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This Master’s thesis addresses different approaches using which a foreign IT company 

could enter Russian manufacturing industry with its enterprise information systems and IT 

services. In order to define the most suitable market entry approach, several aspects related 

to Russian manufacturing enterprises are studied. These aspects include challenges of 

doing ICT business with the previously mentioned enterprises, their perception of ICT role 

and their ICT preferences, as well as their buying behavior related to acquisition of 

information systems (IS).  

 

The study results show that there are several challenges that can be faced by a foreign IT 

vendor when starting conducting ICT business with Russian manufacturing enterprises. 

The results also show that Russian manufacturing industry is still rather immature in sense 

of business process automation, and its IT buying behavior is rather specific and 

complicated. The results suggest that an efficient way to approach these enterprises is 

through a network of trusted partners that consists of reliable Russian IS integrators and 

business consultants having established connections to Russian manufacturing companies 

and possessing the needed competence.  
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Tässä diplomityössä tarkastellaan eri keinoja, joilla ulkomaalainen ICT –alan yritys voi 

lähestyä venäläisiä valmistusyrityksiä omilla enterprise –tason informaatiojärjestelmillään 

ja IT –palveluillaan. Sopivimman lähestymiskeinon määrittämiseksi, tässä työssä tutkitaan 

erilaisia asioita, jotka liittyvät venäläisiin valmistusteollisuuden yrityksiin. Näinä asoita 

ovat mm. ulkomaalaisen ICT –alan yrityksen kohtaamat haasteet, jotka liittyvät venäläisiin 

valmistusyrityksiin, näiden ICT –valmiustaso ja kokema ICT –järjestelmien tärkeys ja 

preferenssit, sekä näiden yritysten ostoskäyttäytyminen liittyen ICT –järjestelmien 

hankkimiseen. 

 

Tämän työn tulokset paljastavat useita haasteita, jotka ulkomaalainen ICT –alan yritys voi 

kohdata matkallaan kohti venäläisiä valmistusteollisuuksia. Tulokset myös osoittavat, että 

venäläisen valmistusteollisuuden liikeprosesssien automaatio on edelleenkin niin sanotusti 

lastenkengissä, ja sen ostoskäyttäytyminen on omanlaatuinen ja monimutkainen. Tulokset 

ehdottavat, että tehokas tapa lähestyä näitä yritysksiä on perustaa partenriverkosto, johon 

kuuluvat luotettavat venäläiset ICT –järjestelmien integroijat sekä liiketoimintakonsultit, 

joilla on jo ennestään hyvät suhteet venäläiseen valmistusteollisuuteen sekä tarvittava 

kompetenssi.  
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1 INTRODUCTION 

1.1 The Role of ICT in Industrial Enterprises 

Research in the field of ICT (Information and Communication Technology) and its 

application in industry has revealed that ICT increases an enterprise’s productivity by 

enabling it to store, retrieve, manipulate and analyze data faster than ever before (Kudyba 

and Diwan, 2002, p. 332). For instance, ICT has enabled agile manufacturing1 (Lau and 

Wong, 2001; Gunasekaran, 1999) and enterprise agility2 (Overby et al., 2006).  

Enterprise systems such as ERP (Enterprise Resource Planning), SCM (Supply Chain 

Management) and CRM (Customer Relationship Management) systems have been shown 

resulting on companies’ financial benefits (Hendricks et al., 2007). Ahearne et al. (2007) 

reported that CRM-based IT (Information Technology) expands salespeople’s knowledge 

and improves their presentations skills, targeting abilities and call productivity. In supply 

chain management, IT can also expand the information infrastructure beyond an 

enterprise’s boundaries. This, in turn, would support information flows between customers 

and suppliers. (Gunasekaran and McGaughey, 2002, p. 1) 

Manufacturing has been also reported benefiting from IT that can support managerial 

decision making as well as planning and control at every organizational level. Moreover, it 

can support or replace staff such as technical specialists and production workers.  CIM 

(Computer Integrated Manufacturing) or FMS (Flexible Manufacturing System) are 

examples of more advanced automated manufacturing systems. In these systems, ICT 

directly guides and controls product manufacturing processes. (Gunasekaran and 

McGaughey, 2002, p.1) 

A successful ICT application in manufacturing industry is presented by Bertolini et al. 

(2007). In their study, through a simulated scenario, the authors show how ICT tools 

                                                 
1 Agile manufacturing refers to “the capability of surviving and prospering in the competitive environment of 
continuous and unpredictable change by reacting quickly and effectively to changing markets, driven by 
customer-designed products and services” (Gunasekaran, 1999, p. 1). 
 
2 Enterprise agility means the ability of an enterprise to efficiently adapt and perform in rapidly changing 
environments (Overby et al., 2006, p. 120).  
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applied for supply chain management can be used for considerably decreasing lead time3 

in suppler/buyer relationship in Italian footwear industry. Their results reveal (Table 1) 

that, with proper ICT tools, the supply chain lead time could be decreased by almost 33 %.  

Table 1: The supply chain lead time analysis of the North-West Italian 
footwear industry (a) before adopting ICT tools and (b) after adopting ICT 
tools. VA = value-added, NVA = non-value-added. (Bertolini et al., 2007) 

Variable (a) (b) ∆ (%) 

Total lead time (days) 210 141 ↓ 32,9 

Total time for VA activities (days) 341 334 ↓ 2,1 

Total time for NVA activities (days) 161 100 ↓ 37,9 

VA (%) 67 77 ↑ 14,9  

ICT solutions have been successfully applied for reel and sheet cutting at a paper mill 

(Correia et al., 2004). In their research, Correia and her colleagues addressed a real-life 

problem of production planning and cutting optimization of reels and sheets at a 

Portuguese paper mill. By implementing the problem solving optimization algorithm as a 

software solution, they showed that the production cycle of a paper mill could be reduced 

and last minute order could be included in planning of paper cutting. As the result, the 

paper mill adopted the developed tool and later reported considerable economic and 

environmental benefits gained by its usage. For example, the transformation losses 

decreased at least by 3 % meaning more than 1000 tons of paper a year. 

Banking industry has also benefited from ICT. For example, the analysis of data including 

information on eleven years of performance of several Korean banks has shown that IT 

investments contributed to increased productivity of Korean banking industry (Jung et al., 

2003). Another related study focused on Nigerian banking and insurance sector (Ugwu et 

al., 2000).  The study revealed that IT had positive impact on, among other things, 

competitive advantage, market segmentation, high revenue generation, increased market 

share, reduced paper work, savings in labor, quick access to data, and forecasting in 

Nigerian banks and insurance companies. 

                                                 
3 A supply chain lead time can be defined as ”the time spent by the supply chain to process the raw materials, 
to obtain the final products and to deliver them to the customer” (Bertolini, et al., p. 199). 
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1.2 Macro-Economic Framework of Russian Federation 

For the last ten years, Russia’s role in the global economy has been considerably 

increasing. As Table 2 illustrates, between years 1997 and 2007, Russia’s gross domestic 

product (PPP adjusted) was experiencing a steady growth that was in average around 9 % 

annually. According to Tiusanen (2008, pp. 7-11), Russia’s huge natural resource base is 

the most important influencing factor in this development as Russia has been significantly 

profiting from the strong global demand of crude oil, raw metal and natural gas. However, 

the total growth of Russia’s GDP (PPP adjusted) between 1991 and 2007 was only 63,1 %, 

which is clearly low in comparison to that of Central Eastern Europe, where it was in 

average 148,2 %. 

Table 2: GDP per capita at PPPs (€) in Russia and Central Eastern Europe (WIIW, 2008, Table I/1.3).  

  1991 1993 1995 1997 1999 2001 2003 2005 2007 ∆4 

Russia 7 550 6 100 5 300 5 510 5 800 7 130 8 310 10 030 12 330 63,1 

Growth5 %  -19,2 -13,1 4,0 5,3 22,9 16,5 20,7 22,9  

Estonia 5 460 4 780 5 310 6 820 7 560 9 130 11 290 13 960 17 460 219,8 

Poland 4 480 4 910 6 100 7 520 8 560 9 410 10 140 11 480 13 670 200,2 

Slovak  R. 5 820 5 380 6 920 8 330 9 000 10 350 11 500 13 570 17 020 173,6 

Slovenia 8 540 8 640 9 820 12 440 14 140 15 750 17 290 19 780 23 050 162,7 

Romania 4 010 3 910 4 530 4 710 4 620 5 440 6 500 7 930 10 000 137,1 

Hungary 6 780 6 770 7 340 8 350 9 530 11 630 13 100 14 360 15 990 136,2 

Czech R. 8 800 9 050 10 150 11 830 12 390 13 890 15 220 17 130 20 120 120,2 

Lithuania 7 100 4 910 4 810 6 180 6 900 8 200 10 170 12 030 15 090 113,5 

Latvia 6 520 4 200 4 600 5 610 6 420 7 660 8 980 11 180 14 420 112,4 

Bulgaria 4 440 4 280 4 680 4 290 4 800 5 770 6 710 7 890 9 490 106,8 

 

With the economical boom, Russia has been also experiencing a significant FDI inflow. As 

Figure 1 shows, the growth dynamics of Russia inward FDI flow varied quite much. 

However, in year 2007 the inflow was several dozens times bigger than in year 1993. 

Cyprus and Virgin Island, known as tax heaven countries, have been the biggest investors 

in Russia, which might simply mean that “flight capital” has been only repatriating 

(Tiusanen, 2008, p.15). So, the FDI development pattern illustrated in Figure 1 might be 

misleading and not tell all truth.  

 

                                                 
4 Difference in % between years 1991 and 2007. 
5 Periods of 2 years starting from 1991. 
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Figure 1: Dynamics of Russia’s inward FDI flows per capita in USD between 1993 – 
2007 (UNCTAD, 2009). 

 

Table 3 illustrates inward FDI stock per capita of Russia, Central Eastern Europe and 

Finland. When compared Russia’s inward FDI stocks per capita figures with those of the 

Central Eastern European countries, we can observe that the latter have been attracting 

considerably more foreign direct investments. For example, the stock of Estonia, being the 

leader of inward FDI flows in Central Eastern Europe, was 4.5 times more in year 2007 

than Russia’s one. The reasons for such a good performance in inward FDI stocks of 

Central Eastern Europe can be found e.g. in its attempts to recover from the collapse of 

communism and build the market economy, which could be enhanced by foreign 

investments (Tiusanen, 2006a, p. 7). However, probably the biggest incentive of foreign 

direct investments in the former Eastern block can be obviously found in its possibility of 

the EU membership (Tiusanen, 2006b, pp. 50-51), which originally pushed the new EU 

members towards the development of their economy and institutions and created an 

attractive FDI environment in them (Tiusanen, 2006a, p. 9).  

While new EU members (members of the former Eastern block) have been active in 

seeking for and attracting foreign investors, Russia, not aiming at getting the EU 

membership, has been acting in the opposite way. It has especially been unwilling to 

accept foreign dominance if the exploration of natural resources. For example, currently 

there is only one joint venture in oil sector: the one between Tyumen Oil and British 
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Petroleum. Even that only joint venture has faced obstacles in its business operations. 

(Tiusanen, 2008, p. 17) 

In 2008, Russia adopted a new law that was dealing with so called strategic investments. 

As the result of that law, around 40 sectors now require the government’s permission for 

FDI. For example, telecom and Internet providers are now strategically important sectors. 

Russian government seems to aim at strict control of FDI activities, which makes the 

investment climate there rather unattractive and complicated for foreigners. (Tiusanen, 

2008, p. 17)  

Another drawback of Russia’s investment climate could be seen in its delayed WTO 

(World Trade Organization) accession that has still not happened. One of the biggest 

obstacles for that is related to intellectual property. Though Russia’s laws on intellectual 

property are considered consistent with international obligations, their enforcement has 

been problematic and inefficient. (Tarr, 2007, p. 13) 

Table 3: Inward FDI stocks per capita (USD) in Russia, Central Eastern Europe and Finland between 1993 – 
2007 (UNCTAD, 2009). 

  1993 1995 1997 1999 2001 2003 2005 2007 ∆6 

Russia 1,2 37,6 91,6 123,7 360,4 665,1 1252,6 2274,2 -

Romania 9,4 36,2 107,6 255,0 378,5 559,1 1193,7 2841,8 25,0 

Poland 60,0 203,2 378,1 677,5 1 074,6 1511,4 2374,9 3731,7 64,1 

Lithuania 37,3 97,0 290,8 585,2 765,2 1436,0 2397,3 4330,2 90,4 

Latvia 86,1 247,2 522,4 749,0 985,9 1406,6 2141,4 4608,2 102,6 

Bulgaria 29,2 53,3 129,2 270,8 370,7 812,2 1788,5 4779,2 110,2 

Slovenia 990,1 1332,5 1118,5 1354,6 1305,3 3163,1 3630,6 5171,0 127,4 

Slovak R. 120,5 241,8 390,9 591,9 1036,0 2705,8 4391,3 7551,4 232,0 

Hungary 539,3 1094,4 1745,7 2271,4 2689,8 4767,7 6143,9 9710,9 327,0 

Czech R. 331,9 712,9 898,3 1714,6 2653,8 4441,0 5952,1 9922,6 336,3 

Estonia 172,7 468,8 819,2 1789,6 2319,3 5177,6 8398,1 12426,6 446,4 

Finland 833,1 1657,2 1854,1 3547,9 4638,8 9633,9 10405,1 16152,9 610,3 

 

As the result of the steady economical growth, Russian industrial sector has been 

successfully recovering from the downfall resulted by Soviet Union’s collapse in year 1991 

(Tiusanen, 2008, p. 8). Though Russia’s manufacturing activity level in year 2006 was still 

                                                 
6 Difference with Russia in % for year 2007. 

 8



only 70,8 % of the level of year 1991, it was still significantly higher than in year 2002, 

then it was only 52,6 % as illustrated in Table 4. 

Table 4 reveals that pulp & paper industry has experienced an outstanding growth. In year 

2002, it was already 92,6 % of year 1991, whereas in 2006 it was already 112,9 %. This 

essential increase is resulted by Russia’s ideal preconditions for the development of 

chemical wood processing activities thanks to cheap energy, a vast raw material base as 

well as the steadily increasing demand of paper boosted by the economic boom (Tiusanen, 

2008, p. 8).  

Table 4: Russia's manufacturing production in 2002 and 2006 
(Tiusanen, 2008, p.8). 

% of production in 1991 
Manufacturing Industry Branch 

2002 2006 

Food & beverages 63,1 77,6 

Textiles & textile products 24,6 25,2 

Pulp & paper 92,6 112,9 

Fuels 64,6 75,6 

Chemicals 70,1 82,3 

Rubber & plastic products 53,4 75,3 

Non-metallic minerals 42,3 56,4 

Metallurgy 73,5 94,2 

Machinery & equipment 31,4 46,8 

Electrical & optical equipment 45,3 99,6 

Transport equipment 38,7 53,9 

Manufacturing Total 52,6 70,8  
 

However, there are some issues worth of addressing related to Russia’s pulp & paper 

industry. The devaluation of the local currency in 1998 influenced favorably import-

substituting branches such as pulp & paper in Russia. As an outcome of that devaluation, 

the competition in pulp & paper business became suboptimal, i.e. weak. In its turn, the 

absence of significant competition affected the rationalization and modernization of the 

pulp & paper industry. Moreover, ruble’s depreciation started in the end of year 2008 has 

been further strengthening the position of local produces making competition caused by 

importing goods unlikely. Thus, acts related to rationalization and modernization of 

Russia’s pulp & paper industry are not urgent in the current situation. (Tiusanen, 2009) To 

summarize, as the demand of pulp and paper products has been growing and no strong 
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competition has been occurring, pulp & paper manufactures have not seen need for their 

restructurization and development. 

Pulp & paper industry is capital intensive, which means that a new production facility 

should not be built if some obstacles or stoppages, e.g. related raw materials support, 

occur. In pulp & paper sector, FDI activities in Russia have been rather weak, which can 

be explained by, among other things, ambiguities with forest felling rights. (Tiusanen, 

2009) For example, Finnish Ruukki Group, planning a sawmill and a pulp mill in 

Manturovo, has lost several million Euros of its investments in 2008, when a new authority 

of Kostroma region declined the priority status, promised to Ruukki Group by the previous 

authority. The priority status would enable the company to acquire felling rights so that it 

would not have to go to raw material auction. (HS, 2009a) This is one more example of 

Russia’s problematic FDI climate. 

As seen in Table 4, not only pulp & paper industry, but also metallurgy and electrical & 

optical equipment industries have almost reached the production level of year 1991. For 

example, in 2006 the former was already well above 90 % whereas the latter reached the 

level of 99,6 %. The success of Russian metallurgical companies can be explained by a 

strong demand for metallurgy products caused by China’s strong economical growth 

(Tiusanen, 2008, p. 17). However, because of the ongoing global financial crisis, especially 

metallurgy industry, being heavily dependent on export, should find its way to saving 

costs. (Tiusanen, 2009) 

Table 5 (next page) presents Russia’s inward FDI stock by economic activities in percents 

of total published by Vienna Institute for International Economic Studies. We can see that 

Russia’s manufacturing industry, despite the above discussions, was the biggest receiver of 

FDI in year 2005. Especially car manufacturing industry has been receiving considerable 

amounts of FDI. For instance, 25 percent of AutoVaz, Russian biggest car producer, is 

owned by French Renault (HS, 2009b).  

Currently, there are several big international car producers in Russia. Among these are 

Toyota, VW, GM, Nissan and Ford. A strong incentive for FDI in Russia’s car 
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manufacturing industry can be found in avoiding import tariffs that have been steadily 

growing. (Sergeeva, 2007) 

Table 5: Russia’s inward FDI stock by economic activities 
in % of total in 2005 (WIIW, 2008) 

Sector % 

Agriculture, hunting and forestry 1,0 

Fishing 0,1 

Mining and quarrying 25,9 

Manufacturing 39,0 

Electricity, gas and water supply 0,3 

Construction 0,2 

Wholesale, retail trade, repair of vehicles, etc. 1,5 

Hotels and restaurants 0,0 

Transport, storage and communication 0,5 

Financial intermediation 1,2 

Real estate, renting & business activities 1,9 

 

However, doing business in Russia is not easy. Foreign companies that operate in Russia 

may encounter many different challenges that can cause obstacles for their business 

activities. Table 6 (next page) illustrates the most addressed challenges that can be faced 

by foreign enterprises aiming at entering Russia. As the table reveals such challenges as 

missing connections, bureaucracy and corruption have been addressed most often. 

One of the biggest challenges that will be most probably faced by a foreign entrant is the 

role of connections in Russia. Haapaniemi et al. (2003, p. 101) say: “Networks are the 

means derived from the Tsar times to survive in the jungle of authorities” to describe the 

importance of networks in Russia. The authors also add that networks are the requirement 

for doing Business in Russia, and their meaning has not disappeared even though one can 

get everything with money now. They also say that not everyone can be accepted in the 

network. (Haapaniemi et al., 2003, pp. 101-102) 

According to Dubas and Lee (2001), bureaucracy plays in Russia a big role. The authors 

explain: “It [bureaucracy] pervades all aspects of business whether at the customs, 

taxation or enterprise registration. A businessperson is subject to an endless process of 

stamps, forms and signatures by notaries, auditors, bookkeepers and inspectors.” (Dubas 
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and Lee, 2001, p. 2) Bureaucracy could become especially a big challenge for foreign 

enterprises that do not posses enough experience and stamina of doing business in Russia 

and who do not have good connections in that country.  

