based Dealmaker for E-business) 
servers. 

Paper [Kumar 2006] explains the commonality 
in the structure of different price negotiation 
mechanisms such as fixed price sales, various 
forms of auctions, and brokerages.  

Paper [Beam 2006] provides a definition of 
automated negotiation within electronic 
commerce. It outlines two barriers to automated 
negotiation: the ontology issue and the strategy 
problem. 

 

3.9. The MM class 
The MM class includes 3 papers and their 
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essence is presented next. 
Paper [Luo 2001] presents trust production and 

privacy concerns on the Internet as a framework 
based on relationship marketing and social 
exchange theory. 

Paper [Barakat 2006] approaches marketing 
as the business function that identifies customer 
needs and wants,  determines which target 
markets the organization can serve best, and 
designs appropriate products, services, and 
programs to serve these markets (basically it is a 
tool that guides the entire organization). 

Paper [Grönroos 2006] discusses the nature 
and sometimes negative consequences of the 
dominating marketing paradigm of today, 
marketing mix management, and furthermore 
discusses how modern research into, for 
example,  industrial marketing and services 
marketing, as well as customer relationship 
economics, shows that another approach to 
marketing is required. 

 

3.10. The SC class 
The SC class includes 3 papers and their 

essence is presented next. 
Paper [Tatsiopoulos 2006] presents research 

results in the area of Extended Production Data 
Management System development, which 
supports (by the business processes) order 
management, subcontractor selection, and multi-
site/multi-firm production orders release. 

Paper [Johnson 2002] examines how the Web 
is changing supply chain management. 

Paper [Chopra 2006] deals with the question of 
Internet value in a firm, in the light that such a 
value strongly depends on the firm's industry and 
firm's strategy that it pursues. 

 

3.11. The MG class 
The MG class includes 3 papers and their 

essence is presented next. 
Paper [Phan 2002] presents a study of e-

business competitive advantage strategies using 
the success of Intel as an example. 

Paper [Barua 2006] identifies the critical links 
between e-business drivers, financial indicators,  
and operational excellence measures. 

Paper [Geoffrion 2006 a] analyses the impact 
of the emerging digital economy on management 
science research.  

 
                             * * * * *  
This survey covers a relatively broad list of 

topics; however, for all  the covered topics, one 
can say that the existence of the Internet and  
present-day high technology, enables one to 
create an iterative feedback- based approach to 
treatment of selected issues in e-business and e-
commerce, and wider. 

The presented literature shows a drawback of 
all solutions elaborated in the here before 

specified literature. This is the fact that the first 
step solution, based on the Internet data, is never 
optimal. One has to do iterative step-by-step 
refinement, cautiously taking into account the 
effect of the previous iterations. This is done by 
connecting feedback and facts. This is especially 
the case in the countries in transition. This 
means the solutions from strong economies have 
to be applied cautiously and taking into 
considerations feedback facts (culturally and 
economically specifics make a difference). 

In other words, some of the presented 
approaches include elements of look-ahead and 
are proactive, but none of them include a solid 
algorithmic base for iterative refinement based on 
feed-back. Therefore, there is obviously a room 
in this field for innovations based on iterative 
refinement and feedback. 

 

4. ESSENCE OF THE PROPOSED APPROACH 
 

Essence of the proposed new approach can be 
understood from the title of the approach: 
Iterative gradual refinement based on the back 
tracking and feedback (IGRBTF). 

One can make a business decision which is 
believed to be correct (approximately correct), 
and then one can employ high-tech monitoring 
tools (including the Internet), to see the effects. If 
effects (according to the selected performance 
measure) are showing a positive trend (no matter 
what is the chosen criterion of positive trend), 
one can continue with a more detailed model of 
decision-making. One can proceed (with a 
constant awareness about feed-back) through 
the whole business process. A pseudo-code for 
the IGRBTF may look as follows (subject to 
improvement in the follow up research): 

While the business process is in progress, Do: 
a. Make an appropriate decision 
b. Establish performance monitors 
c. Track the effects of the decision 
d. Create the feed-back analysis, based on  
    output  from performance monitors. 
e. Do not stop if results satisfactory, since the  
    environment may change in the near future;  
    do keep informing upstream the decision- 
    making process about the current  
    state-of-the art. 
End Do! 
This approach ensures that, especially in 

rapidly changing economies, the decision-making 
process will become adaptive to the changing’s 
in the environment. This issue is of importance 
both for established markets, and for markets 
that are developing. 

The follow-up paper develops this pseudo-
code into more details and applies the approach 
to the specific environments of financial auditing, 
e-government, and digital economy in Serbia. 
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5. CONCLUSION  
This paper first presents a survey of a number 

of related fields, and tries to extract the essence 
from a number of relevant references. Then, it 
presents the findings and proposes a business 
decision making methodology, applicable to 
general e-business and e-commerce based on  
telecommunications, and wider. 