Table 6: Challenges faced by foreign companies operating in Russia. 
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1 Bureaucracy         
2 Role of networks, connections & relationships        
3 Corruption        
4 Formalism        
5 Sense of time        

6 Maneuvering        

7 Deficit of trust        

8 Cultural difference        
9 Different organizational environment        

10 Different management styles        

11 Language        

12 Economic instability        

13 Instability in society        

14 Political instability         

15 Inefficient legislation        

16 Confusing government regulations        

17 Frequent changes in business law        

18 Ineffective law enforcement         

19 Lack of understanding of Western business methods        

20 Poor customer orientation        

 

Corruption is another serious challenge of doing business in Russia. For example, 

Haapaniemi et al. (2003, p. 111) describe Russia’s corruption in the following way: 

“Finland in this respect [meaning corruption] is one of the clearest countries and Russia 

represents the other extremity”. The authors hold forth a hope: “One can survive in Russia 

without bribing (depending on the business sector), if one has time to wait and has 

patience to run again and again to solve one’s deal…” (Haapaniemi et al., 2003, p. 111) 

Corruption in Russia is also much addressed by e.g. Levin and Satarov (2000), Safavian et 

al., (2001), Cheloukhine and King (2007) as well as World Bank (World Bank, 2006). 
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Table 7 includes the information on the corruption perceptions indexes (CPI) of Russian 

Federation, the new EU members and Finland. It is based on the statistics published by 

Transparency International. The table illustrates that, among the listed countries, Russia 

has been the most corrupted one for the presented period of time, and it has been holding a 

rank of the most corrupted countries on Earth. The table reveals that Russia is also far 

behind from Bulgaria that is the most corrupted country of the EU and that has lately 

received a lot of attention because of its severe corruption problems (e.g. Rankin and 

Soares, 2007; Waterfield, 2008a; Waterfield, 2008ab). Tiusanen & Malinen (2006, p. 5) 

mention that Russian high-level corruption takes its roots in the USSR, where large-scale 

stealing of state property was happening because of the permanent unreliability of material 

supplies; “it is clear that the soviet system of central planning had been unable to function 

without the colorful activities of the shadow economy”, the authors explain.  

 

Table 7: The corruption perceptions index dynamics in Russia, Central Eastern Europe and Finland 
(CPI, 2004; CPI, 2005; CPI, 2006; CPI 2007; CPI, 2008). 

2004 2005 2006 2007 2008 Country 

Rank CPI Rank CPI Rank CPI Rank CPI Rank CPI 

Russia 90 2,8 126 2,4 121 2,5 143 2,3 147 2,1 

Bulgaria 54 4,1 55 4,0 57 4,0 64 4,1 72 3,6 

Romania 87 2,9 85 3,0 84 3,1 69 3,7 70 3,8 

Poland 67 3,5 70 3,4 61 3,7 61 4,2 58 4,6 

Lithuania 44 4,6 44 4,8 46 4,8 51 4,8 58 4,6 

Latvia 57 4,0 51 4,2 49 4,7 51 4,8 52 5,0 

Slovak Republic 57 4,0 47 4,3 49 4,7 49 4,9 52 5,0 

Hungary 42 4,8 40 5,0 41 5,2 39 5,3 47 5,1 

Czech Republic 51 4,2 47 4,3 46 4,8 41 5,2 45 5,2 

Estonia 31 6,0 27 6,4 24 6,7 28 6,5 27 6,6 

Slovenia 31 6,0 31 6,1 28 6,4 27 6,6 26 6,7 

Finland 1 9,7 2 9,6 1 9,6 1 9,4 5 9,0 

The lowest rank 145 158 163 179 180  
 

Transparency International keeps also track on corruption perception of different 

organizations and institutions on most of the countries in the world. The figures presented 

in Table 8 (next page) are based on Global Corruption Barometer (2007, p. 22). As the 

table reveals, in the case of Russia, the most of the studied organizations are perceived 

rather corrupted, and the business/private sector being one of the most corrupted sector. 
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Thus, corruption is not common only among Russia’s governmental structures but also in 

the private sector, and foreign company aiming at entering Russian B2B market should be 

aware of the fact and ready to that. 

Table 8: Different sectors and institutions in Russia, some of Central Eastern Europe 
countries as well as Finland and their corruption scores: 1 = not perceived corrupted at 
all … 5 = perceived highly corrupted (Global Corruption Barometer, 2007, p. 22) 

Sector/Institution/Organization RU BG CZ LT RO PL FI 

Political Parties 3,7 4,3 3,6 4,0 3,9 4,2 3,3 

Parliament/Legislature 3,9 4,2 3,4 4,0 3,9 3,9 2,5 

Business/Private Sector 3,9 3,9 3,3 3,6 3,6 3,9 2,9 

Media 3,7 3,0 2,8 3,0 2,8 3,4 3,0 

The Military 3,8 2,8 3,2 2,3 2,4 3,1 1,8 

Non-governmental organizations 3,2 3,2 2,6 2,6 2,6 3,3 2,5 

Religious Bodies 2,5 3,0 2,4 2,0 2,2 3,2 2,6 

Education System 3,9 3,4 2,9 2,9 3,0 3,1 2,0 

Legal System/Judiciary  3,9 4,3 3,6 3,9 3,8 3,8 2,1 

Medical Services 3,9 4,1 3,4 3,9 3,7 4,0 2,1 

Police 4,1 4,0 3,8 3,7 3,7 3,8 1,8 

Registry and Permit Services 3,7 3,3 3,4 2,9 2,9 3,7 1,7 

Utilities 3,0 2,7 2,5 2,1 2,4 2,7 2,2 

Tax Revenue Authorities 3,4 3,6 2,6 2,4 2,6 3,2 2,1 

 

1.3 On a Way of Doing B2B ICT Business in Russia 

Despite of multiple challenges, some of the previously discussed facts and figures make 

Russia, and especially Russian manufacturing industry, rather attractive for foreign 

companies doing ICT business with industrial enterprises. Still, many questions can arise 

when a foreign ICT organization decides on entering Russian industrial sector with its 

software products and consultancy services. Among these might be questions like “What is 

the buying behavior of Russian manufacturing enterprises in regarding ICT solutions?”, 

“How should Russian industrial enterprises be approached?”, “How to gain trust of 

Russian manufacturing companies?”  
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The objective of this study is to explore how a foreign ICT vendor that offers enterprise 

information systems7 and related services could approach companies of Russian 

manufacturing industry sector8 and become their trusted partner. As the result of the thesis, 

the market entry action plan is to be created to address the above presented objective. The 

action plan would be based on the following information discovered during this study:  

(a) Challenges that foreign IS vendors might encounter when doing ICT business with 

Russian industrial enterprises, 

(b) The perception of ICT role by Russian industrial enterprises and their ICT 

preferences (including the perception of foreign information systems), and 

(c) Knowledge about the enterprise information systems buying behavior of Russian 

industrial enterprises. 

The rest of the thesis is structured as follows. A comprehensive theoretical framework that 

will support the action plan to be proposed is illustrated in chapter 2. Research design and 

methodology, described in section 3, includes the presentation of research questions, 

research methods and research data. In this study, mixed methods research involving 

qualitative and quantitative research methods is to be applied. Research data is to be 

collected with semi-structured in-depth interviews, and a questionnaire which will be based 

on the results of the analysis of the interviews. Research findings are reported and 

discussed in section 4. The action plan is proposed in section 5. The conclusions of this 

study are done in section 6. 

                                                 
7 In this thesis, mainly ERP systems are addressed. These information systems are used by enterprises for 
planning their activities such as human resource management, sales and delivery management, supply chain 
management, customer relationship management, warehouse management, accounting, quality management, 
project management etc., to automate and facilitate various business operations of the enterprise (e.g. 
Kettunen and Simons (2001)). 
   
8 E.g. food & beverages production, machine & device manufacturing, component and system providers, 
cyclic & process manufacturing, mass customization and project manufacturing, wood products, pulp, paper 
and paper products, etc.  
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2 THEORETICAL FRAMEWORK 

The theoretical framework of this thesis will include three separate parts. These are: (1) 

theories of internationalization and their impact on market entry, (2) international market 

entry strategy, and (3) industrial buying behavior. The purpose of the last one is to give us 

means for exploring the buying behavior of Russian industrial enterprises, while parts 1 

and 2 will review the most common ways of entering a foreign market.   

2.1 Theories of Internationalization and their Impact on Market 

Entry  

Many internationalization theories have been invented (e.g. discussed by Dunning (1988) 

Whitelock (2002) Ruzzier et al. (2006); Hollensen (2001 pp. 65-64). Here we will limit 

these theories to the most addressed ones. These theories are: the Uppsala 

internationalization model, the Dunning’s eclectic paradigm, the network model and the 

monopolistic advantage theory. 

2.1.1 The Uppsala Internationalization Model  

According to Uppsala internationalization model developed in 1970, a company that starts 

its international operations would first prefer to expand to fairly nearby markets. It would 

then gradually expand to more distant markets. An internationalizing company would also 

start its foreign operations with export and only then it would, again, gradually proceed to 

operation modes that require more commitment, e.g. foreign sales or production 

subsidiaries. The four stages of Uppsala internationalization process are: (1) no regular 

export activities, (2) export using independent representatives, (3) establishing a foreign 

sales subsidiary, and (4) staring foreign production or manufacturing. (Hollensen, 2001, p. 

48)  

Uppsala model suggests that companies penetrate new markets with successively greater 

psychic distance. Psychic distance includes differences in language, culture and political 

systems, i.e. factors that disturb the flow of information between the internationalizing 

company and the target market.  (Hollensen, 2001, p. 49) 
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2.1.2 The Dunning’s Eclectic Theory 

According to the Dunning’s eclectic paradigm, a company would be engaged in 

international business trough FDI as the following three conditions become satisfied: (1) 

ownership advantage, (2) locational advantages and (3) internalization advantages. The 

first condition implies that a company owning foreign production facilities has bigger 

ownership advantages in comparison with other foreign companies. The second condition 

implies that a company must derive advantages from its assets in its foreign markets: labor, 

materials, logistics, etc. In the third condition, it must be more profitable for a company to 

use its advantages (e.g. some special know-how) rather than losing them by e.g. engaging 

in contractual arrangements. (Dunning, 1988; Hollensen, 2001, p. 47) 

The Dunning’s eclectic paradigm has been used in studying internationalization of 

software industry companies. For example, in their works Brouthers et al., (1996) study the 

application of Dunning’s eclectic paradigm in defining the impact of ownership and 

locational advantages on the selection of entry modes in the computer software industry 

(see chapter 2.2.3 for more details). 

2.1.3 The Network Model 

In business networks, the involved companies are linked to each other through so called 

exchange relationships. The needs and capabilities of these companies are mediated 

through interaction that takes place in the relationships. The networks are loosely coupled, 

which means that participants of a network can engage in new relationships or break old 

ones. This gives the networks a more flexible structure than in a hierarchical model. The 

networks in some country may extend far beyond it boarders. This, in turn, gives a 

company an opportunity to internationalize by using relationships in the networks. Once 

entering such a network, the internationalization process of a company will often be faster. 

(Hollensen, 2001, pp. 60-62) 

Coviello and Munro (1997) as well as Moen et al. (2004) have shown in their studies the 

importance of networks for the internationalization of small software companies. Coviello 

and Munro (1997, p. 372) reported the following: “the rapid and successful growth of the 
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case firms appears to be a result of their involvement in international networks, with major 

partners often guiding foreign market selection and providing the mechanism for market 

entry”. 

2.1.4 The Monopolistic Advantage Theory 

The monopolistic advantage theory of foreign direct investment deals with those investing 

companies that possess monopolistic advantages over local companies. According to the 

theory, these foreign companies can run subsidiaries abroad more profitably than the local 

competitors situated in the target market. The monopolistic advantages are specific to the 

company itself rather than to the location of its production. Moreover, these advantages 

belong to the company and they are not maid available to the competitors. (Root, 1978, p. 

521) 

There are two main categories of the monopolistic advantages: superior knowledge and 

economies of scale. Superior knowledge comprises all those intangible skills that belong to 

the company and that give it a competitive advantage in a target market. These skills might 

include, for instance, technological, managerial, organizational and marketing skills. 

Superior knowledge allows the company to create its products (or offers services) in such a 

way that they are distinguishable from those of competitors.  (Root, 1978, p. 521) 

2.2 International Market Entry Strategy  

International market entry strategy is a comprehensive plan that defines the objectives, 

goals, resources as well as policies that guide international business operations of a 

company over a future period. That future period should be long enough for a company to 

achieve sustainable growth in world markets.  The time horizon of international market 

entry strategy is from three to five years for most companies. During that time, a company 

is supposed to achieve enduring market performance. (Root, 1994, p. 2) 

A company’s entry strategy is usually not a single plan, as it is common to speak, but 

rather a combination of several individual product/market plans. It is wrong to assume that 

the response to a specific entry strategy would be the same across different foreign markets 
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and different products. This is why managers are supposed to plan the entry strategy for 

each product in each market. After creating the individual plan for each product in each 

market, the mangers should bring these plans together to form the corporate international 

entry strategy. (Root, 1994, pp. 3) 

2.2.1 The Elements of an International Market Entry Strategy 

Root (1994, p. 3) suggests four subsequent decisions that lead to the product and market 

entry strategy. The decisions comprise (1) assessment and selection of products and target 

markets, (2) definition of objectives and goals, (3) selection of an entry mode to penetrate 

the selected market, and (4) definition of marketing plan with which the target market is to 

be penetrated. Once these decisions have been made, the target market can be accessed 

through the entry operations. Together with the control system (discussed below), these 

four decision form the elements of an international market entry strategy as illustrated in 

Figure 2.  

 

 

Figure 2: The elements of an international market entry strategy (Root, 1994, pp. 3-5). 
 

The design of a market entry strategy is a continuous and iterative process that includes 

many feedback loops. For example, assessment of an alternative entry mode may result on 

revising company’s target market goals and objectives. The assessment can also activate 

the search for a new market. As foreign operations begin, any disturbances in market 
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performance may result on revisions in a particular element of entry strategy or them all. 

This leads to the need of a control system for the entry decisions that would enable 

revision. (Root, 1994, p. 3) 

2.2.2 Foreign Market Entry Modes 

The topic of foreign market entry modes has been widely addressed both in academic 

research (e.g. Blomstermo and Sharma, 2006; Cheng, 2006; Ekeledo and Sivakumar, 2004; 

Gorynia et al., 2005; Kirby and Kaiser, 2003; Brouthers et al., 1996) and scholar literature 

(e.g. Hollensen, 2001; Root, 1994). Root (1994, p. 5) defines an international entry mode 

as “an institutional arrangement that makes possible the entry of a company’s products, 

technology, human skills, management, or other resources into a foreign country”, and he 

makes the following classification of entry modes: (1) export entry modes, (2) contractual 

entry modes and (3) investment entry modes (Root, 1994, p. 6). Hollensen (2001, pp. 244-

307), again, classifies the entry mode as follows: (a) export modes, (b) intermediate entry 

modes, and (c) hierarchical modes. Brouthers et al. (1996), in turn, define the entry modes 

in the tree following categories: (1) independent, (2) cooperative, and (3) integrated entry 

modes.  The major entry modes and their previously mentioned three classifications are 

presented in Table 9 that is followed by their more detailed description. 

Table 9: Three classifications of foreign market entry modes. 

Classification Entry mode 

Root (1994) Hollensen (2001) Brouthers et al. (1996) 

Export (direct, indirect) Export entry modes Export entry modes 

Licensing and contracting 

Franchising 

Contractual entry 
modes 

Independent entry 
modes 

Strategic alliance - 

Joint venture 

Intermediate entry 
modes 

Cooperative entry modes 

Acquisition 

Investment 

Greenfield - 

Hierarchical entry 
modes 

Integrated entry modes 

Export 

A company might produce its products in the domestic market or a third country and then 

transfer them either directly or indirectly to the target market. Such a transfer is called 
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export. Exporting is typically the initial entry mode. Later, business operations start 

gradually evolving towards foreign market based operations. (Hollensen, 2001, p. 244) 

There are two types of export: direct and indirect. Indirect export means the usage of an 

independent organization located in the country of the producer. The sale in this case is 

like a domestic sale. Export buying agents, brokers, trading companies, export houses and 

piggybacks represent indirect export. (Hollensen, 2001, p. 245-247) In turn, direct export 

means selling one’s product directly to an importer or buyer that is located in a foreign 

market. Distributors and agents represent direct export. (Hollensen, 2001, p. 251-252) 

Licensing 

In international licensing, domestic companies called licensors make available their 

intangible assets to foreign companies, i.e. licensees. These intangible assets include 

patents, trade secrets, trademarks, know how, company name, etc. “The core of a licensing 

agreement is the transfer of intangible property rights”. Licensing can be used e.g. to 

avoid import barriers and quotas and political risks. (Root, 1994, pp. 85-87) 

Franchising 

Franchising represents a form of licensing. In this entry mode, a company called franchisor 

licenses a business systems and other property rights to another company or person called 

franchisee. The franchisee then conducts business under the trade name of its franchisor 

and follows its policies and procedures. (Root, 1994, p. 109) In franchising, “the service 

element is particularly prominent, because it includes general management and marketing 

assistance as well as technical assistance in operations”. (Root, 1994, p. 85) 

International franchising can be attractive to a foreign company in several cases. For 

instance, a company would like to internationalize but it has a product that cannot be 

exported to the target market. In another case, a foreign company does not want to invest in 

the target market as a producer. Also franchising is attractive, when the business system of 

a franchisor can be easily transferred to an independent company located in the target 

country. Because of the last reason, international franchising is most popular in consumer 

service products that require relatively small capitals and low skills. (Root, 1994, p. 110) 
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Acquisition 

The act of buying a foreign company is called acquisition. With the acquisition, a company 

gets immediately all resources, assets and competence of the acquired organization. As the 

result, the investing company will, among other things, save time needed to enter the 

foreign market. Acquisition is also a high-control foreign market entry mode meaning that 

the investing company needs cross-cultural skills to effectively manage the acquired 

company. (Lasserre, 2007, p. 198) 

Acquisition may become the only feasible mode of foreign entry in some situations. For 

example, high entry barriers or saturated foreign market may result on company’s decision 

to enter that market through acquisition. (Hollensen, 2001, p. 302) 

Greenfield 

In some cases, the only way to start operations in a foreign target market is to establish a 

company right from the ground up. For example, the absence of appropriate targets of 

acquisition may lead to that situation. Another example is an unacceptably high price of 

acquisition. The action of establishing a new company in a foreign market is called 

Greenfied. The biggest advantages of this entry mode are in an investing company’s 

opportunities to incorporate the latest technology, equipment and processes. A new facility 

means a fresh start for the investing company. Moreover, the investor will get an 

opportunity to shape the local company into its own image and to fit it into its 

requirements. (Hollensen, 2001, p. 302)   

Joint Venture 

A joint venture is a form of a partnership that exists between two or more parties. In an 

international joint venture, the partners would be located in different countries. There are 

several reasons for setting up an international joint venture. For example, a foreign 

company may need a complementary technology, it wishes for faster market entry. Other 

reasons can be restricted ownership, and global R&D operations. (Hollensen, 2001, p. 273; 

Lasserre, 2007, pp. 198-199). 
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Joint ventures can be of two types: an equity joint venture and a contractual non-equity 

joint venture. In the case of an equity joint venture, the new company is created, and in that 

company foreign and local investors share ownership and control. The partner companies 

only share the cost of investment, risks and long-term profits. In turn, in the case of a non-

equity joint venture, a joint enterprise with a separate personality is not formed at all but 

the partners or involved in business activities through contracts. Non-equity joint ventures 

are also known as strategic alliances. (Hollensen, 2001, p. 273)  

Strategic Alliance 

A strategic alliance is a form of a partnership that can exist between two or more parties. In 

that, it is similar to a joint venture. However, a strategic alliance is typically a non-equity 

cooperation, in which the collaborating partners do not commit any equity into the alliance. 

(Hollensen, 2001, p. 273) Lasserre (2007, p. 100) gives the following definition of an 

alliance: “the sharing of capabilities between two or more firms with the view of enhancing 

their competitive advantages and/or creating new business without loosing their respective 

strategic autonomy.” 

In a strategic alliance, collaboration between the partners in an alliance happens on 

contractual bases (Hollensen, 2001, p. 273). Anderson (1995) defines collaboration as “a 

strategic mode of integration in which two or more organizations cooperate on part(s) or 

all stages of production, from the initial phase of research to marketing and distribution”. 