Various groups of researchers and 
practitioners can benefit from this paper. It can 
serve as a starting point for reading, for those 
who like to enter the field, and it can also serve 
as the starting point for research efforts to create 
new methods based on high-tech tools or the 
Internet. 

The future work implies a more rigorous survey 
of selected papers, as well as the development of 
a detailed methodology, based on the pseudo-
code presented here. Of course, theoretical and 
empirical evaluation of the proposed 
methodology has to be completed in the future, 
too. 

 
 

ACKNOWLEDGMENT 
The author is thankful to Professors Bozidar 

Radenkovic and Jovan Filipovic of Belgrade 
University, Serbia, for their input during the most 
critical stages of this research. Also to John 
O'Connor and Cathleen Sullivan of Purdue 
University for their initial feedback related to the 
methodology used for this study. 

REFERENCES 
[1]  [Guru 2002]  C., Guru, “E-banking in transition 

economies: The case of Romania,” Journal of Financial 
Services Marketing, Volume 6, Number 4, June 2002, 
pp. 362-378. 

[2] [Hadidi 2006] Hadidi, Rasule, “The Status of E-finance in 
Developing Countries” 

[3] [Vij 2006]  Vij, M., “E-Banking: An Emerging Perspective 
of the Regulatory and Taxation Issues” 

[4] [Alter 2001] Alter, S., Ein-dor, P., Markus, M. L., Scott, 
J., Vessey, I., “Does the trend toward e-business call for 
changes in the fundamental concepts of informational 
systems? A debate”, Communications of the Association 
for Information Systems, Volume 5, Article 10, April  
2001 

[5] [Tan 2006] Tan, J. J., Poslad, S, Titkov, L., “Securing 
agent-based e-banking services” 

[6] [Yibin 2003] Yibin, M., “E-Banking: Status, Trends, 
Challenges and Policy Issues”, CBRC Seminar “The      
Development and Supervision of E-banking”, Shanghai, 
Nov. 24-26, 2003 

[7] [Kerem 2006] Kerem, K., “Internet Banking in Estonia” 
[8] [Al-Taitoon 2004] Al-Taitoon, A., Sorensen, C., 

“Supporting Mobile Professionals in Global Banking: The 
Role of Global ICT-Support Call-Centres,” Journal of 
Computing and Information Technology, vol. 12, no. 4, 
pp.  297-308.  

[9] [Malhotra 2002] Malhotra, Y., “Knowledge Management 
for E-business performance: Advancing Information   
strategy TI “Internet Time”, Information Strategy, The 
Executives Journal, vol (16) 4, Summer 2002, pp.5-16 

[10] [Ahearne 2006] Ahearne, M., Schillewaert, N., “The 
Effect of Information Technology on Salesperson” 

[11] [Hawkins 2006] Hawkins, J. L., “What's E-Business? 
Buzzword du jour, or mandatory for the Millennium?” 

[12] [Galbraith 2006] Galbraith, C. S., “IPO Performance in 
Business to Business “B2B” E-Commerce Firms: Effects  
of Strategy and Industry 

[13] [Lee 2006] Lee, H. L., Whang, S., “E-Business and 
Supply Chain Integration” 

[14] [Aissi 2006] Aissi, S., Malu, P., Srinivasan, K., “E-
Business Process Modeling: The Next Big Step,” Intel  
Labs 

[15] [Papazoglou 2001] Papazoglou, M. P., “Agent-oriented 
technology in support of e-business enabling 
development of “intelligent “ business agents for 
adaptive reusable software”  

[16] [Geoffrion 2006 a] Geoffrion, A. M., Anderson, J. E., 
Krishnan, R., “Prospects for Operations Research in the 
E- 

[17]  Business Era” 
[18] [Ropers 2006] Ropers, S., “New Business Models for the 

Mobile Revolution” 
[19] [Kim 2004]  Kim, J.,  Lee, I., Lee, Y.,  Choi, B., “Exploring 

e-business implications of the mobile internet: a cross-
national survey in Hong Kong, Japan and Korea,” Int. J. 
Mobile  Communication, Vol. 2, No. 1, 2004  

[20] [Camponovo 2006] Camponovo, G.,  Pigneur, Y., 
“Business model análisis applied to mobile business” 

[21] [Giaglis 2006] George M. Giaglis, G. M., Pateli, A., 
Fouskas, K., Kourouthanassis, P.,  Tsamakos, A., “On 
the Potential Use of Mobile Positioning Technologies in 
Indoor Environments” 

[22] [Losada 2005] Losada, S., Corcho, O., Contreras, J., 
Montes, M. M., Luis, J., Sergio, B., Richard, B.,  Ribas, 
J., DIP Data, Information and Process Integration with 
Semantic Web Services FP6 – 507483, WP 10: Case 
study eBanking D10.4 WSMO descriptions of 
Application, June 29th, 2005 