Collaboration agreements between these organizations can be both short-term and long-

term (Anderson, 1995). Strategic, again, means that the sharing of capabilities, such as 

manufacturing or marketing, influences the long-term competitiveness of the involved 

organizations and leads to their relatively long-term commitment of resources (Lasserre, 

2007, p. 100).  

There can be several reasons for industrial collaboration. Some of them are: penetration of 

new geographical or product market, access to technological know-how, sharing of risks 

and high costs, and access to specialized skills. (Godwin, 2003) Hollensen (2001, p. 273) 

also points out that some less developed countries try to restrict foreign ownership. In such 

a case, a joint venture or strategic alliance is the only reasonable market entry mode. 
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There are several different collaboration possibilities available for the cooperating partners. 

These possibilities are defined in the value chain where a partnership appears, i.e. in R&D, 

production, marketing or sales and services. In upstream-based collaboration, partners 

collaborate on R&D and/or production, whereas in downstream-based collaboration, 

partners are engaged in marketing, distribution, sales and/or service collaboration. These 

types of collaboration represent the so-called Y coalitions, in which partners share the 

actual performance of one or several value chain activities. For instance, joint production 

of some physical products can enable the achievement of economies of scale, which would 

result on lower production costs per product unit. (Hollensen, 2001, p. 274) 

The other type of collaboration is called X coalition. X coalition appears in 

upstream/downstream-based collaboration, where partners have different competences that 

complement each other at each end of the value chain. For instance, partner A might be 

responsible for R&D and manufacturing activities, whereas partner B would be in charge 

of the marketing and sales activities. This might be a case where A wants to penetrate a 

foreign market but does not have enough of local market knowledge and has no access to 

foreign distribution channels. In such a case, A would look for a partner (B) with target 

market expertise and access to the proper distribution channels. Thus, B could complete 

A’s value chain by forming X coalition. (Hollensen, 2001, p. 274) 

2.2.2.1 Choice of the Proper Foreign Market Entry Mode 

Many authors have addressed the topic of factors that affect the foreign market entry mode 

selection (e.g. Koch (2001), Root (1994), and Hollensen (2001). Here we will shortly 

review works of Hollensen (2001), and Root (1994). 

Hollensen (2001, pp. 235-241), presents four groups of factors that affect the foreign 

market entry mode decision. These categories are (1) internal factors, (2) external factors, 

(3) desired mode characteristics, and (4) transaction specific behavior. In addition to these, 

product also affects the choice of entry mode. Some of the factors may encourage 

externalization (i.e. export modes are preferred) and some of them may encourage 

internalization (i.e. hierarchical modes are preferred).  The factors, their groups and their 

affect on the entry mode decision are presented in Table 10 (next page). 
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Table 10: Factors that affect the foreign market entry mode decision. ↑ = increasing internalization, ↓ = 
increasing externalization (i.e. decreasing internalization). (Hollensen, 2001, p. 236) 

Group Factor Affect 

Firm size ↑ Internal factors 

International experience ↑ 

Sociocultural distance between home country and host country ↓ 

Country risk and demand uncertainty ↓ 

Market size and growth ↑ 

Direct and indirect trade barriers Intensity of competition ↑ 

Intensity of competition ↓ 

External factors 

Small number of relevant export intermediaries available ↑ 

Risk averse ↓ 

Control ↑ 

Desired mode 
characteristics 

Flexibility ↓ 

Tacit nature of know-how ↑ 

Transaction frequency ↑ 

Asset specificity  ↑ 

Transaction-specific 
factors 

Uncertainty  ↑ 

Product Complexity ↑ Product 

Product differentiation advantage ↑ 

 

Root (1994, pp. 8-18) presents a slightly different approach to identifying factors that 

influence the market entry mode decision. He identifies the following two groups of 

factors: (1) internal factors and (2) external factors. The second group is further divided 

into foreign country and home country factors. The factors and favored by them foreign 

market entry modes are summarized in Appendix A. 

2.2.2.2 Evolution of a Decision on the Foreign Market Entry Mode 

After starting its international operations, a company will gradually proceed to other entry 

modes. With the time, it will choose an entry mode that provides greater control over 

foreign business operations. However, the greater control would also mean the bigger 

commitment of resources to foreign markets. This, in turn, would also increase the risk of 

foreign operations. Starting with indirect exports involving the lowest risk, a company 

might gradually become an equity investor on foreign markets. (Root, 1994, p. 15) Figure 

3 on the next page illustrates the evolution of entry mode decisions of a manufacturing 

company. 
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Figure 3: Evolution of a manufacturing company's decision on foreign 
market entry mode. Source: Root (1994, p. 18). 

 

As Figure 3 reveals, a manufacturing company has several options entry mode decisions.  

Starting from indirect export or licensing that are less risky, the company may proceed to 

sole venture e.g. through an equity joint venture or foreign subsidiary. In the latter two, the 

company would have a full control but the risks would be also significantly higher than in 

indirect export. The same type of entry mode evolution has been also reported happening 

in the software industry in relation to the internationalization profess of small software 

companies (Coviello and Munro, 1997). 

2.2.3 Foreign Market Entry Modes and ICT Industry 

Foreign market entry modes used by the ICT industry have been often addressed by 

researchers (e.g., Brouthers et al., 1996; McNaughton, 2001; Kuivalainen, 2005; 

Blomstermo and Sharma, 2006; Ojala and Tyrväinen, 2007; Coviello and Munro, 1997; 

Moen et al., 2004). 
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In their paper, Brouthers et al. (1996) present the study on Dunning’s eclectic theory 

application in defining the impact of ownership and locational advantages on the choice of 

entry modes in the computer software industry. The authors first divided foreign market 

entry modes in three groups (as was presented in Table 9). They suggest that a software 

industry company would select the desired entry mode based on the two above mentioned 

dimensions of Dunning’s eclectic theory. The results of the research are summarized in 

Table 11. 

Table 11: Characteristics of an ICT industry company and its preferences on foreign entry mode types. 
(Brouthers et al., 1996) 

Preferred entry mode type Advantage type Related 

Variable Integrated Cooperative Independent 

High    Global maturation (e.g. size, 
experience) Low    

High    Product differentiation (e.g. 
uniqueness) Low    

High    Adaptability of product 

Low    
High    

Ownership 

Service/technical intensity 

Low    
High    Production cost advantage 

Low    
High    Cultural difference 

Low    

High    Market infrastructure 
difference Low    

High    

Location 

Market demand 

Low    
 

Table 11 reveals that, in general, the studied software companies preferred either integrated 

or independent entry modes. However, the companies perceiving high need for their 

product’s adaptability (i.e., to be suitable for the foreign market’s needs) and high 

production cost advantage would prefer cooperative entry-modes. The authors conclude 

that companies perceiving a high level of ownership advantage would prefer integrated 

entry modes, and companies perceiving a low level of ownership advantage would prefer 

independent modes. Again, companies perceiving high level of locational advantage (i.e., 

similar culture and market infrastructure as well as high market demand) would prefer 

integrated entry modes, and companies having the lowest perception of locational 
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advantage (i.e. high difference in culture and market infrastructure as well as unattractive 

market) would prefer independent modes of foreign entry. (Brouthers et al., 1996) 

However, some contradicting results have been also reported (Blomstermo and Sharma, 

2005). The authors have found supports for one of their hypothesis, which was: “The 

greater the cultural distance between the investing firm and the country of entry, the more 

likely service firms will choose a high control entry mode over a low control entry mode” 

(Blomstermo and Sharma, 2005, p. 217). According to the researches, high control entry 

modes allow companies to learn about culture as well as other institutional factor in the 

target market. 

One of the research questions in Ojala and Tyrväinen’s (2007) study focuses on the 

connection between the product strategy of a software firm and its foreign market entry 

mode. In their work, the studied software firms are defined into the three following groups: 

(1) tailor-made software solutions firms, (2) enterprise solutions firms, and (3) mass-

market software firms. The offers of the first group include a core product that is 

customized in accordance to the requirements of each customer. The second group is 

concentrated on delivering enterprise solutions such as enterprise and communications 

security software and enterprise level network protection and business continuity assurance 

software. The products of the companies of the second group are highly productized 

meaning that they require only small localization and customization practices for each 

market, if at all. The third group companies deliver mass-market products, i.e. highly 

productized software that requires no modifications to customers. The related finings are 

presented in Table 12. 

Table 12: The software company groups and their foreign market entry 
modes (Ojala and Tyrväinen, 2007). 

Group Foreign market entry mode 

Tailor-made software solutions companies Representatives 

Enterprise solutions companies Sales subsidiaries 

Mass-market software companies Cooperative entry modes  
 

As Table 12 illustrates, tailor-made software solution companies would use independent 

representatives on a foreign market. Two reasons were reported for that. Firstly, their 
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complex products require strict specification of the product with customers. Secondly, by 

using a representative, these “niche” customers can be served without investing in a 

subsidiary. (Ojala and Tyrväinen, 2007, p. 77) Thus, such representatives can be thought as 

strategic partners of a foreign company on the local market. 

The group of enterprise solution companies would, in turn, prefer sales subsidiaries. The 

companies of this group would customize or localize their products according to the 

customer needs. Instead, the subsidiary would be responsible for enabling after-sales 

support and marking by local personnel. Finally, the last group saw cooperative entry 

modes (e.g., joint venture) to be most suitable because of the high level of localization 

requirement for the offered software. (Ojala and Tyrväinen, 2007, p. 77) 

The network approach has been also suggested for small software companies to identify 

markets to penetrate and entry modes to use for that (Coviello and Munro, 1997; Moen et 

al., 2004). By using their network relations, software companies could first make product 

development agreements with larger companies operating in foreign markets. After that, 

they could gradually switch to higher control modes by following the same evolution 

process as it was presented in Figure 3.  

2.2.4 Value Networks and Strategic Partnership in International 

Software Marketing 

In order to gain access to international distribution markets, the software industry might 

involve the usage of a variety of marketing channels. These channels include, for example, 

value-added resellers, system integrators, consultants that provide guidance and user 

training, and marketing agents looking for potential customers (Table 13 on the next page). 

By representing a company’s product in foreign markets, these actors, also know as value-

adding partners, are often the ones enabling the company’s foreign market entry. Other 

distribution channels can be volume distributors, retailers, independent software vendors as 

well as OEM. (Kuivalainen et al., 2005; McNaughton, 2001) 
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Table 13: Possible roles of a strategic partner in software marketing and distribution (Kuivalainen et al., 
2005, p. 24). 

Strategic 
Partner/Actor 

Function Role in International Marketing & 
Distribution 

System 
integrator 

Defines the customer’s needs, designs custom 
solutions, integrates the system and provides 
consultation for the end users. 

Should have the knowledge of the 
partner’s product. Should be trained and 
educated. 

Solution 
provider 

Provides solutions based on the end-user’s 
definition of needs. 

Should know the partner’s product. The 
partner itself should market the product to 
potential customers.  

Value added 
reseller 

Provides products with configuration and 
integration. 

Can be an effective marketing and 
distribution channel. 

Value 
distributor 

In addition to the partner’s product, provides 
value-added services. The target customer is 
usually not the end-user but who sells to that. 

This actor could take care of international 
operations, like an indirect exporter. 

Sales agent, 
representative 

This is a third-party software vendor, whose 
revenues are based on the fees from the actual 
sales. 

Could be used in distant markets where the 
presence of the partner is not useful or 
profitable. 

Consultant A company that can comment, evaluate and 
give guidance on the product and advice end-
users on its usage. 

Particularly useful in distributing systemic 
software, such as special applications of 
ERP systems. 

 

2.3 Industrial Buying Behavior 

Much time is spent on developing complex marketing strategies that aim at improving an 

organization’s position in the marketplace. Most of that time is spent on manipulating 

different parts of the marketing mix, but only little effort is done to understand the 

behavior of the people who are actually behind the purchase decisions. In turn, the purpose 

of industrial marketing strategies is to enlighten organizational buying behavior that is 

developed through experience, intuition and direct contact. (Moriarty, 1983, p. 1) 

Industrial buying is initiated in the context of a formal organization that is affected by 

various considerations. These considerations can be related to the budget, cost or profit. It 

also involves many people that take part in the decision process. The decision process, in 

its turn, comprises of complex interactions between these people, and it includes individual 

and organizational goals. (Webster and Wind, 1996, p. 52) 

There are several objectives in organizational buying behavior. Firstly, it aims at 

understanding how organizational buyers evaluate and select products. Secondly, an 

industrial purchase is typically made by a group of people that together form a decision 
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making unit, i.e. a buying center. Thus, another objective of organizational buying 

behavior is to study how a buying center is involved in decision making process, and what 

are the roles of those decision makers. (Moriarty, 1983, p. 1-2)  

The process of organizational buying can be seen as a form of solving a problem. A buying 

situation takes place when someone inside the organization perceives a problem that could 

be solved through a buying action. “Organizational buying behavior includes all activities 

of organizational members as they define a buying situation and identify, evaluate, and 

choose among alternative brands and suppliers.” (Webster and Wind, 1996, p. 53) 

2.3.1 Models of Organizational Buying Behavior 

There have been many attempts to understand and conceptualize organizational buying 

behavior (Moriarty, 1983, pp. 16-48; Johnston and Marshall, 2006, pp. 60-63; Johnston 

and Lewin, 1996). These attempts have led to the four major types of conceptual models 

that are: (1) task-oriented models, (2) non-task-oriented models, (3) decision-process 

models, and (4) complex models (Moriarty, 1983, p. 16). 

2.3.1.1 Task-Oriented Models 

Task-oriented models are primarily derived from economics or the behavioral sciences. 

They focus on situation-specific variables that are associated with a specific purchase. 

However, none of the task-oriented models aims at a comprehensive explanation of buying 

behavior. Instead, each of them looks at one aspect of the emerged problem. Still, these 

models have shown themselves useful in industrial marketing thanks to some of the 

concepts behind them, e.g. the notion of different classes of buying situations. Task-

oriented models include the minimum-price model, the lowest-total-cost model, the 

rational-buyer model, the source-loyalty model, and Buyclass. (Moriarty, 1983, pp. 16-17) 

2.3.1.2 Non-Task-Oriented Models 

Non-task-oriented models tend to be more complicated than task-oriented models. They 

primarily focus on noneconomic determinants of behavior. These models are dominated by 

 31



concepts from organizational psychology as well as behavior sciences. The basic concepts 

of psychology focus on the individual as the unit of analysis. (Moriarty, 1983, p. 21) 

The Perceived-Risk Model 

An example of a non-task oriented model is the perceived-risk model. This model assumes 

that a buyer is motivated by the reduction of the risk perceived by him or her rather than by 

the maximization of any potential pay-off. The perceived risks can be both internal and 

external to the buyer’s environment. The risks can be reduced by information acquisition 

and processing, goal reduction, loyalty and investment reduction. (Moriarty, 1983, pp. 21-

22) 

The Diffusion-of-Innovations Model 

Another example of a non-task oriented model is the diffusion-of-innovations model. That 

model concentrates on the behavior of a market or a group of entities, rather than on an 

individual. The usefulness of this model is limited to the adoption of new products, and it 

consists of the four following elements: 

1. The innovation, i.e. an idea, practice or object that is perceived as new by an 

individual or some other relevant unit, 

2. The channels that are used to communicate the innovation, 

3. The time that is used for this communication, and 

4. The social system in which the communication takes place. (Moriarty, 1983, pp. 

22-23) 

2.3.1.3 Decision-Process Models 

An exploration of the widely held assumptions that buying in large organization is a totally 

rational process has led to the first major attempts to understand industrial decision 

making. In the early stages of the development of decision-process models, the following 

three aspects of the industrial buying decision process were documented: 

1. Routine processes that tend to repeat within an organization at various stages of the 

decision,  
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2. Communication processes that depict the information flow within an organization, 

and 

3. Problem-solving processes that aim at finding solution to the buying problem 

(Moriarty, 1983, p. 24).  

In these early stages, the primarily focus was on the buying process. However, at the same 

time, the first attempts to distinguish between different kinds for purchase decisions based 

on their complexity were made. This has laid the foundation for the two following basic 

concepts of industrial buying behavior: (1) the concept of different classes of buying 

behavior, and (2) the concept of a buying process. This, in turn, resulted on the 

development of so called decision-process models that include Buyphase, the industrial 

adoption-process model, and the purchase decision-process model. (Moriarty, 1983, p. 24) 

These models are described below. 

 

The Buyphase Model 

The Buyphase model was proposed by Robinson, Faris and Wind who expanded Frederic 

E. Webster’s four-part model of industrial buying behavior, i.e. the early decision-process 

model that was a major breakthrough in the field. In consists of eight subsequent stages, 

the first seven of which lead to the actual acquisition, whereas during the last stage the 

performance of the acquisition is measured or evaluated. (Moriarty, 1983, p. 24-25) The 

stages of the Buyphase model are illustrated in Table 14. 

Table 14: The eight stages of the organization buying decision of Buyphase 
model (Moriarty, 1983, pp. 24-25; Johnston and Lewin, 1996, p. 2). 

# Description 

1 Recognition or anticipation of a problem or need and a general solution 

2 Determination of characteristics and quaintly of needed items 

3 Description of characteristics and quaintly of needed items 

4 Search for and qualification of potential sources 

5 Requisition and analysis of proposals 

6 Evaluation of proposals and selection of supplier(s) 

7 Selection of an order routine 

8 Performance feedback and evaluation  
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The Industrial Adoption-Process Model 

The Industrial Adoption-Process model is a five-stage adoption model that reflects the 

organizational buying process for new products and the processes of adopting innovations 

in an organizational setting. The model was proposed by Ozanne and Churchill in 1968, 

and it is oriented towards marketing communications. It also puts together elements of the 

previously discussed diffusion-of-innovation model and the basic buying-process 

approach.  (Moriarty, 1983, p. 25) The model is illustrated in Figure 4. 

 
Figure 4: The industrial adoption-process model. Source: Moriarty (1983, p. 26). 

 

The Industrial Adoption-Process model was originally used to investigate the functions of 

different sources of information at different stages of the adoption process. Among other 

things, the investigation findings showed that technical, impersonal sources such as price 

quotations and proposals are most significant during the evaluation stage. Also, mass 

media was observed to be important throughout the buying process. However, it achieved 

the largest influence during the interest stage. In general, the need of a decision maker for 
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all kinds of information grows as the buying process develops from awareness to adoption. 

(Moriarty, 1983, p. 25) 

As Figure 4 illustrates, the decision making process consists of five different stages, and it 

may be interrupted during its any stage which would lead to rejection or discontinuance of 

use. There might be various reasons for that, e.g. the failure to match needs (Moriarty, 

1983, p. 26). The adoption stage can also have two different outcomes: the use of the 

product will be continued or it will face the discontinuance. 

The Purchase Decision-Process Model 

The Purchase Decision-Process model is the unification of the Buyphase model and the 

Industrial Adoption-Process model, and it is illustrated in Figure 5 on the next page. The 

first stage of the model means that problem recognition may lead to product class 

awareness or vice versa. These both elements have to be present to be able to move to the 

second stage, i.e. interest in product class that can be compared to stages two and three of 

the Buyphase model. The search phase recognizes that the buyer plays an active role in the 

buying process by looking for information about potential suppliers. The risk associated 

with many industrial purchase decisions can be high, which, in turn, leads to a trial before 

implementing adoption. (Moriarty, 1983, pp. 25-26) 

As Figure 5 reveals, the model also includes feedback loops, which makes it different from 

the previously mentioned two other models. The model suggests that one can return from 

the evaluation stage to the problem recognition stage (a). It is also possible to return from 

the trial stage to the problem recognition phase (b) or the search phase (c). The both 

feedback loops make it possible to review a buying decision if, for instance, some degree 

of dissatisfaction with the results of the decision appear. The decision may be of four 

types: (1) precipitating decisions, (2) product decision, (3) supplier decisions, and (4) 

commitment-procurement decisions. (Moriarty, 1983, p. 27) 
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Figure 5: The Purchase Decision-Process model (Moriarty, 1983, p. 27). 
 

2.3.1.4 Complex Models 

In order to explain different aspects of buying behavior, most of the simpler models use 

theories from different sciences such as economics, organizational psychology, political 

science and social psychology. The attempt to combine these models has led to the 

introduction of so called complex models. These models aim at capturing the 

multidimensional aspects of organizational buying behavior in a more complete manner. 

Complex model include, for instance, the Buygrid model, the Webster and Wind model, the 

Industrial Market-Response Mode, the Bonoma, Zaltman and Johnston Model, and the 

Sneth model of Industrial Buyer Behavior (Moriarty, 1983, p. 27)  

Here we will go through two of the above mentioned models. These are (1) a General 

Model for Understanding Organizational Buying Behavior proposed in 1972 by Webster 

and Wind, and (2) the Industrial Market Response Model proposed in 1978 by Choffray 

and Lilien. 
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The Webster and Wind Model 

In 1972, Webster and Wind first proposed a model of industrial and institutional buying 

behavior as an organizational decision-making process. They named it a general model for 

understanding organizational buying behavior. The authors view organizational buying 

behavior as a complex process that involves many individuals, multiple goals as well as 

potentially conflicting decision criteria. The decision process might last an extended period 

of time, it might require information from multiple resources, and it might involve many 

inter-organizational relationships. (Webster and Wind, 1996, p. 53) 

The model combines environmental, organizational, interpersonal and individual buying 

determinants or forces, and it suggests that all these forces have an effect on individual and 

group decision-making processes and, thus, final buying decisions. A simplified view of 

the model is presented in Figure 6. 

Environmental forces comprise cultural, economic, technological, physical, political and 

legal factors. These factors are exerted through different institutions such as business 

companies, governments, trade unions and associations, political parties, etc. 

Environmental forces have four different ways of having impact on buying decisions 

through the organization: 

1. They determine the availability of goods and services, 

2. They determine the general business conditions that face the buying organization, 

3. They define the norms and values that guide inter-organizational and inter-

personal relationships between buyers, sellers, competitors and other organizations 

and institutions (e.g. governments) 

 Cultural, political, legal and social forces are the dominant sources of norms 

and values. 

4. They affect the information flow into the buying organization. (Webster and Wind, 

1996, pp. 53-54) 

Organizational forces make individual decision makers act in a different way than the 

makers would act if the were in a different organization or if they were functioning 
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independently. Organization’s goals motivate and direct organizational buying behavior, 

whereas organization’s financial, technological and human resources constrain it. (Webster 

and Wind, 1996, p. 54) 

 

 

Figure 6: A simplified view of a general model for understanding the organizational buying 
behavior. Source: Webster and Wind (1972, p. 54). 

 

Organizational goals and tasks define the specific tasks that need to be performed to solve 

the buying problem. These tasks determine the buying decision process that five steps 

illustrated in Figure 7. 

 

Figure 7: Steps of the decision making process (Webster and Wind, 1972). 
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Organizational structure includes, among other things, the authority subsystem and the 

status system of an organization. “The authority subsystem defines the power of 

organizational actors to judge, command, or otherwise act to influence the behavior of 

others…” The status system defines the hierarchical structure of the formal organization. 

(Webster and Wind, 1972, p. 16) 

Technology has an effect on both the purchase and the nature of the organizational buying 

process. It defines the current equipment of the organization, and this can place significant 

constraints on the alternative buying actions. A new acquisition might require new skills 

and substantial changes in production methods, which can affect decision making. 

(Webster and Wind, 1972, p. 17)  

People operate as part of the overall organization. The buying center’s (section 2.3.3) 

members’ behavior reflects the influence of others. It also reflects the effect of the buying 

task, the organizational structure and technology. In each organization, this interaction 

leads to unique buying behavior. (Webster and Wind, 1972, p. 17) 

The personality, perceived roles, motivation, cognition and learning are the basic 

physiological processes of the organization buyer. A complex combination of individual 

and organizational objectives motivate the organizational buyer who is also dependent on 

others (members of the buying center). Cultural, organizational and social factors influence 

the individual. (Webster and Wind, 1972, pp. 18-19) 

2.3.2 Major Elements of Organizational Buying Behavior 

In 1978, Choffray and Lilien published a paper where they presented major elements of 

organizational buying behavior (Figure 8). Their framework concentrates on the 

relationships between the characteristics of an organization’s buying center and the three 

main stages of the industrial purchasing decision process that are: 

1. The elimination of alternatives not meeting the requirements of the organization, 

2. The formation of preferences of decision participants, and 

3. The formation of organizational preferences (Choffray and Lilien, 1978, p. 21). 
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Figure 8: Major elements of organizational buying behavior. Source: Choffray and Lilien (1978, p. 22). 
 

In the framework, the evoked set of alternatives represents those product options that come 

into the buyer’s mind when a need emerges. Next, organizational constrains and 

requirements will eliminate those product alternatives that do not satisfy organizational 

needs. As the result, there is a set of feasible alternatives. The feasible alternatives are next 

shaped by individual and organizational preferences that are influenced by the 

organization’s buying center. The final result is the organizational choice. (Hutt & Speh, 

1998, pp. 93-95) 

2.3.3 The Buying Center 

Many different participants may be involved in decision making in the organizational 

buying process. Together, these participants form the so called buying center. The buying 

center will then make the final decision on the investment. The buying center includes the 

following individuals (Johnston and Marshall, 2006, pp. 57-58): 

 Initiators are those people who perceive a problem or opportunity that might 

require the acquisition of a new product or service. Thus, these people start the 

buying process. 
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 Users are the people in the buying organization who will finally use or work with 

the purchased product or service. 

 Influencers are usually technical experts from various departments. They provide 

information for evaluating alternative products or services as well as suppliers. 

They also often play a major role specifications definition and in determining 

criteria used in making the acquisition decision. 

 Gatekeepers are those who control the information flow to other people that 

participate in the purchasing process. They might control information intended e.g. 

for the organization’s purchasing agents, the supplier’s salespeople and other 

individuals of the selling and buying teams. 

 The buyer is the one who contacts the selling organization to place an order. 

Usually buyers have the authority to negotiate purchases. They might even have a 

wide discretion.  

 The decider has the final authority to make an acquisition decision. Sometimes the 

buyer is the decider. However, it might be also the case that the chief executive or 

a tom manager makes the final decision. 

 The controller defines the budget for the acquisition. In some other case, the 

controller may be a line manager or an engineer trying to keep the cost within a 

certain budget. 

In the buying center, different participants may exert different amounts of influence at 

different stages of the decision making process. The buying center tend to involve many 

different people when an organization is considering to invest in a technically complex and 

expensive product, such as a computer system. These are the situations of the perceived 

risk is high. Perceived risk is a sum of the product’s and situation’s complexity, the relative 

importance of the acquisition (investment), time pressure in decision making, and the 

uncertainty degree about the product’s efficiency. (Johnston and Marshall, 2006, pp. 58-

59)  

 

 41



3 RESEARCH DESIGN AND METHODOLOGY 

3.3 Research Questions 

This study seeks answers to six research questions that together aim at fulfilling the 

objective of this study. Just to recall, the objective of this study was to explore how a 

foreign ICT enterprise could approach Russian manufacturing companies and become their 

trusted business partner.  

First of all, a foreign organization that is starting its Russian operations has to understand 

the main challenges of doing business in the target market. Thus, the first research question 

is as follows: 

Theme 1: Challenges of ICT business operations in Russia 

 RQ1.1 What are the common challenges of a foreign ICT industry 

enterprise that is aiming at doing ICT business with Russian 

industrial enterprises? 

In order to effectively conduct B2B ICT business with Russian manufacturing enterprises, 

a foreign IS vendor should understand their perception and preferences of ICT systems. 

For instance, a potential customer would like to have some features that are characteristic 

for a company coming from Russia. This leads to the three following research questions: 

Theme 2:  ICT perception and preferences of Russian industrial enterprises 

 RQ2.1 How does a Russian manufacturing enterprise perceive the role 

of ICT in its business? 

 RQ2.2 What are the preferences of an ICT solution of a Russian 

manufacturing enterprise? 

 RQ2.3 How does a Russian manufacturing enterprise perceive foreign 

vendors and their information systems? 

 42



The last research theme concerns with understanding of the buying behavior of a Russian 

manufacturing enterprise in relation to ICT purchases. The theme consists of the two 

following research questions: 

Theme 3:  ICT buying behavior of Russian industrial enterprises 

 RQ3.1 What is the typical buying center of a Russian manufacturing 

enterprise related to purchasing an IS and how it works? 

 RQ3.2 How could be the purchasing decision making process of a 

Russian manufacturing enterprise characterized? 

The answers to the above two questions would help us understand how Russian 

manufacturing enterprises act when making purchases related to information systems. 

They would also shed light on the structure of the typical buying center of a Russian 

manufacturing enterprise. These answers would help us understand whom and how to 

approach such an enterprise to successfully sell and deliver an information system or ICT 

services. 

3.4 Study Focus 

The study focus of this study is limited to three different groups that will participate in data 

collection. These groups are presented in Table 15. In addition to the previously mentioned 

limitation, the focus of this study would be on ERP systems that could include modules 

dealing with the following functionality: supply chain management (SCM), customer 

relationship management (CRM), product data management (PDM), and enterprise asset 

management (EAM). 

 

Table 15: Research target companies. 

ID Description Amount 

A Russian ICT vendors that have implemented information systems (ERP class, 
preferably) for enterprises of Russian manufacturing sector. 

~ 5 

B Russian business consultancy agencies that have consulted enterprises of Russian 
manufacturing sector. 

1 – 2 

C Russian manufacturing enterprises Several 
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3.5 Methodology 

3.5.1 Mixed Methods Research 

Mixed methods research, a widely used approach in international business research 

(Hurmerinta-Peltomäki and Nummela, 2006), is applied in this study. Creswell and Plano 

Clark (2007, p. 5) give the following definition of mixed methods research: 

“Mixed methods research is a research design with philosophical assumptions as 

well as methods of inquire. As a methodology, it involves philosophical 

assumptions that guide the direction of the collection and analysis of data and the 

mixture of qualitative and quantitative approaches in many phases in the research 

process. As a method, it focuses on collecting, analyzing, and mixing both 

quantitative and qualitative data in a single study or series of studies. Its central 

premise is that the use of quantitative and qualitative approaches in combination 

proves a better understanding of research problems than either approach alone.” 

There are several reasons for using mixed methods research. For example, it can have an 

“instrumental” role, i.e. a quantitative method is used to facilitate the qualitative part of the 

research, and vice versa. Mixed methods study can be also used for improving research 

validity, or to add to the existing knowledge base. (Hurmerinta-Peltomäki and Nummela, 

2006, p. 442)  

There are four major types of mixed methods design. These are (1) the Triangular Design, 

(2) the Embedded Design, (3) the Explanatory Design, and (4) the Exploratory Design. 

(Creswell and Plano Clark, 2007, p. 59) Data collection in mixed methods research has to 

fit the selected design: the qualitative and quantitative data can be collected concurrently or 

sequentially. In the latter case, one type of data is gathered and analyzed before the second 

data collection starts (Creswell and Plano Clark, 2007, p. 110). 

In this study, we will be using the Exploratory Design. The Exploratory Design is a two-

phase approach, in which the results of the firs research method, that is qualitative, are 

used to develop the second research method that is quantitative. It is especially useful 

when there is a need for developing a test instrument, or identifying important unknown 
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variables to further study them quantitatively9. The process of this design goes as follows: 

(1) qualitative research  (2) quantitative research  (3) interpretations based on 

quantitative results that were based on exploring qualitative data (Figure 9). The design 

starts with a phase during which qualitative data is collected and analyzed. The aim of that 

phase is at exploring a phenomenon (for definition of a phenomenon please see chapter 

3.5.2) and identifying variables. Next, the quantitative phase is built based on the results of 

the first phase, and the identified variables are addressed. The separate phases of this 

design make it straightforward to describe, implement and report. (Creswell and Plano 

Clark, 2007, pp. 75-78) 

 

Figure 9: Sequential Exploratory Design (Creswell, 2003, p. 213). 
 

3.5.2 Research Methods 

3.5.2.1 Grounded Theory 

Grounded theory, developed by Glaser and Strauss in 1960s, has been selected as a 

qualitative research method that is used in this study. This method aims at developing a 

theory emerging from empirical data by qualitatively analyzing it. It means that a theory is 

grounded in the empirical data: it is “derived from data and then illustrated by 

characteristic examples of data” (Glaser and Strauss, 1967, p. 5) and “based on the 

systematic generating of theory from data, that itself is systematically obtained from social 

research” (Glaser, 1978, p. 2). The empirical data can include, for example, interviews, 

observations, documents, films and videotapes (Strauss and Corbin, 1998, p. 11) 

“Grounded theories, because they are drown from data, are likely to offer insight, enhance 

understanding, and provide a meaningful guide to action” (Strauss and Corbin, 1998, p. 

12).  
                                                 
9 The Sequential Exploratory Design (Creswell, 2003, p. 213) will be used here exactly for this purpose. 

 45



Grounded theory involves the concept of a phenomenon that is “a problem, an issue, an 

even, or a happening that is defined as being significant to respondents” (Strauss and 

Corbin, 1998, p. 125), and it is identified by the research question (Strauss and Corbin, 

1998, p. 41). A phenomenon is an important analytic idea emerging from the data (Strauss 

and Corbin, 1998, p. 114), and it has “the ability to explain what is going on” (Strauss and 

Corbin, 1998, p. 126).   A labeled phenomenon is referred to as a concept (Strauss and 

Corbin, 1998, p. 103), i.e. “the building blocks of theory” (Strauss and Corbin, 1998, p. 

101), and it is an abstract representation of an action or interaction, event or object 

identified by a researcher to have significance in the data (Strauss and Corbin, 1998, p. 

103).  

There are two basic operations that are essential for developing the grounded theory. These 

are asking questions and making comparison. (Strauss and Corbin, 1998, p. 73). Then, 

using analytical tools the theory is created by the three following sequential steps: (1) open 

coding, (2) axial coding, and (3) selective coding. During the open coding phase, the 

studied data is “broken down into discrete parts, closely examined, and compared for 

similarities and differences” (Strauss and Corbin, 1998, p. 102). It is an analytic process of 

identifying concepts and discovering their properties and dimensions in data (Strauss and 

Corbin, 1998, p. 101). The next step, i.e. axial coding is, in turn, “the act of relating 

categories to subcategories along the lies of their properties and dimensions” (Strauss and 

Corbin, 1998, p. 124), where categories stand for phenomena and subcategories are the 

concepts that belong to a category and give it further clarification and specification 

(Strauss and Corbin, 1998, p. 101). Finally, selective coding is the process of “integrating 

and refining the theory” (Strauss and Corbin, 1998, p. 143), in which the identified 

categories are integrated and refined (Strauss and Corbin, 1998, p. 143).  

Grounded theory has been applied for, e.g., investigating salespeople’s client relations 

(Geider and Turley, 2003); understating strategic transportation buyer-seller relationships 

(Pappu and Mundy, 2002); analyzing consumer behavior in monopolistic situations 

(Bunker, 2000) and organizational behavior (Turner, 1983); and in researching EPR 

adoption (Oliver and Whymark, 2005). 

 46



3.5.2.2 Statistical Analysis 

Quantitative (i.e. numerical) research in this study is conducted with simple statistical 

analysis techniques that are used to measure the importance of the identified variables. 

Statistical analysis will include the calculation of the mean value, i.e. the average ( x ) and 

its standard deviation (s) of the identified variables. The corresponding formulas are given 

below (Råde and Westergren, 1998, pp. 464-465). 
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3.5.3 Research Data 

This research will incorporate both qualitative and quantitative data. The qualitative data is 

used to explore and understand the studied phenomena, whereas the quantitative data is 

used to measure them. It is also worth of mentioning that the qualitative data will be 

analyzed qualitatively and the quantitative data, respectively, will be analyzed 

quantitatively. 

3.5.3.1 Data Collection Techniques 

Two data collection techniques will be used in this study: semi-structured in-depth 

interviews and a questionnaire. The purpose of the former method is to collect qualitative 

data. In turn, the latter will be created based on the results of the analysis of the interviews 

and it will aim at gathering quantitative data to deepen the knowledge acquired during the 

interviews (for more details, see chapter 3.6). 

The interviews will be held by phone calls, Skype software as well as face-to-face. They 

will be digitally recorded for the further purposes. In turn, questionnaires will be sent to 

potential responders by e-mail as an MS Word attachment. With the latter arrangement we 
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aim at collecting as much quantitative data as possible without causing too much 

inconvenience to the potential responders. 

3.5.3.2 Data Collection Strategy 

It was decided to first interview Russian ICT companies and business consultancy agencies 

that have an experience of dealing with Russian manufacturing enterprises. These 

companies are probably the best sides to describe how their customers act when making an 

ICT system buying decision.  

The second reason to such an arrangement is connections between the ICT companies 

planned to be interviewed and their customers. We hope that we can use them for this 

research. As it was discussed in chapter 1.2, connections are of a high importance in 

Russia’s business environment.  

3.6 Research Design 

Research design includes both single method research and mixed method research. The 

characteristics of the research questions are given in Table 16, and they reflect the method 

to be applied to them as well as the corresponding statement of purpose. 

 

Table 16: Research question, the research method applied to it, and its purpose statement. 

RQ # Method Purpose statement 

1.1 Qualitative To explore and describe the challenges. 

2.1 Mixed To (qualitatively) explore and (quantitatively) measure the role of ICT. 

2.2 Mixed To (qualitatively) explore and (quantitatively) measure the ICT preferences. 

2.3 Mixed To (qualitatively) explore the perception of a foreign ICT vendor and 
(quantitatively) measure it. 

3.1 Mixed To (qualitatively) explore and describe the buying center and (quantitatively) 
measure its influence on IS purchasing decision making. 

3.2 Qualitative To explore and describe the buying decision making process.  

 

The research process will consist of four sequential phases that are illustrated in Figure 10 

(next page). Each phase includes a number of steps, the outcomes (labeled by low-case 

letters) of which serve as the input to the next step. For instance, the outcome of step 1, i.e. 
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definition of study objectives, serves as the input for step 2, i.e. theoretical framework; and 

step 3, i.e. definition of study focus. 

 
Figure 10: Research process. 

 

Research starts with the preparation phase. During this phase, the study focus and 

objectives are defined. The preparation phase also includes the definition of the theoretical 

framework of this study.  

The second phase of research process is named preliminary research. It aims at (a) 

answering research question 1.1 and 3.2, and (b) doing the preliminary insight at those 

issues that are described by the rest of the research questions. The preliminary research is 

done by conducting in-depth interviews mainly with Russian ICT vendors and business 

consultancy agencies and analyzing them by the qualitative research method, i.e. Grounded 

theory. The purpose of this phase is to explore or understand (see Table 16) issues behind 
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the corresponding research questions, which is characteristic for the first step of the 

Exploratory design. 

During phase III, the questionnaire will be developed and refined based on the results of 

the previous phase. The questionnaires will mainly aim at collecting quantitative data 

related to research question 2.1, 2.2, 2.3 and 3.1, and its purpose will be to expand and 

deepen the knowledge about the buying behavior of Russian industrial enterprises, their 

perception and preferences of ICT, and their perception of foreign ICT vendors. The data 

analysis will be mainly done quantitatively (by the means of statistical analysis).  

Phase IV will conclude this study. During that phase, research data will be collated; the 

interpretation of the entire analysis will be done; and results will be reported and discussed. 
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4 RESULTS AND DISCUSSION 

As planned, the research data was collected by interviewing and sending a questionnaire. 

The interviews aiming at collecting qualitative data were conducted with representatives of 

eight different companies. The interview language was Russian. Each interview lasted 

approximately one hour, and the same basic questions (appendix B) were asked from the 

interviewees though sometimes in different order. The interviews were digitally recorded 

and later scripted in MS Word files. The profiles of the interviewees and the companies 

they represented are summarized in Table 17. 

 

Table 17: The list of the interviewed persons and the profiles of the companies they represent. Interview 3 
was a group interview. 