[23] [Osterwalder 2002] Osterwalder, A., “An e-Business 
Model Ontology for Modeling e-Business,”  15th Bled 
Electronic Commerce Conference e-Reality: 
Constructing the e-Economy, Bled, Slovenia, June pp 17 
- 19, 2002 

[24] [Gordijn 2006] Gordijn, J.,  Akkermans, H., “Designing 
and Evaluating E-Business Models” 

[25] [Gisolfi 2001] Gisolfi, D., “Web services architect, Part 1: 
An introduction to dynamic e-business Search Advanced 
Help” 

[26] [Porter 2006] Porter, M. E., “Strategy and the Internet” 
[27] [Damanpour 2006] Damanpour, F., “E-business E-

commerce Evolution: Perspective and Strategy” 
[28] [Bradshaw 2006]  Bradshaw, D.,  Brash, C., “Managing 

customer relationships in the e-business world: how to 
Personalise computer relationships for increased 
profitability” 

[29] [Gupta 2001] Gupta, A., “Living applications,” Enterprise 
Systems Journal, Feb 2001, Vol. 16, pp 22-27 

[30] [Akkermans 2006] Akkermans, H., “Intelligent E-
Business: From Technology to Value” 

[31] [Kauffman 2003] Kauffman, R. J., Wood, A., 
“Revolutionary research strategies for e-business 
management: A philosophy of science perspective for 
research design and data collection in the age of the 
internet” 

[32] [Bayer 2000] Bayer, F., Junginger, S., Kühn, H., “A 
Business Process-Oriented Methodology for Developing 
E-Business Applications,” Proceedings of the 7th 
European Concurrent Engineering Conference 
(ECEC'2000), April 17-19, 2000, Leicester.  Society for 
Computer Simulation (SCS). pp. 32-40 

[33] [Rygielski 2006] Rygielski, C., Wang, J., Yen, D. C., 
“Data mining techniques for customer relationship   
management” 

[34] [Massey 2006] Massey, A. P., Montoya-Weiss, M. M.,  
Holcom, K.,  “Re-engineering the customer   relationship: 
leveraging knowledge assets at IBM” 

[35] [Romano 2002]  Romano, N. C., Fjermestad, J., 
“Electronic Commerce Customer Relationship 
Management: An  Assessment of Research” 

[36] [Grönroos 2006]  Grönroos, C., “From Marketing Mix to 
Relationship Marketing Towards a Paradigm Shift in  
Marketing” 

[37] [Zeidler 2001] Zeidler, W. C., “Employing eBusiness 
practices through outsourcing,” Ohio CPA Journal, 
Columbus, Jan-Mar 2001 



 

 62

[38] [Schubert 2001] Schubert, P., Häusler, U., “E-
Government meets E-Business: A Portal Site for Startup 
Companies in Switzerland,” Proceedings of the Hawai'I 
International Conference On System Sciences, January 
3-6, 2001, Maui, Hawaii.     

[39] [Ono 2001]  Ono, Y., “Outsourcing Business Service and 
the Scope of Local Markets” 

[40] [Hammer 2000] Hammer, J., Huang, C. B., Huang, Y. H., 
“The IDEAL Approach to Internet-Based Negotiation for 
E-Business” 

[41] [Kumar 2006] Kumar, M., Feldman, S. I., “Business 
negotiations on the Internet” 

[42] [Beam 2006] Beam, C., Segev, A., Haas, W. A.,  
“Automated Negotiations: A Survey of the State of the 
Art” 

[43] [Luo 2001] Luo, X., “Trust production and privacy 
concerns on the Internet A framework based on 
relationship marketing and social exchange theory” 

[44] [Barakat 2006] Barakat, P. H., Garris, S., “Principles of 
Marketing An Independent Learning Course” 

[45] [Tatsiopoulos 2006] Tatsiopoulos, I. P., Ponis S. T., 
Hadzilias E. A., Panayiotou N. A.,  “Realisation of the 
Virtual Enterprise Paradigm in the Clothing Industry 
through E-Business Technology” 

[46] [Johnson 2002]  Johnson, M. E, Whang, S., “E-business 
and supply chain management:An overview and 
framework”, Production and operations management, 
Vol. 11, No.4, Winter 2002, USA 

[47] [Chopra 2006] Chopra, S.,  Mieghem, J. A. V., “Which E-
businessis right for suplí Caín?”  

[48] [Phan 2002] Phan, D. D., “E-business development for 
competitive advantages: a case study,” Information & 
Management 40 (2003) 581–590 

[49] [Barua 2006]  Barua, A., Konana, P., Whinston, A., Yin, 
F., “Making E-Business Pay: Eight Key Drivers for 
Operational Success” 

[50] [Geoffrion 2006 b]   Geoffrion, A. M., Krishnan, R., “E-
Business and Management Science: Mutual Impacts 
(Part 1 of 2)” 

 