# Role of the interviewee Company profile Location Method 

1 ERP Consultant (Navision) ICT outsourcing services, ERP IS 
integration services (Navision, SAP 
R/3)  

St. Petersburg Face-to-
face 

2 Sales Manager ICT outsourcing services, ERP IS 
integration services, tailored 
software based on MOS 2007 

St. Petersburg Phone 

3 

 

Vice President, Marketing; 

Director, ERP Systems Delivery; 

Manager, Strategic Development 

ICT outsourcing services, ERP IS 
integration services (Axapta) 

St. Petersburg Skype 

4 Consultant, ERP Integration ERP IS integration services St. Petersburg Phone 

5 Sales manger Security software Helsinki Skype 

6 CEO ICT outsourcing services Helsinki Phone 

7 Business Consultant Business development consultancy 
& training 

St. Petersburg Skype 

8 IT Director Manufacturer of  power solutions 
for Russian natural resources 
industries and housing infrastructure 

St. Petersburg Skype 

 

The first four companies in the table are Russian ICT enterprises offering different IT 

services and solutions to domestic organizational customers. Company 4 is a subsidiary of 

a big foreign ICT enterprise. Company 5 is a Finnish firm that offers security software and 

has a sales office in Russia. The interviewed representative of that company has a long 

experience of working with ERP systems in various Russian ICT companies. In turn, 

company 6 is a Finnish subsidiary of a Russian ICT company offering outsourcing services 
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and locating in St. Petersburg. Company 7 is a Russian business consultancy agency that 

offers business development consultancy services, courses and trainings through a 

comprehensive partnership network that covers almost all Russian Federation. Company 8 

was an ordinary Russian manufacturing company, the only case of a Russian industrial 

enterprise that we managed to involve in both qualitative and quantitative research phases 

of this study.  

The questionnaire (appendix C) was created based on the results of the qualitative research 

of the interviews data. The Russian version of the questionnaire was sent to the previously 

mentioned manufacturing company. It was also sent to other several hundreds industrial 

companies of Russian Federation, which was organized by the business consultant who 

was involved in this study.   

The company represented by the interviewed business consultant has a big data base with 

their former and current customers, i.e. those Russian industrial companies that are 

interested in improving their business processes. Despite the fact of having sent the 

questionnaire to several hundred recipients, only four of them responded, from which one 

was a retailer being out of the scope of this study. To get even these copies it took four 

weeks of time. So, all together there were only four suitable copies of the questionnaire 

filled by four different companies representing Russian manufacturing industry, which is 

clearly a very low number for the quantitative analysis.  

We have to keep in mind also that the sample is rather homogeneous meaning that there 

were only those companies that understood their ICT development needs, because of 

which three of them turned to the services of the interviewed business consultant. 

Moreover, all the responders are holding different positions in their companies. Because of 

these three reasons, i.e. small sample size, its homogeneity and the responder’s different 

positions in the all cases, we will be not able to generalize the results of the questionnaire 

but only to make some preliminary insights into the studied subjects. The sample is 

summarized in Table 18 (next page). 
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Table 18: The profiles of the questionnaire responders. 

Respondent Company profile 

ID Role Business field Founded Staff Region 

R1 IT Director Production of power solutions 2001 ~700 North-West Russia 

R2 General Director Production of construction materials 2001 156 Altay Region, Siberia 

R3 Quality Director Production of agricultural equipment 2001 60 St. Petersburg 

R4 Commercial 
Director 

Production and delivery 2003 ~100 St. Petersburg 

 

4.1 “Linearly-Functional” Model of Organizational Structure 

In order to be able to better understand the actual results, let us first review the so called 

“linearly-functional” model of organizational structure. That model was reported by the 

interviewed IT director of a Russian manufacturing company to be commonly used by 

Russian manufacturing industry. The same statement can be found also in literature 

(Kuznetsov, 2006, p. 122) 

The model obviously originates from the functional structure of an organization.  That 

structure groups various activities (Figure 11) of an organization according to “a logic of 

similarity in work functions produced by interdependent tasks and common goals” (Hatch, 

1997, p. 184). This structure offers the top manger tight control in the organization, which 

can also become its biggest disadvantage, as all the power is concentrated in the hands of 

one person and the decision making is thus centralized (Hatch, 1997, p. 184).  

 

 

Figure 11: The functional model of organizational structure (Hatch, 1997, p. 182). 
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In the context of the linearly-functional model of organization, Podlesnyh (2003, p. 20) 

separates organizational process in two types: linear and functional. The linear processes 

are related to the vertical functions of an organization: to its hierarchical levels, delegation 

of authority and responsibilities, as well as unity of orders and compulsory feedback. In 

turn, the functional processes are concerned with the horizontal development of an 

organization: its division into specialized parts (i.e., functional units) and their regrouping.  

The linearly-functional organizational structure of a hypothetical Russian manufacturing 

company is presented in Figure 12. 

 

 
Figure 12: The linearly-functional organizational structure of a hypothetical Russian 
manufacturing company. MTS = Materials and Technical Support. Source: Barmakov (2006). 

The linearly-functional model implies that functional managers are responsible only for 

their own units (sections or departments). These managers can give orders only to their 
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own units’ workers. At the same time, the leaders of the linear divisions (e.g. the deputy 

directors) of a company have rights to discuss, reject or agree with new projects related to 

functional innovations. (Barmakov, 2006)  

It is also worth of mentioning that the top management of a typical Russian industrial 

organization might include not only the general director but also the managing director. 

According to further conversations with the business consultant involved in this study, in a 

company with those both the former would be responsible the company’s development and 

politics, and the latter’s responsibilities would include the company’s actual management.   

4.2 Challenges of Doing ICT Business with Russian 

Manufacturing Enterprises  

Several challenges that could affect conducting ICT business with Russian manufacturing 

enterprises were observed in the data collected with the interviews. Those challenges that 

were perceived the most affective are now reported here. Table 19 includes the summary 

of these challenges as well as their classification (i.e. categories,) and it is followed by their 

detailed discussion.   

 

Table 19: Observed challenges of doing ICT business with Russian manufacturing enterprises. 

# Challenge Short description Category 

1 Global 
financial crisis 

Due to the global financial crisis, Russian manufacturing enterprises 
are postponing their ICT investment plans, which is caused by 
decrease in their sales and saving programs they are undertaking. 

2 Low labor cost In Russia, labor is relative cheap, which can sometimes make new and 
expensive information systems unattractive. 

3 Strong 
competition 

There are both domestic and foreign competitors in Russian ICT 
market. 

4 Poor Internet 
infrastructure 

The Internet infrastructure might be rather undeveloped in peripheral 
regions of Russian Federation. 

Macro-
environment 

5 Insufficient or 
missing ICT 
skills 

Many enterprises, especially those located in peripheral regions of 
Russia, still might not understand the benefits of modern information 
systems, which is caused by poor or missing ICT skills of people on 
every level of the organizational hierarchy. 

6 IS ownership 
cost not fully 
understood 

Some enterprises do not have a clear understanding of IS ownership 
cost, which results on acquisitions of information systems having low-
cost licenses that become expensive to implement and support. 

Immaturity of 
Russian 
industrial 
enterprises 
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7 Sabotage Some members of the buying center or other users might sabotage the 
buying decision making process or implementation of the system 
because they would not like to change their “good old” working 
habits, techniques and specifics that could involve frauds and other 
“questionable dealings” which, in turn, could be revealed by an ERP 
system’s ability to bring transparency into business operations.  

8 Kickbacks “Kickbacks”, in Russian OTKAT, are still rather used for facilitating 
buying decision making in Russian industrial enterprises. 

9 Complexity of 
buying center 

The process of buying decision making related to the acquisition of a 
new sophisticated IS, such as an ERP system, would involve many 
different people within the organization making the process rather 
complicated and some times quite long. 

Organizational 
culture 

 

4.3.1 Macro-Environment 

Global Financial Crisis 

Several challenges were identified related to Russian macro-environment. Probably, the 

most severe challenge in this category is the ongoing global financial crisis that has been 

having an influence also on business operations of Russian manufacturing companies. The 

collected data reveals that due to decrease in sales and uncertainty of tomorrow, these 

companies prefer to postpone their investment decisions, especially those that are related to 

information and automation systems. A representative of a Russian ICT integrator said that 

according to their market research, Russian manufacturing companies are planning to 

revive their ICT investment plans only in year 2011. And again, those who are still 

thinking of acquiring an ICT system would probably turn towards a Russian alternative 

because of the depreciating ruble, was a comment of another representative of the same 

ICT company. 

Russians possess high uncertainty avoidance (Elenkov, 1998; Boggler, 1994). This fact 

also gives us rather strong reasons to believe that nothing special would happen in the 

studied sector during the next couple of years. Even more, the interviewed business 

consultant said that Russians do not like planning. This dislike for planning can be 

probably even stronger right now, during the crisis, when nothing is sure. 

 

However, some of the interviewed persons see the crisis also as an opportunity for foreign 

IS vendors. These interviewees presented four different views. Firstly, due to the 
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devaluated ruble, Russian market could become attractive for some foreign companies that 

would establish subsidiaries or acquire existing companies in Russia. In the former case, a 

foreign holding would probably prefer a non-Russian enterprise information system, likely 

the same one as in the headquarters. In the latter case, a Russian company interested in 

foreign investors would be probably also looking for a foreign information system to make 

itself more attractive by brining transparency in its business operations. Secondly, many 

Russian manufacturing enterprises are now eager to attend events related to automation of 

business processes by means of IT, which was reported by several interviewees. Though, 

these companies are not investing in ICT right now, they show interest and could be 

approached later. Thus, right now it would be a good moment for promoting the system. 

Thirdly, there might be companies that would look for solution to the problems brought by 

the crisis in shaping and improving their business processes through automation enabled by 

ICT. Fourthly, companies having governmental capital or support would probably carry 

out their initial ICT investment plans despite the crisis. Thus there are still chances to 

succeed in Russia, even now during the crisis. 

Low labor cost 

Living standard in Russia is still several times lower than in developed countries (WIIW, 

2008), which, in turn, results on rather cheap labor costs, which is another challenge 

appearing in the macro-environment of Russia. A typical Russian manufacturing enterprise 

would probably not implement an expensive foreign ERP system to save in labor costs: “I 

assume that labor cost in Russia is still not that expensive to substitute it with information 

technologies”, commented on that one of the interviewees. Another interviewee added that 

especially manual labor is very cheap in Russia. Thus the ability to decrease the number of 

manual workers in a company located in Siberia, where manual labor is cheap, would 

probably not be a big advantage of an expensive information system.  

Strong Competition 

Strong competition in ERP systems market was recognized as another challenge of Russian 

macro-environment. There are both foreign and domestic information systems offered in 

Russian Federation. Among the foreign ERP systems, the interviewees mention such 
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systems as Axapta (Microsoft Dynamics AX), Navision (Microsoft Dynamics NAV), SAP 

and Oracle E-Business Suite. The mentioned domestics systems include 1C:Enterprise 8, 

Parus (in Russian: система управления ПАРУС), Compas (in Russian: КОМПАС) and 

Galactica Business Suite (in Russian: Галактика). Some of these systems compete for 

small and middle size companies, some of them compete for big companies, and some of 

them compete for both. It was mentioned that there are also smaller and less known 

vendors of ERP systems.  

A special attention of the interviewees was paid to information systems based on Russian 

1C:Enterprise 8 platform. According to the interviewees, 1C products would be used by 

the majority of Russian enterprises. Especially the role of 1C:Accounting 8 is very 

important, and it should not be neglected by foreign ICT vendors planning on entering 

Russia. “Practically, it is a standard”, said one interviewee to describe the position of 1C 

products among Russian companies. Another interviewee described the accounting module 

of 1C in the following way: “Usually 1C remains [when implementing a new system] for 

Russian accounting, like some kind of de-facto standard”. 

The interviews data also revealed that some people (such as accountants) in a Russian 

organization can show strong desire to retain some of 1C modules almost for any price. As 

the result, the new information system being implemented would have to interact with 1C 

or run in parallel with it. It was reported that in some cases a foreign ERP system being 

implemented had to go through some special modifications just to work with 1C according 

to the needs of the customer, which can be against the underlying logic of that new ERP 

system that would initially aim at total replacement of the existing 1C modules. This would 

obviously bring some undesirable extra work for the integrator; it could also result on 

sabotage from the customer’s side. 

One of the interviewees described the position of domestic enterprise systems in Russia in 

the following way: “A Russian [information] system is good because it does not need any 

adaptations for Russian conditions, because it has been created for them”. That point is 

obviously the biggest advantage of Russian enterprise systems in the domestic market. 
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Poor Internet Infrastructure 

Internet infrastructure might still be rather undeveloped in Russian Federation’s 

peripheries. One of the interviewees told: “If we talk about [Russian] regions [i.e. 

peripheries], e.g. those behind the Urals, so the level of informatization and Internet there 

is far behind the European one. ... In many regions having manufacturing enterprises, the 

majority of people have no Internet connection at all, and [they] have still no idea what a 

computer is.” This fact could obviously put some limitations on information systems 

demanding Internet connectivity.  The above presented citation also depicts how 

technologically immature Russian manufacturing enterprises can be. This topic will be 

discussed next. 

4.3.2 Immaturity of Russian Industrial Enterprises 

Insufficient or missing ICT Skills 

According to the collected data, Russian manufacturing enterprises are still rather 

immature in sense of ICT. Though automation is not a new thing among these companies, 

and it was present already during the Soviet time, many enterprises are still lacking of 

knowledge on modern information systems and their benefits. Automation exists in these 

enterprises on the machinery level, but the business process automation level is rather 

poor, e.g. information might still be stored and transferred as in the good old times, i.e. on 

paper: “Very often it exists only in some kind of warehouse books”, the interviewed 

business consultant described his observations of the storage of information about raw 

materials movements in some of his client companies. 

The above described scenarios are caused by poor or missing ICT skills which is especially 

characteristic for regional enterprises that are late in their ICT development: “My mother is 

working as the leading engineer in a big factory in Tver region. The view of a computer 

horrifies her. Try to offer her an ERP or PDM system…”, told one of the interviewees to 

describe the ICT level in these enterprises. Another interviewee said the following to 

describe the state of Russian enterprises: “The majority of managers, especially in 

industrial enterprises, do not have a computer on their table at all”. These facts would 
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obviously result on a strong desire of employees to retain their old ways of working that 

would further impede the development of ICT in such an enterprise.  

Such a poor ICT level is also due to the fact that in charge of many Russian manufacturing 

organizations are seniors who might not be fluent in IT and would not understand the 

meaning and importance of different information systems for his business: “He [the 

director] has nothing else than a pen on his table and, [he] is not capable of learning 

something new”, was one of the comments related to top managers of Russian 

manufacturing companies describing their ICT skills and learning capabilities. Obviously, 

this challenge could cause difficulties in explaining the need for automating business 

processes and showing the benefits of a modern information system to such a superior.  

Lack of Understanding of IS Ownership Cost 

One more reported challenge related to this group was the lack of understanding of 

ownership cost of an information system. Very often Russian manufacturing companies 

prefer domestic products such as those of 1C that have relatively low license fees. 

However, according to a representative of one of the interviewed integrators, their practice 

shows that the implementation time of an information system based on 1C platform can 

become rather long (more than a year, compared to 6 – 9 months in cases of a foreign 

alternative) making it much more expensive than expected. Also, the ability to support 

such a system or to or develop it for the company’s needs could require hiring an extra 

work force. 

4.3.3 Organizational Culture 

Sabotage 

One of the interviewees described a Russian manufacturing company as an ecosystem that 

can be destroyed by implementing an ERP system. This ecosystem is built on old habits, 

traditions and ways of working that takes their roots in the Soviet Union. It was also 

reported that, in many cases, the attempts to retain these old ways of working could lead to 

sabotaging the ICT buying decision making process or implementation of the ordered 

system. This is not always related to the dislike of learning new technologies but rather to 
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the “limitations” brought by them, especially when talking about foreign information 

systems. “Can you imagine a group of accountants working with [a foreign] ERP 

[system]? It is terrible… From our experience, accountants [involved in using a new, 

foreign ERP system] quit [the company] after a year [from the beginning of the 

implementation of the new system]. Only then we can work [with the implementation of the 

system]”, was an experience of one of the interviews whose company integrates a foreign 

ERP system in a Russian industrial enterprise. When the reason for that was asked, the 

answer was very simple and clear: stealing. The mentioned system did not allow 

accountants to change previously inserted information without leaving a track of that as it 

could be done, according to the interviewees, in a Russian enterprise system. 

The same type of a problem was also mention in relation to other employees who could 

benefit from the lack of transparency in their, possibly, dishonest operations. These 

employees can be functional managers (i.e. managers of functional divisions) who might 

be a part of the buying center, or technical experts such as designers. For example, it could 

be also a materials supply manager who would not like to bring transparency, enabled by 

an ERP system, in his operations related to warehouse management. 

The roots of the above described behavior could be probably found in recent history of 

Russia as the system of the Soviet time created a huge grey market that was supplied by 

products and raw materials stolen, “written off” and “discarded” from the state (Tiusanen 

& Malinen, 2006, p. 5). As many of the Russian manufacturing industry enterprises take 

their origins one way or another in former USSR and their top managers became mature 

based on the principles of that uneasy time, it is reasonable to assume that the corporate 

culture of these enterprises could not be change in an instance, but it would probably take 

long time. 

Kickbacks 

We were talking about corruption in Russia in the beginning of this thesis, and the 

possibility of corrupted actions in relation to conducting ICT business with Russian 

manufacturing enterprises was also mentioned in most of the interviews. In the case of 

Russian industrial enterprises, corrupted actions would be related the concept of “otkat” (in 
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Russian: откат) that might be expected by some of the members of the IS buying center 

to facilitate the buying decision making process. In English, otkat would mean a kickback, 

defined by the Free Dictionary (The Free Dictionary, 2009) as follows: “the seller's return 

of part of the purchase price of an item to a buyer or buyer's representative for the purpose 

of inducing a purchase or improperly influencing future purchases.” This definition 

precisely describes how otkats might be done in some Russian manufacturing enterprises 

according to the interviewees. It was reported, that kickback are especially common for 

companies with purely Russian capital, for big companies and for Russian governmental 

organizations. 

In IS integration projects, kickbacks would be asked by, for example, by IT directors who 

are responsible for selecting the system and proposing it to the top management (for more 

details, see chapter 4.4.2).  Here is the experience of one of the interviewees who was once 

involved in the sales work of an ERP system to a governmental organization: “The IT 

director accurately specified the sum he needs to update his BMW model 3 to model X-5. 

He said it openly and boldly.” Some other IT managers would show their interest in 

kickbacks more carefully, e.g. by expressing their “lack of confidence” in the offered 

system or its advantage over the one of a competitor. The typical questions might be “What 

else could you offer?” or “How your offer is better than the other’s one”? However, it was 

mentioned that the probability of a foreign ICT vendor to face these situations is rather low 

in comparison to their Russian counterparts. 

One of the interviewees also mentioned a “legalized” form of a kickback. This is when 

some employees of the customer’s IT department are paid by the system vendor to assist in 

its implementation. 

In some cases, also the financial director would be involved in the buying decision making 

process (as the controller of the corporate budget; for details see chapter 4.4). This fact lets 

us assume that corrupted actions of the above described type could be faced also when 

dealing with them. 
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Buying Center Complexity in Russian Manufacturing Enterprises 

Typically, ERP systems consist of many functional modules such as planning of sales, 

material support, production capacity, human resource management, delivery, billing etc. 

Simply saying, it could cover the all operations of an enterprise. This, in turn, results on a 

big size of the buying center. One of the interviewees described the buying center 

complexity as follows: “A whole set of people can be behind the decision making starting 

from top management and ending with IT director. Leading engineers and production 

managers will have an important role here [in decision making]. You will have to take into 

account the interests of three groups: the top managers responsible for business 

profitability and its development, production managers whom you will have to show how 

your system would make their lives easier, and also IT professional whom you will have to 

show their benefits”. 

As it was previously mentioned, the IT skills of people responsible for business processes 

in a typical Russian manufacturing enterprise may not be advanced enough to understand 

and assess the benefits of a modern ERP system, or these people would not simply want to 

do it for certain reasons (as discussed earlier). This, again, makes the buying center even 

more complicated, and effective ways to approach it should be developed.   

The research data revealed that due to a high complexity of a buying center, the decision 

making process could take more than a year. During that time, a key person of the buying 

center could leave and a new one would come on his/her place. This, again, could result on 

new, time-consuming, iterations in the decision making process, which, in turn, would 

mean extra sales efforts for the selling company. 

4.3 Perception of ICT Role and ICT Preferences  

4.3.1 Perception of ICT Role by Russian Manufacturing Enterprises  

4.3.1.1 Results of the Qualitative Analysis 

Rather contradicting views on the role of ICT for Russian industrial enterprises were 

observed. The interviewed business consultant said: “In Russian production business, 

information technologies are very important and needed… Especially they would be 
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needed for planning resources and materials.” However, that statement might be his 

subjective professional perception of the situation related to information automation in 

Russian manufacturing organizations.   

“Do you really think that investments [in ICT] would improve something [in an industrial 

enterprise]? … How could production be improved? … Please understand that production 

would only suffer [from an information system]. The whole internal ecosystem [of the 

enterprise], which exists by utilizing different unneeded wastes10, will get violated”, 

commented one of the representatives of the interviewed ICT integrators to describe how 

Russian manufacturing enterprises perceive the role of ICT for their business. Thus, we 

could conduct that some enterprises would perceive ICT as a threat, which can be also 

confirmed by sabotaging actions discussed in chapter 4.3.3. 

It was explored that in Russia there is also a class of manufacturing enterprises that would 

implement an ERP system in order to a) be have better settings for selling their shares in an 

IPO (Initial Public Offering), b) increase their capitalization, or c) attract foreign investors. 

“If a company is planning an IPO, an ERP system is implemented as a necessity”, stated 

one of the interviewees to describe the importance of the existence of an enterprise system 

for a company to be able to go public. The same interviewee also added that in such case, a 

company would probably implement a foreign ERP system. 

However, according to the data, the above described group of companies would not always 

use the implemented ERP system to improve and optimize their business processes but 

rather because of the fact that they have it and to “kind of” bring transparency in their 

business processes, which is done only for attracting external capitals:  “For example, in a 

big company SAP is needed to attract foreign investors … to increase the company’s 

capitalization, and to look “goody-goody””, stated one of the interviewees having several 

years of SAP implementation experience in Russia.  

Table 20 presented on the next page lists 12 motives for implementing an ERP system that 

were reported by the interviewees. Relations of the motives to the IS origin preferences 

                                                 
10 This could be probably interpreted as meaning stealing and other questionable dealings. 
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(foreign vs. Russian) were also studied. As the table reveals, for most of identified motives 

foreign enterprise systems would be preferred.  

 

Table 20: Motives for implementing an ERP system and the preference of the system’s origin. 

# Motive for acquiring an ERP system Foreign Domestic 

1 The ability to go public (IPO)   
2 To increase the company’s capitalization   

3 To attract FDI   

4 Required by the (foreign) head quarter    

5 Aiming at ISO certification   

6 Top management not satisfied with the company’s performance   

7 Need for transparency in company’s operations   

8 Efficiency of bookkeeping (Russian)   
9 Change of owners   

10 Need of information integration and consolidation    

11 Competition from foreign companies operating on Russian market   

12 To face challenges of the financial crisis   

 

4.3.1.2 Results of the Quantitative Analysis 

In the questionnaire, there was a question where responders were asked to evaluate the 

importance of IT and the major information systems for the efficiency and performance of 

their companies. The results are presented in Table 21. 

 

Table 21: The reported importance of IT and different information systems. 1 = not important at all, 2 = of a 
little importance, 3 = to some extent important, 4 = quite important, 5 = very important 

Reported value Measure 

 
R1 R2 R3 R4 x  s s

x
 

1 Importance of IT for the business 5 3 4 4 4.00 0.82 0.20 

2 Importance of an ERP system for the business 5 2 5 5 4.25 1.50 0.35 

3 Importance of a CRM system for the business 5 4 4 5 4.50 0.57 0.12 

4 Importance of an SCM system for the business 5 4 5 3 4.25 0.95 0.23 

5 Importance of a PDM system for the business 5 2 4 3 3.50 1.29 0.37 

6 Importance of an EAM system for the business 5 3 3 5 4.00 1.15 0.29 

7 
The extent to which the properly selected IS could improve 
the business efficiency (as believed by the respondent) 

5 3 5 4 4.25 0.96 0.23 

 

As the table reveals, the responders feel that IT and all the mentioned information systems 

are important. As we can see the opinions of the responders vary to some extent depending 
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on the system. This is probably because each of them represented a different role in his/her 

organization and was thinking of the system which would suite his/her needs best. In the 

case of respondent R2 we can see some low values also. This might be due to his/her 

insufficient knowledge of ICT systems (as it was indicated by his/her overall answers). 

In the results, we can also see that a CRM (i.e., customer relationship management) system 

was perceived quite or very important. The mean value of that attribute was 4.50 and its 

variance (i.e., dispersion) only 12 % of that value. It means that for the business 

performance of that particular sample a CRM system is important. An ERP system, which 

got three highest values, could have achieved even better results that a CRM system if 

responder R2 had given it a better score. Still, by the other three responders an ERP system 

was perceived very important. 

Table 21 gives us some contradicting results with those that we observed in the qualitative 

research that revealed that information systems can be perceived as a threat by Russian 

manufacturing enterprises for their business operations. However, we should not forget 

that the above presented figures were given by representatives of those companies that are 

interested in the development of their business activities. If we had a bigger sample with a 

wide variety of Russian manufacturing companies we could probably expect rather 

different results. 

4.3.2 IT Preferences of Russian Manufacturing Enterprises  

4.3.2.1 Results of the Qualitative Analysis 

The interviewees reported several ICT preferences/requirements that they had been 

observing among their customers, i.e. Russian manufacturing enterprises. These 

preferences are presented in Table 22 on the next page. Some of these 

preferences/requirements could be expected by a foreign ICT vendor, but some of them are 

specific for Russian environment and they are more like requirements. For example, the 

integratability of the offered system with the existing 1C modules would be a requirement: 

“must have”, as described one of the interviewees. Another requirement is related to a 

company integrating a foreign information system: that company has to be Russian, it 
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should have a proven record of successful integrations of enterprise systems and it would 

also support the system later on. And of course, the price does matter!  

Table 22: ICT preferences of Russian manufacturing industry enterprises. *) Importance indicated by 
the interviewees. 

# Preference/Requirements *) Important 

1 Integratability with the existing 1C modules  
2 Implementation done by a reliable and experienced Russian integrator   
3 Support offered by a reliable and experienced Russian integrator  
4 Full localization  
5 Reasonable and competitive price (price to quality ratio to be high)  
6 Reasonable implementation time (6-12 months)  
7 Ease of support and maintenance and low support costs  
8 Top management should quickly view the overall situation of their business  
9 Adaptability to the business processes of the enterprise  

10 Fulfillment of business domain and specifics requirements  

11 Functionality of the system to be based on some standards (e.g. EDI)  

 

An important preference worth of mentioning would be the implementation time of an 

enterprise system, which should be between six and twelve months. According to the 

interviewees, the ideal time would be about nine months. However, one of them said that if 

it takes more than six months, the involved people start getting tired.  

It was also indicated that the system should have a separate functionality for top 

management to quickly view the general performance indicators and performance reports 

of the business.  We assume this is due to the fact that Russian industrial top managers are 

often not fluent in IT nor they have time/willingness for advancing these skills, which was 

mentioned earlier several times. 

Another reported preference worth of addressing here is the adaptability of the offered 

system to the business processes of an enterprise. Though it was not clearly indicated as a 

requirement, some times it can be a key to success, as ordinary users of the system would 

like to have a system fulfilling the requirements, specific to Russia, of the business domain 

of that particular industry that are specific to Russia.  

The data revealed that a Russian industrial consumer might experience that foreign systems 

are unable to take into account the nuances of Russian business specifics. This is why, for 
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example, products of 1C are so popular in Russia: they are made for Russians by Russians. 

As it was earlier discussed, many companies would try to avoid foreign enterprise systems 

because of their limitations11 and prefer 1C for its high adaptability to the requirements of 

Russian industrial users. 

It was also mentioned that the functionality of an enterprise system should be based on 

some standards e.g. ERD (Electronic Data Interchange) in order to better face possible 

challenges of expanding the system in future. 

4.3.2.2 Results of the Quantitative Analysis 

Based on the results of the qualitative research stage, a set of questions related to the 

important attributes of an information system was developed in the questionnaire. The set 

of questions also included some attributes that were not revealed during the qualitative 

research stage, but these attributes were thought to be relevant in the research context in 

any way. The results are now presented in Table 23 (next page). 

According to Table 23, all the asked attributes achieved considerable attention. Especially, 

such attributes as the stability of use, reliability of data, ease and reliability of support, ease 

of use, professionalism of the responsible integrator, successful implementations in the 

same industrial sector as well as the ability to quickly view general data by top 

management were given the highest scores. 

The results also reveal that in three cases out of four, the compatibility with the existing 

systems (mainly, those of 1C) scored only 4 out of 5, which would be slightly against our 

qualitative research results that stood for high importance in this context. And again, we 

should recall the origin of the main part of the sample, i.e. they were those companies that 

are truly interested in the development of their business processes and that would select the 

adequate information systems for this purposes. If we got a bigger and more diverse 

sample we could probably see different results. 

                                                 
11 Here we mean that the functionality of a foreign enterprise solution is limited to the underlying logic of the 
system that does not allow illegal or questionable actions that are some times required by Russian industrial 
users. 

 68



Table 23: Attributes of an IS and their importance. 1 = not important at all, 2 = of a little importance, 3 = to 
some extent important, 4 = quite important, 5 = very important. 

Reported value Measure 

Attribute of the information system 
R1 R2 R3 R4 x  s s

x
 

1 Price 5 3 4 5 4.25 0.96 0.23 

2 Stability (of use) 5 4 5 5 4.75 0.50 0.11 

3 Reliability (of data) 5 5 5 5 5.00 0.00 0.00 

4 Compatibility with the existing systems (e.g. 1C) 5 4 4 4 4.25 0.50 0.12 

5 Quick implementation 3 4 3 4 3.50 0.58 0.17 

6 Ease of implementation 3 5 4 5 4.25 0.96 0.23 

7 Ease of support 5 5 5 5 5.00 0.00 0.00 

8 Inexpensive support 3 5 5 5 4.50 1.00 0.22 

9 Reliable support 5 5 5 5 5.00 0.00 0.00 

10 Ease of use 5 5 5 5 5.00 0.00 0.00 

11 Adaptability to user needs and changing requirements to IS 3 4 5 4 4.00 0.82 0.20 

12 Professionalism of the integrator 5 5 5 5 5.00 0.00 0.00 

13 References and recommendations 4 4 3 4 3.75 0.50 0.13 

14 Successful implementations in the same industrial sector 4 4 5 5 4.50 0.58 0.13 

15 Existence of standard interfaces (for future needs) 4 4 4 4 4.00 0.00 0.00 

16 Ability to quickly view general data by top management 5 4 5 5 4.75 0.50 0.11 

  

 

4.3.3 Perception of Foreign Information Systems  

4.3.3.1 Results of the Qualitative Analysis 

The interviewed persons reported that foreign information systems are being perceived 

positively by Russian manufacturing enterprises. One of the interviewees said the 

following about foreign IS vendors: “In fact, it is considered that foreign [ICT] companies 

are actually concerned more with the quality of their products [than their Russian 

counterparts].” “Because of that reason my preferences are stronger towards a foreign 

[ICT] vendor [than towards a Russian vendor]”, was a statement of the interviewed IT 

director of a Russian manufacturing company describing his disappointment in 

implementation and support of a Russian enterprise system. Thus, foreign information 

systems are considered to have better quality and to be more reliable. The early presented 

Table 20 reflects characteristics of those Russian industrial companies that we observed to 

be interested in foreign enterprise systems. 
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However, as already mentioned several times, it was observed in the interview data that 

some Russian industrial customers would see foreign information systems too transparent 

and limited. This could result on inability to modify some essential data without leaving a 

track on that, or to hide some questionable operations (as, according to the interviewees, it 

could be done in Russian information systems), which was reported to be still rather 

common for Russian industrial enterprises. We see the way how Western enterprise 

systems operate very rational as they are concerned with increasing the efficiency of an 

enterprise by enhancing its business processes by making them transparent, optimizing 

them and eliminating unneeded steps and actions in them. Let as again recall the following 

citation made by one of the interviewees: “The whole internal ecosystem [of the 

enterprise], which exists by utilizing different unneeded wastes, will get violated.” We 

interpreted it as the ability of employees of an enterprise to benefit from non-transparency 

of their operations and actions, which could be destroyed by implementing a foreign 

enterprise system. As we saw earlier in chapter 4.3.3, this can result on sabotage and 

complications during the sales and implementation phases of a foreign enterprise system.  

4.3.3.2 Results of the Quantitative Analysis 

The questionnaire also included questions about the preferences between Russian and 

foreign IS vendors and what is required from the latter to be attractive for a Russian 

manufacturing company. The results of these questions are presented in Table 24 (next 

page) revealing that none of the responder would prefer a foreign information system to a 

domestic one. However, in half of the cases it did not matter whether the system is of a 

foreign or domestic origin. This finding would give foreign IS vendors chances to gain 

success among some of the Russian manufacturing enterprises. 

Table 24 also shows that, in most of the cases, the responders would like to see in Russia 

subsidiaries of a foreign IS vendors to be attractive for them. This is rather understandable; 

having local subsidiaries would make a foreign vendor more trusted and reliable in the 

eyes of Russian industrial consumers. However, we believe that the support of reliable 

Russian IS integrators that would deliver and support the system could eliminate the need 

of local subsidiaries. And once again, the results of such a small sample size can not 

guarantee reliable enough interpretations. 

 70



Table 24: IS vendor preference of the responders. 

We would prefer: R1 R2 R3 R4 % 

1 A Russian IS     50 

2 A foreign IS     0 

3 Does not matter     50 

I think that a foreign IS: 

1 Has a better quality     50 

2 Is more reliable     50 

3 Is more expensive     100 

In order to buy an IS of a foreign vendor it has to have: 

1 Good references in Russia     50 

2 Support of a strong Russian integrator     50 

3 Subsidiaries in Russia     75 

 

 

4.3.4 Information Systems as Services  

4.3.4.1 Results of the Qualitative Analysis 

Based on the interviews data it was explored that Russian industrial enterprises are not 

ready to outsource their ICT activities, i.e. they would not use an information system as a 

service offered by a third party firm, even the Russian one. This would mean there is 

currently no potential market for ERP systems offered over the Internet among Russian 

industrial companies. The reported reasons were the following: 

 Unreliable Internet infrastructure, 

 Undeveloped internal (business) processes that would result on inefficient use of 

the service, 

 Inability of the service (that would be more generic that specific) to take into 

account the business needs and specifics of that particular enterprise, and 

 Security (no trust in third-party companies).  

 

As we could early see, the business processes of Russian industrial companies are rather 

undeveloped and very specific, which explains why these companies feel that a system 

offered as an Internet service could not satisfy their needs. We could also observe that, 

especially in peripheral regions of Russian Federation, there are still problems with the 

Internet connectivity, which would make an enterprise or other information system look 

rather unattractive or even unacceptable.  
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Trust was identified to be one more aspect for the unattractiveness of an IS as a service: it 

seems that there is still not enough trust between companies in Russia. This fact could be 

probably explained by the undeveloped juridical system of Russian federation.  

4.3.4.2 Results of the Quantitative Analysis 

The findings of the qualitative research related to the perception of an information system 

as an Internet service were used in developing the questionnaire. In the questionnaire, the 

responders were asked to indicate the criticality of the security, Internet infrastructure and 

the ability of the service of respond to the business needs and requirements of their 

companies in connection to the usage of an information system as an Internet service. The 

results are presented in Table 25. 

 

Table 25: Unattractiveness of an IS as a service: the extent to which the responders see the following issues 
as an obstacle for using an IS as a service. 1 = not critical at all, 2 = a little critical, 3 = to some extent 
critical, 4 = quite critical, 5 = very critical. 

Reported value Measure 

Attribute 
R1 R2 R3 R4 x  s s

x
 

1 Security 5 3 3 5 4.00 1.15 0.29 

2 Internet infrastructure 5 3 1 4 3.25 1.71 0.53 

3 
The ability of the service to respond to the business 
requirements of the company 

5 4 4 5 4.50 0.58 0.13 

 

As the above table reveals, the identified attributes that are related to the usage of 

information systems as an Internet service were perceived by the responders in average 

quite or very critical. However, the Internet infrastructure was not perceived critical at all 

by one of the responders. Let us recall that the company responder R3 represents is located 

in St. Petersburg, which can explain his/her opinion. Thus, in general, we could conclude 

that the results of the both researches are consistent with each other in this context. 

4.3.5 Observations on Perception of Services Related to ICT 

It seems that, at least, some Russian industrial companies do not understand the meaning of 

consultancy services related to the implementation of an information system. “Russian 
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companies do not understand why they have to pay a bunch of money to some one for 

drawing squares and arrows in 15 pages”, this is how one of the interviewees described 

the attitudes of Russian companies towards ICT consultancy services and added: “Install 

us the product – is what they say – so that it works. People do not understand that they 

have to talk first [meaning formalizing the business processes]”. As the result, the system 

is not implemented properly or the implementation takes too long. This again, can be 

caused by immaturity of Russian industrial enterprises. Or, vice versa, the reason can be in 

an unskilled integrator that could not fully understand the business processes and elicit the 

business requirements of its client, which would lead in the complicated implementation of 

the system, as it was reported by the interviewed IT director of a Russian manufacturing 

company. 

4.4 Observations on IS Buying Behavior of Russian 

Manufacturing Enterprises 

4.4.1 ERP IS Buying Center   

4.4.1.1 Results of the Qualitative Analysis 

When we presented the observed challenges of doing ICT business with Russian 

manufacturing enterprises we mentioned about the buying center complexity in these 

enterprises. The IS buying center comprises different members whose roles in it can differs 

or be the same. The identified members of the ERP system buying center of a Russian 

industrial enterprise and their roles in accordance to the theoretical frame work (chapter 

2.3.3) are listed in Table 26 (next page). Whereas the aim of this chapter is to present the 

findings on the member of the studied buying center, their involvement in the buying 

decision making process of an ERP system will be addressed in more details in chapter 

4.4.2. 

As Table 26 reveals, the process of buying an ERP system could be initiated by many 

different members of the buying center. Several different scenarios of initiating this 

process and involving the presented in the table initiators will be given in the following 

chapter. It was also observed that whereas shareholders are the actual decision makers, the 

acquisition is made (i.e. the contract is signed) by the general director. 
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Table 26: A typical buying center of a Russian industrial enterprise when considering 
and ERP system acquisition. 

Role Member 
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1 Shareholders (headquarter)        

2 General Director (CEO)        

3 Board of Directors12        

4 Finance Director (CFO)        
5 IT director (CIO)        

6 Business development manager        

7 Functional managers (director)        

8 Secretary        

9 Ordinary office employees        

 

The data presented in Table 26 also suggests that the process of an ERP system buying 

decision making can be influenced by several different members of the buying center. In 

chapter 2.3.3 we defined influencers as those who provide the needed information such as 

technical specifications. However, here we expand their role also by the ability to influence 

on the decision making process by their attitudes such as unwillingness to adopt a new 

system and actions such as sabotage and resistance, as it was explored in the interviewees 

data.  We will have a closer look at how the identified influencers can affect the buying 

decision making process of an ERP system in chapter 4.4.2. 

Based on the qualitative analysis of the interviews data, we could also identify some 

characteristics of the members of the studied buying center. These findings are now 

summarized in Table 27 on the next page, and they are addressed and discussed in more 

details in the following chapter. 

 

                                                 
12 According to the interviewed IT director of a Russian manufacturing company, in a Russian industrial 
organization, the board of directors usually includes the top management, shareholders and directors of linear 
divisions. 
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Table 27: Characteristics of some members of the buying center of a typical Russian industrial enterprise 
when considering an ERP system acquisition. 

Buying center member Characteristics 
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Would be highly involved in buying center      

Could be probably corrupted      

Could probably sabotage or resist the process of buying decision making      
Would probably not have enough understanding of information systems 
of his/her business domain      

Would be probably able to communicate in English      

 

4.4.1.2 Results of the Quantitative Analysis 

The developed questionnaire asked the responders to assess two different issues related to 

the identified in qualitative research members of the IS buying center of a typical Russian 

manufacturing company. The first issue was the involvement of the members in company’s 

IT needs identification. The second issue was the influence of the members on the decision 

making process related to the acquisition of an IS. The corresponding results are presented 

in Table 28 and Table 29. 

Table 28: The involvement of different members of the buying center in IT needs identification. 1 = not 
involved at all, 2 = little involved, 3 = involved to some extent, 4 = quite much involved, 5 = very much 
involved. 

Reported value Measure Q: How much are the following buying center members of your 
organization involved in identifying the needs related to your 
company’s IT? R1 R2 R3 R4 x  s s

x
 

1 Shareholders (or headquarters) 1 5 4 5 3.75 1.89 0.50 

2 General Director (CEO) 2 5 5 4 4.00 1.41 0.35 

3 Managing director 3 4 5 4 4.00 0.82 0.20 

4 Business development department 2 2 4 3 2.75 0.96 0.35 

5 Production director 1 3 5 3 3.00 1.63 0.54 

6 Finance director (CFO) 3 4 5 4 4.00 0.82 0.20 

7 Commercial Director 2 3 5 4 3.50 1.29 0.37 

8 IT director (CIO) 5 3 5 3 4.00 1.15 0.29 

9 Other functional units 2 2 - 2 2.00 0.00 0.00 
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As we can see in Table 28, according to the responders, general and managing directors, IT 

director and finance director are considerably involved in identification of their company’s 

IT needs. It is interesting to observe that the financial director is also taking part in this 

technical job even though that was not identified during the qualitative research (Table 26). 

In three cases out of four, shareholders were also reported as being important in IT needs 

identification. This probably depends on whether a shareholder holds some position in the 

organization or he/she is only an external investor, as in the case of the company 

represented by respondent R1.  

In turn, Table 29 illustrates the degree of influence of the IS buying center members of 

Russian manufacturing enterprises on the buying decision making process as it is perceived 

by the responders. As the table reveals, in every case the influence of shareholders was 

reported very strong. The general director came next also with a rather strong influence. 

Instead, the managing director, financial director and IT director belong to the group of the 

considerably lower power of influence. Once again, it is interesting to see that the financial 

director is in this context more influential than the IT director who is usually responsible 

for selecting and proposing the system. Thus, individuals how do not have a straight 

connection to IT or hold a top position can still be influential in the process of IS buying 

decision making. 

 

Table 29: The influence of different members of the buying center on decision making related to the 
acquisition of an IS. 1 = not strong at all, 2 = little, 3 = strong to some extent, 4 = quite strong, 5 = very 
strong. 

Reported value Measure Q: How strong is the influence of the following buying center 
members of your organization on the decision making process 
related to the acquisition of an information system? R1 R2 R3 R4 x  s s

x
 

1 Shareholders (or headquarters) 5 5 5 5 5.00 0.00 0.00 

2 General Director (CEO) 4 5 5 4 4.50 0.58 0.12 

3 Managing director 4 4 3 2 3.25 0.96 0.29 

4 Business development department 2 2 2 2 2.00 0.00 0.00 

5 Production director 1 3 4 2 2.50 1.29 0.52 

6 Finance director (CFO) 4 4 3 2 3.25 0.96 0.29 

7 Commercial Director 3 3 3 2 2.75 0.50 0.18 

8 IT director (CIO) 3 3 4 2 3.00 0.82 0.27 

9 Other functional units 1 2 1 4 2.00 0.41 0.71 
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4.4.2 Elements of the Buying Decision Making Process   

The buying behavior of Russian manufacturing enterprises in relation to ICT has been 

observed to be rather complicated, and it includes elements of all those models discussed 

in chapter 2.3. We could identify two main stages of the buying decision making process 

and one post-stage that is resulted by the positive outcomes of the preceding stages. These 

stages are: (1) the initial stage, (2) the selection stage, and (3) the implementation stage. 

The identified elements of the buying behavior process are illustrated in Figure 13 (next 

page). 

I. The Initiation Stage 

It was observed that, in a Russian manufacturing enterprise, the process of buying an ERP 

system starts with the recognition of a need for the corresponding information system. 

During this stage, some individuals within an organization are a) perceiving a problem that 

could be solved by automating the corresponding business processes or b) seeing a reason 

for implementing an ERP system. Thus, the buying process of a Russian manufacturing 

enterprise starts in the same as reported in literature (e.g. the Buyphase model, the 

Industrial Adoption-Process model, the Purchase Decision-Process model, which were 

addressed in chapter 2.3.1), and it is also affected by the organization’s buying center (as it 

is presented in the Webster and Wind model). The identified motives (i.e. reasons) for 

implementing an ERP system were presented in Table 20. 

It was reported that, among Russian manufacturing enterprises, the ICT buying decision 

making process can be initiated according to four different scenarios. These scenarios 

involve four different groups of people belonging to the ICT buying center of a typical 

Russian manufacturing enterprise. These are:  

 Shareholders – scenario A,  

 Top management – scenario B,  

 Functional managers – scenario C, and  

 IT manager (director) – scenario D.  
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Figure 13: Observations on elements of the ICT related buying behavior of a Russian manufacturing 
enterprise. Shapes patterned with bricks include members of the buying center of a Russian 
manufacturing enterprise. 
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According to the qualitative analysis of the interviews data, the optimal and the most 

efficient situation in sense of the buying decision making process would be scenario A. 

When the shareholders see a need for an IS, the buying decision making can be fast and 

effective, since these persons are on the top of the hierarchy of the organization. These 

people will have authority to fire some one who will be unwilling to adopt a new system or 

sabotage the decision making process. However, there are two challenges related to this 

scenario. Firstly, shareholders of a typical Russian manufacturing company are usually not 

involved in daily operations of the company, so it would be difficult to contact these 

people. Secondly, they would probably not possess sufficient understanding of IT and the 

company’s business processes. These two aspects make this scenario rather unlikely 

among companies with purely Russian capital. Instead, according to the data, the scenario 

would work with companies in which the major shareholders are foreign investors. 

Scenario B was also reported to be effective for the IS buying decision making; in this 

scenario, the initiative for a new ERP system would come from the top management of an 

organization. By top management we mainly mean General Director. This individual also 

has strong enough authority to make things happen. First at all, he is in charge of his 

organization. Secondly, he belongs to the board of directors, and he can get heard by the 

shareholders. However, as it was earlier mentioned, it is common that top managers of 

Russian manufacturing organizations are seniors and they might not be fluent in IT and 

understand different information systems. But a good thing is that, according to the 

interviewed industrial business consultant, Russian manufacturing enterprises might often 

buy business development consultancy services. These consultants might have skills in 

ICT systems and they could recommend to their clients (i.e. top managers) an information 

system that could improve the performance of their business. It was also reported that 

some top managers attend business development trainings, in which they can get ideas for 

developing their business operations with ICT. 

In scenario C, the need for automation through an information system would be recognized 

by a functional manager such as, for instance, the production director, material supply 

director and commercial director. This scenario was not reported as one of most effective 

for buying decision making, though it could have the potential, because the need is 

recognized by functional units themselves. However, several reasons making this scenario 
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rather unlikely were reported (as discussed chapter 4.2). Among these are: low ICT skills 

and unwillingness to change old habits, techniques and ways of working.  

In the last scenario, i.e. D, the need for a certain information system is recognized by the 

IT department, which is mainly seen by Russian industrial enterprises as a servicing unit 

(i.e. that services IT needs of functional departments). The new generation of IT managers 

would possess strong ICT skills and good knowledge of modern information systems, 

which makes them capable of perceiving problems related to automation of different 

functional departments. However, without support of functional units for which the IS 

would be aimed the process of buying decision making could take long or not start at all. 

One interviewee said “He immediately conceives a wish to put a spoke in [IT director’s] 

wheel” about a functional manager who is not ready for automation of his operations as 

proposed by th IT director. Because of that reason, scenario D was reported to be the most 

ineffective in since of an ICT system buying decision making. 

Once the need for an information system has been recognized using one of the above 

scenarios, it is next presented in the company’s investment plan, which is then reviewed by 

the board of directors. If the board of directors the investment proposition of a certain 

information system, the budget for it is allocated. This usually happens during the autumn 

when planning the budget for the next year. Thus, if there is a budget reserved for an ERP 

IS, there is a high probability of its acquisition and implementation during the next year. 

II. The Selection Stage 

The next stage of the buying process, i.e. the selection stage, has been observed to be rather 

heavy and complicated. It involves four different phases similar to phases 3 - 6 of the 

Purchase Decision-Process model (presented in chapter 2.3.1), and this phases are under 

the constant influence of both internal end external forces in the similar way as described 

by the Webster and Wind model. The external forces are the environmental ones. Again, 

the internal forces are the organizational ones.  

The qualitative analysis of the interviewed data revealed that the main external factor 

affecting the decision making process is the ongoing global financial crisis. As it was 
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discussed in chapter 4.3.1, this crisis is currently one of the challenges of doing ICT 

business with industrial enterprises in Russia, because these enterprises are postponing 

their ICT purchasing decisions as the result of the decreased sales and uncertainty of 

tomorrow. Even if these enterprises had plans and allocated the budget for ICT 

development they would push the break now because of the crisis. 

Another identified external factor that could affect the decision making processes is the 

ability of the system to follow new regulation (in legislation), e.g. related to taxation, 

issues by the Russian government. It was mentioned that Russian information systems 

should be fast to react on these new regulations. However, it was reported that foreign 

systems are not so good in that: “Updating of the taxation data base is performed very 

poorly”, was a description of a foreign enterprise system given by one of the interviewees. 

This drawback could result in the system’s rejection by a Russian industrial enterprise: 

“Already the first defects can leave a black spot on the implementation of the system”, 

continued the same interviewee. Thus, a foreign ICT vendor offering an ERP system to a 

Russian industrial enterprise should consider creating the interfaces to Russian financial 

information systems and leave its own financial module out.   

Let us next address the internal forces having the influence on buying decision making. 

These internal forces can be found in the organization itself. By these organizational 

factors we mainly mean its culture, structure and technologies used in it. As we already 

mentioned, sabotage and corruption derived from the era of the USSR can be still met in 

Russian industrial enterprises. Corruption, in form of kickbacks, can be met among those 

people who are in charge of selecting and making a proposition of the needed system or 

who would be between the supplier and the decision making organs. For example, as 

discussed in chapter 4.3.1, IT director could look for his own benefits when selecting and 

proposing the system. Again, a satisfied financial director could optimize the budget so 

that the offered system is affordable for the company; “He controls the money”, one of the 

interviewees said.  

By the structure of the organization we mean the linearly-functional model used in Russian 

manufacturing enterprises presented in chapter 0. Figure 14 (next page) illustrates the 

relation of an enterprise information system to that organizational structure. In the most 
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“radical” case, a complex ERP system could penetrate every single functional unit and 

linear division of a manufacturing enterprise. Since these units are independent on each 

other and they all independently report to the top management that, in turn, reports to the 

shareholders who make the final decision, all these units (i.e. their directors and managers) 

can be involved in influencing the decision making process, again, independently on each 

other. Related to this, many cases of possible sabotage and resistance were reported by the 

interviewees, and they were presented and discussed in chapter 4.3.1. Also this fact can 

make the buying decision making process very long, heavy and complicated if the top 

management or shareholders are not interested enough in acquiring the information system. 

  

 

Figure 14: An enterprise IS and its relation to the functional structure of the organization. 

If talking about technological constrains, different opinions were presented by the 

interviewees. Some of them agreed that the existing technological infrastructure can pose 

some limitations on what system and enterprise would acquire. In turn, the interviewed IT 

director did not see particular problems in regard to this issue. 
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It is worth of mentioning that the system selected by the IT director will be first proposed 

to the board of directors that will approve or reject the selection (to be more precise, the 

shareholders will have the final word). Let us recall that in the board of directors there 

might be also directors of linear divisions, as mentioned earlier. If some of these directors 

are not willing to adopt the proposed system for some reason, they could sabotage the 

decision making process. The system can be acquired only when the board of directors has 

accepted the proposal. In that case, general director would sign the contract.  

Here we could see how many nuances might be in the decision making process of an ERP 

system acquisition made by a Russian manufacturing enterprise. The IT director would 

probably play the most critical role in that process. One of the interviewees described his 

importance in the buying decision making process in the following way: “You have to be 

his friend in any case.” 

The Implementation Stage 

Even though the implementation stage is not a part of the IS buying decision making 

process, we still describe our observations on it to show that complications can keep 

occurring even when the system is already in the implementation stage. Let us recall the 

following statement made by one of the interviewees and presented in chapter 4.3.1: 

“Accountants [involved in using a new ERP system] quit [the company] after a year [from 

the beginning of the implementation of the new system]. Only then we could work [with the 

implementation of the system].” This is they way how the interviewee described the 

resistance and sabotage of accountants who did not want to work with a new (foreign) 

information system that did not let him/her perform illegal actions. 

The interviewees reported that the common way to insure the constant payables flow in 

Russia is to break down the implementation stage into several phases and invoice the 

customer in the beginning of each phase. If the bill is not paid by the end of the phase, the 

next phase will not start. In such a way the risk of losing money is minimized. This 

procedure is, again, a result of the unstable political, economic and legal environment of 

Russia, which also brings instability and distrust in doing business in that country.  
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5 CONSIDERATIONS OF MARKET ENTRY ACTION PLAN 

As we saw in the previous section, buying behavior related to the acquisition of a foreign 

enterprise system of Russian manufacturing enterprises is very complicated, and doing ICT 

business with these enterprises brings many challenges. For those foreign ICT vendors that 

would like to know more about their potential customers in Russian industry sectors, we 

present the below table that summarizes the identified characteristics of Russian industrial 

enterprises that could be interested in foreign enterprise solutions. Though it could be a 

challenge to identify if a target enterprise has any of these characteristics, it would make 

the supplier more confident about its success. 

 

Table 30: Characteristics of Russian manufacturing enterprises that could 
be interested in foreign enterprise systems. 

# Characteristics 

1 Aiming at going public (IPO) 

2 Aiming at increasing company’s capitalization 

3 Aiming at attracting FDI 

5 Aiming at ISO certification 

7 Aiming at cooperation with foreign companies 

7 Has foreign head quarters demanding a foreign ERP system.  

8 Top management is not satisfied with the company’s performance 

9 Needs the transparency in company’s operations 

10 Experience severe competition from foreign companies 

 

Next we will address three entry modes to Russian ERP systems market of manufacturing 

industry enterprises. These modes are direct sales, local subsidiaries and the network of 

strategic partners. Among these three options, we are in favor of the last one because of its 

effectiveness, robustness and low initial investments.  The advantages and disadvantages 

of these entry modes are summarized in Table 31 on the next page. Their detailed 

discussion follows after the table. 
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Table 31: Entry modes and their characteristics. 

Entry Mode Advantage Disadvantage 

Direct sales  High control 
 Low financial risks 

 

 Expensive sales activities 
 Expensive delivery 
 Expensive and ineffective support 
 Lack of knowledge, experience 

understanding of doing business with 
the target customer segment 

 Low speed of geographical expansion 

Local subsidiary  High control 
 Local level sales and delivery costs 
 Local support 
 Effective CRM 
 Knowledge, experience and 

understanding of doing business with 
the target customer segment 

 High financial risks, especially if 
establishing several subsidiaries to 
cover bigger geography 

 Low speed of geographical expansion 

Strategic 
alliance 

 Low financial risks 
 Local level sales and delivery costs 
 Effective delivery and support of the 

system 
 Effective CRM 
 Knowledge, experience and 

understanding of doing business with 
the target customer segment 

 High speed of geographical expansion 

 It would take time and effort to 
construct a network of reliable partners. 

 

5.1 Comments on Directs Sales and Local Subsidiaries 

5.1.1 Approach Potential Customers through Direct Sales   

As we already mentioned, doing ICT business with Russian manufacturing industry 

enterprises is a very challenging task. Even if those companies had any of the objectives 

presented in Table 30 it would probably not prevent a foreign vendor form facing 

challenges related to Russian business environment prone to and vulnerable in an 

economic crisis, or troublesome organizational cultures enabling corruption and sabotage. 

Because of these reasons we see direct sales unattractive for foreign companies who would 

not know or understand the nuances of doing such a business in Russia. Even more, the 

implementation costs could dramatically increase due to expensive foreign bills, especially 

now, when the rubles has devalued several dozens percents, which would make a new 

foreign system even more unattractive for an ordinary Russian industrial enterprise.  
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Another drawback of directs sales would be high support costs due to, again, cheap ruble 

and lower living standards in Russia, since the system would be supported in the country of 

its origin. We should also recall that Russian industrial enterprises would prefer a system 

that is implemented by a Russian experienced and known integrator that would also 

support the system.  

However, a foreign company willing to try direct sales should find its way to the target 

company’s shareholders who are the real decision makers when it is about buying a 

complex enterprise system. In regarding this option, we would like to warn that it was 

reported, in general, to be rather difficult to identify and contact shareholders due to the 

fact that they are not involved in daily business operations of the companies in which they 

have shares.  

Companies approaching foreign customer should also understand the meaning of culture. 

In their study on intercultural interaction strategies and relationship selling in industrial 

markets, the authors report: “Sellers must become culturally adept” (Schultz et al., 1999, p. 

592), which emphasizes the role of cultural competence. Obviously it would be rather 

challenging to approach a remote customer whose habits, traditions and ways of doing 

things are not fully understood.    

5.1.2 Establishing a Local Subsidiary 

Another option to enter the studied market could be establishing in Russia a subsidiary or a 

set of subsidiaries that would promote, implement (integrate) and support the offered 

enterprise system. This entry mode could bring a foreign vendor the knowledge of the 

potential customer and how to deal with it. The customer could be also supported locally, 

which was one of the identified requirements of a Russian industrial enterprise. Still it 

would take some time and effort to conduct some successful implementations of the 

system and to gain the reputation of a reliable integrator. 

However, this strategy would mean heavy and risky investments in renting office space, 

purchasing the needed equipment of licenses, hiring local staff and educating it. The losses 

brought by the inability of the subsidiaries to carry out the needed amount of 
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implementations to be profitable can become huge. This, in turn, could be resulted by the 

heavy competition, unstable Russian political, economic and legal environment or simply a 

too small segment of potential customers. Moreover, to cover as big area of Russian 

Federation as possible, several subsidiaries in the biggest cities of Russia would be needed. 

This means more investments. Especially now, during the ongoing financial crisis, this is 

not an advisable option. 

5.2 Entering Russia through Strategic Alliance of Partners 

To face the previously described challenges, we are proposing an application of the 

Network model of internationalization (presented in chapter 2.1.3), in which a foreign ERP 

IS vendor would expand to Russian Federation through a network, i.e. alliance (se chapter 

2.2.2), of reliable strategic partners who together: 

 Would bring the complementary and vital knowledge of doing business with 

Russian manufacturing enterprises, 

 Would cover all the phases of delivering the needed solution to the customer (i.e. 

full value chain), and 

 Could cover as big geographical area in Russia as possible.  

Even more, as presented in theoretical background, Brouthers et al. (1996) suggest that a 

foreign IS vendor whose products require adaptability would select a cooperative entry 

mode (Table 11). It is clear that the integration of a foreign information system into the 

ICT environment of a Russian manufacturing enterprise would require some adaptations 

according to the needs of the enterprises. This fact was also reported by the interviewed 

Russian ICT companies. It is also reasonable to think that a local (i.e. domestic) specialist 

would have better chances to succeed in the integration work. 

Let us also recall that the role of networks, connections & relationships is highly important 

in Russia (chapter 1.2). Having engaged into a network of reliable Russian partners a 

foreign IS vendor could acquire good connections vital for the success of its business 

operations in Russia. 
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Sure educating partners would generate some costs. On the other hand, these costs would 

be considerably higher if own subsidiaries were established to promote, sell, deliver and 

support the system as it required hiring and educating own staff.  

In regard to this model, one challenge could be found. Namely, it would take some time 

and effort to build a network of reliable partners. However, if a proper professional was 

found, he/she could both build the network and orchestrate it. In the case of Russia, the 

potential candidate for this role should speak native Russian and possess Russian culture; 

only the knowledge of these two would probably not be enough. To succeed in Russia one 

must understand what Russians mean but not only what they say. 

5.2.1 A Proposition for the Partners Network Structure 

Table 32 illustrates the elements of the strategic partnership network being proposed, and it 

is based on the recommendations made by the interviewed companies as well as the 

preliminary market entry discussions that were held in the company the author of this 

thesis is working in with his colleagues during the process of writing the thesis.  

Table 32: The structure of a possible partnership network for entering Russian industrial enterprises with an 
ERP system; x = primary task, o = secondary task. 

Task related to the delivery of an 
ERP system 

Vendor  System 
Integrator 

Business 
Consultant 

Trainer PR 
Agency 

1 Lead generation   x x  

2 Marketing & Promotion x o o o x 

3 Consultancy o x x   

4 Sales  x    

5 Integration  x    

6 Training  x    

7 Fist-hand support  x    

8 Second-hand support x     

9 System development x     

T
he

 e
le

m
en

ts
 o

f 
th

e 
va

lu
e 

ch
ai

n 

10 CRM o x    

 

There are three main types of member organizations on the network that could deliver the 

total value chain to the customer: the vendor itself (product owner), system integrators and 

industrial business consultants. These three main elements of the strategic partners’ 
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network are highlighted in the previously presented table. If needed, the tasks of the other 

two, i.e. trainers and PR agencies could be done by these major members. Next we will 

discuss the elements of the network in more details. 

Vendor 

By vendor we mean a foreign company that aims at Russian ICT market with its ERP 

solutions, i.e. the owner of the system. In the proposed strategic partners’ network, the 

primary responsibilities of the vendor would be marketing and promotion of the offered 

system, the system’s development and second-hand support. By second-hand support we 

mean support offered by the system owner to its integrators. 

The interviewees have reported that, for the vendor, it is important to attend thematic 

seminars, events and conferences to promote its information systems and ICT services as 

well as to take part in different IS exhibitions, and possibly give introduction lectures in 

business courses such as MBA. The brand name cannot be created without the direct 

involvement of the system owner in the listed events. For example, one of the interviewees 

reported that the enterprise of the ERP system her company represents arranges in Russia 

several events a year to promote the system. In this context, the vendor could have some 

local representative offices only responsible for marketing activities and, possibly, offering 

second-hand support. 

System integrators 

In chapter 2.2.4 we addressed value networks and strategic partnership in international 

software marketing studied by Kuivalainen et al. (2005). System integrators and 

consultants were both mentioned there (see Table 13). In our case, system integrators 

would have a vital role in the IS delivery network, and  their responsibilities would no be 

only integration of the system and consultancy of the customer, but also sales of the 

system, its training, the first-hand support as well as customer relationship management as 

the primary tasks and marketing & promotion as the secondary task. By first-hand support 

we mean the system support offered to the customer, including the help desk. By CRM we 
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mean servicing other needs of the customer that might emerge during the implementation 

of the ERP system represented by the integrator in the network or later. 

When building the value chain network (i.e. alliance), it is also important to involve there 

truly experienced integrators with good reputation and proof of successful ERP IS 

implementations, as it was reported in the results. It was also reported by one of the 

interviewees that a customer would like to have a chance of selecting the integrator that 

would be most appropriate for it.  

Business Consultants 

In the partnership network model being proposed, business consultancy agencies play a 

slightly different role than those addressed by Kuivalainen et al. (2005). In our case, these 

organs do not concentrate on advising the end-users on how to use the system, but they 

rather act as lead generators for the system integrators. In our model, business consultants 

are professionals who consult top management of Russian manufacturing enterprises on 

improving their business processes and the overall performance. Since these consultants 

have connections to the top managers who are really dedicated to developing their outlets 

(as it was reported by the interviewed business consultant), they could evaluate the need of 

an ERP system for their customers and, if actual, promote the system they represent in the 

strategic partnership network. So, if they see the potential of the system for their customers 

they generate the lead that would be taken over by the proper integrator in the network and 

developed to the sales and implementation case. 

Business consultants might be used by the vendor not only for generating leads for one 

particular system but also for servicing the potential customers according to their other 

needs. These consultancy services can be given by both the consultant and the vendor if 

they complement each other. In the same way, consultants could cooperate with integrators 

in the network: if a consultant sees the need for a system that could be delivered by a 

certain integrator, he or she informs that integrator. And vice versa, if the integrator 

recognizes a need for the complementary consultancy that could be provided by some of 

the consultants in the network, it could inform the corresponding consultant. 
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Trainers 

One of interviewees (a representative of Russian ICT industry) reported that it would be 

also advisable to contact IS training organizations in Russia. These organizations educate 

employees of various Russian companies on how to use information systems related to 

their business. According to the interviewee, these trainers have large data bases on their 

customers. Thus, they could be used as lead generators as well as in marketing and 

promotion activities of the system they would represent in the network, just in the same 

way as business consultants.   

PR Agencies 

PR agencies were mentioned to be an efficient way to make the system visible to the target 

groups. These agencies could organize IS promotion events meant for the informed target 

group. However, they could be rather expensive.  

5.2.2 Partners Selection 

Partner selection for a strategic alliance is difficult task that need a very careful and 

forbearing approach. We have already mentioned that, for example, the integrator  

 Should have proven record of successful integrations (ERP IS implementations),  

 Its name should be known to the potential customer, and  

 It should have clear reputation.  

It is understandable that the potential candidate for the alliance should have good 

references but there are more issues to be considered. Table 33 (next page) illustrates 

partner selection criteria presented by Kuivalainen, et al. (2005). In their paper on partner 

selection for international marketing and distribution in corporate new ventures, the 

authors address the partner selection and evaluation process that they defined studying 

Finnish software industry. The authors suggest that the special attention should be paid to 

the potential customer’s strategic importance; business potential; complementing customer, 

products and services base as well as its competing product offering. Among the listed 

criteria we see especially important the complementing customer base and complementing 
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products and services, which all contribute in expanding the value chain offered to the 

customer. 

Table 33: Reflection of collaboration partner selection criteria proposed by 
Kuivalainen et al. (2005). 

Kuivalainen et al. (2005) # 

Evaluation criteria Relative 
Importance 

Category 

1 Strategic importance High 

2 Business potential (long term) High 

3 Short- and mid-term revenues Medium 

4 Partner’s commitment to cooperation Low 

Business 
Potential 

5 Complementing customer base High 

6 Complementing partnership network Low 

7 Partnership with competitors Medium 

Customer 
fit 

8 Complementing products and/or services High 

9 Depth of product integration Medium 

10 Partner’s competing product offering High 

11 Number of potential applications Medium 

Product 
and 
service fit 

12 Strong global market footprint Medium 

13 Centralized (+) or decentralized (-) organization Low 

14 Need for solution packaging Medium 

Marketing 
and sales 
fit 

 

5.3 Things to be Considered before Entering Russia 

5.3.1 Features of the Offered ERP solution 

We also have to bear in mind that it is not only the effective entry mode that makes the 

system succeed in Russia. There are also some requirements to the system to be attractive 

for Russian industrial companies as we discovered in this study. These features are 

reviewed in Table 34 (next page). We suggest a foreign ICT vendor to ensure that its 

enterprise system fulfills the list of these features. In that way it will ensure that the market 

entry will have better chances to succeed. 

It is also important to keep in mind that a Russian industrial enterprise would probably not 

consume an ERP system as a service provided by a foreign ICT vendor nor by a Russian 

one as it was discovered in this research. The reasons for that could be related, for 

example, to security issues or Internet infrastructure. 
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Table 34: Requirements of an ERP system of Russian industrial enterprises. 

# Requirement 

1 Integratability with the existing 1C modules 

2 Full localization 

3 Reasonable and competitive price (price to quality ratio to be high) 

4 Reasonable implementation time (6-12 months) 

5 Ease of support and maintenance and low support costs 

6 The system should let top management to quickly view the overall situation of the business 

7 Adaptability to the business processes of the enterprise 

8 Fulfillment of business domain and specifics requirements  

9 Functionality of the system to be based on some standards (e.g. EDI) 

 

5.3.2 Global Economic Crisis 

As it was discovered and reported here, the ongoing economic crisis has a strong influence 

on the buying activities of Russian industrial enterprises, and it is particularly seen in them 

postponing the buying decisions related to information systems. One of the interviewed 

ICT companies reported that they still arrange promoting events of the ERP system they 

offer. The previous event was held in the beginning of this year (i.e. 2009), and it collected 

a lot of industrial people who would be interested in automation their business processes. 

However, the interviewees reported that they will probably not close many deals in this 

year despite a high interest of the visitors, which is resulted by the crisis. Many of the 

interviewees agreed that now is a good time to make information systems visible by 

organizing different events, where the contact details of the potential customers could be 

collected. When the crisis will end, these people will first start recalling their impressions 

of the seminars the attended during the crisis. And, probably those that were the most 

memorable will lead to success of the corresponding ERP systems and their integrators. 

The interviewed ICT companies estimate that Russia industrial companies would recover 

from the crisis in one or two years. During this time it is a good chance to build the 

partnership network, to conduct the preliminary market research on the potential 

customers, to start promoting the system and to educate the selected integrators on 

implementation of the system, because when the crisis will end those companies having 

been postponing the acquisition of an enterprise system will probably act fast.  
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The results of the questionnaire also showed that the ongoing crisis really has an effect of 

the business activities of the responded companies. In the case of these companies, the 

outcomes of the crisis can be seen in the investment decisions being postponed and will not 

be taken earlier that in year 2010. 
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6 CONCLUSIONS 

The goal of this study was to explore and understand the essential aspects of doing 

successful ICT business with Russian manufacturing industry enterprises. These aspects 

included challenges that are related to doing such business, perception of ICT role and 

foreign information systems by these enterprises, as well as their information systems 

buying behavior and who is involved in the buying decision making process. In its turn, 

understanding of these aspects led to the proposition of an action plan related to an entry of 

the market of Russian manufacturing enterprises with foreign ERP class information 

systems. Next, let us summarize the essential findings (chapter 6.1), review the 

implications of the study (chapter 6.2), and discuss the future work (chapter 6.3).  

 

6.1 Summary of Essential Findings  

The essential findings are shortly presented in Table 35. As the table reveals, there might 

appear many obstacles on a foreign IS vendor’s way of approaching Russian 

manufacturing enterprises with its products. Very often information systems are big and 

complex solutions that are not limited only to algorithmic calculations or fuzzy logic, but 

they are also supposed to take into account the basic needs and habits of their users and 

how these users act. Who else could know the needs of Russian manufacturing companies 

better than Russian IS vendors? There is a concept of “mysterious Russian soul” and no 

one knows it better than another Russian. These facts make vary often Russian industrial 

enterprises look at domestic information systems, which, in its turn, makes Russian 

vendors a strong competitor. And again, the cooperation with Russian IS integrators would 

help foreign IS vendors avoid some obstacles presented in Table 35 (next page). 

In our findings, we could see that the IS buying behavior of Russian manufacturing 

enterprises is rather complex and it has many things in common with the presented in 

theory models. We could observe that there are steps in the decision making process of 

Russian manufacturing that are similar to those of the Industrial Adoption-Process model 

or the Purchase Decision-Process model. We could also see that the environment, as 

presented in Webster and Wind model, truly affects the buying decision making process of 

Russian manufacturing enterprises. Choffray and Lilien (1978) presented the major 
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elements of organizational buying behavior (discussed in chapter 2.3.2), and if compared 

them with those observed in Russian manufacturing enterprises we can really see plenty of 

similarities; e.g. the existence of organizational constrains that affect the decision making. 

 

Table 35: Observations on characteristics of Russian industrial enterprises. 

# Observation 

1 Russian regional enterprises might be immature in sense of their ICT development level. Some of them 
are still using simple tools such as MS Excel instead of real information systems. Some of them still 
have no reliable Internet connection. 

2 Workers of Russian industrial enterprises are not always willing to adapt new technologies and 
techniques of working (including ICT tools). 

3 Top as well as functional managers of Russian industrial enterprises often possess low-level skills and 
knowledge of ICT. Some of them might even not have a computer.  

4 There are still enterprises that implement the needed information systems by their own forces in Russian 
industrial sector.  

5 Some Russian industrial enterprises see the need for information systems that would help in planning 
different activities related to manufacturing as well as managing resources and warehouses.  

6 Many Russian industrial enterprises would prefer an IS that could be adapted for their business process 
but not wise versa. This leads to the selection of 1C products. 

7 The linearly-functional model of organization management is usually used by Russian industrial 
enterprises. This, in turn, has an effect on the decision making process related to the acquisition of an IS. 

8 The new generation of IT directors understands the needs and benefits of ICT and they possess a good 
knowledge of various information systems. 

9 There is a probability of corruption and sabotage related to purchasing and implementing a new 
information system in Russian manufacturing enterprises.  

10 1C products hold a very strong position among Russian manufacturing companies. 

11 The IS buying center of a Russian manufacturing company is complex, which makes the buying decision 
making process very heavy.  

12 Russian manufacturing companies would not always think that foreign information systems are more 
reliable or have better quality than the domestic ones. However, they think that foreign systems are more 
expensive. This can lead foreign vendors to losing their competitive advantage. 

 

Based on the results of the qualitative research, we could conclude that, in general, Russian 

manufacturing industry companies are still not ready for full business processes 

automation that would ensure transparency of business processes as that might not be 

welcomed by various members in the organization. As it was observed there are 

individuals in Russian manufacturing companies who would benefit from business 

processes that are not transparent.  
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Definitely, there are also companies in Russia that clearly understand the importance and 

benefits of ICT for their business and implement the needed information systems as it 

could be seen in the results of the quantitative research, which showed rather contradicting 

figures in comparison with the results of the qualitative research. Even more, one of the 

interviewees gave an example on a Russian telecom company, where an ERP system was 

successfully implemented to put its operations in order and to make their business 

processes transparent. As the result of the implemented ERP system, the profitability of the 

company considerably increased as the system brought transparency to the amount of sold 

and consumed telecom services. 

 

To summarize, based on the results, we would not see the Uppsala internationalization 

model or the Dunning’s Eclectic theory being effective for entering Russian manufacturing 

sector to supply it with a foreign ERP system. Just to recall, the Uppsala model means 

gradual expansion, whereas the Dunning’s Eclectic theory was concerned with the 

ownership, locational and internalization advantages. The former model would mean slow 

entry and high costs of the system delivered by a foreign labor, or high risks of establishing 

subsidiaries as previously discussed. Again, in the latter model, a foreign ERP IS vendor 

could probably have some of these advantages (e.g. location), but the risks of engaging in 

FDI in Russia are high. Obviously, nor could such vendor benefit from the Monopolistic 

Advantage theory, since the ERP IS market is rather saturated by both Russian and foreign 

products. In turn, an application of the Network model if internationalization could be a 

working alternative. 

 

To recall, Ojala and Tyrvänen (2007) proposed enterprise solutions companies to enter 

Russia through sales subsidiaries (Table 12). Also Hollensen (2001, p. 236) claims that 

product complexity (and ERP systems are rather complex) would be in favor of a 

hierarchical entry mode such as acquisition or Greenfield (chapter 2.2.2.1 and Table 10).  

In the results we could also see that Russian manufacturing companies would like to see 

subsidiaries of foreign IS vendors in Russia. However, we are suggesting that the  

propositions of the previously mentioned authors would probably not be the most effective 

way for a foreign IS vendor to enter Russian manufacturing industry with it enterprise 

information systems, which in some cases would be probably also against our own 
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findings. We propose that the most effective way would be to get engaged in a partnership 

network with reliable Russian ICT integrators and business consultants that would together 

deliver the enterprise information system by dividing responsibilities, which would lower 

(e.g. financial) risks especially now during the global financial crisis. Sure, the vendor 

should have a “light” local representative office but mainly for assisting the members of 

the network in marketing issues.  

Once again, we would like to emphasize the importance of connections for doing 

successful business in Russia. Even this research would not have been possible without 

proper connections in Russia. It is also important to remember that these connections 

require mutual actions: “You scratch my back so I will scratch yours…” (Haapaniemi et 

al., 2003, p. 98).  

6.2 Implications for Foreign IS Vendors 

Russian business culture and environment can be perceived as being very unconventional, 

distinctive and inexplicable by f a foreign company. This is why it is extremely important 

to clearly understand one’s aims, abilities and possibilities before entering Russia. If 

simply relying on the product and its success in the local market, a foreign IS vendor might 

be doomed to failure in Russia without the proper assessment of the target market. As it 

was presented in chapter 2.2.1, the first step in the definition of the foreign market entry 

strategy is the assessment and selection of products and target markets. We would like to 

highlight that the first phase of the market entry strategy is the assessment of the product 

and target market. If this assessment (i.e. market research) is not carefully done, the results 

can be sad. Sun Tzu (The Art of War) said: “If you know the enemy and know yourself, you 

need not fear the result of a hundred battles. If you know yourself but not the enemy, for 

every victory gained you will also suffer a defeat. If you know neither the enemy nor 

yourself, you will succumb in every battle.” The same rule applies for a new market: to 

succeed in it one must thoroughly know it as well as one’s product’s potential in that 

market. 

In this thesis we have shown how challenging it is to satisfy ICT needs of a Russian 

manufacturing company. As we could see there are many obstacles in approaching that 
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customer, whose IS buying decision making process is very different from what we got 

used to see in Western countries. How many foreign new comers could expect that their 

products could probably not succeed in Russia because they concentrate too much on 

optimizing business processes and improving the overall performance of the potential 

customer? How many of these new comers would know the reasons for that if they did not 

assess the market? 

In their study, McGrath and MacMillan (1995, p. 45) present some dangerous implicit 

assumptions that are often made by new ventures. One of these assumptions is that the 

product will sell itself. The authors write (McGrath and MacMillan, 1995, p. 44): 

“assumptions about the unknown generally turn out to be wrong”. So our main implication 

of this study is to explore the target market first and, based on that knowledge, to assess the 

potential of the product aimed for the target market. This act could save the company from 

possible surprises and it could help find out what has to be done to the product for it to be 

successful. For example in our case, a foreign ERP system should among other things have 

interfaces to 1C, it should be integrated and supported by a reliable Russian ICT company, 

it should be affordable, and it should be often adaptable for the needs and specifics of 

Russian industrial customer. Even if all these requirements were fulfilled, the sales and 

implementation of the system could still be sabotaged by some individuals of the 

organization being approach.   

6.3 Future Work  

The questionnaire developed in this study was aimed at gathering a wide range of data on 

Russian manufacturing companies, their characteristics and ICT preferences. The 

questionnaire could be filled by different individuals that were indentified to be members 

of the IS buying center of a Russian manufacturing enterprise. One target of future work 

would be to analyze how these various buying center members differ in their perception of 

information systems. With that knowledge we could identify the needs of these different 

individuals and to better address these needs.  

Another target of future work could be to study the correlation between the characteristics 

of Russian manufacturing companies and their ICT preferences. Having a big enough 
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sample of responses we could better define the relation between the companies’ 

characteristics and their ICT preferences. In that way we could identify those 

characteristics that push the company to be in favor of a foreign enterprise system. For 

instance, it was discovered that those Russian manufacturing companies that have foreign 

shareholders would select a foreign enterprise system. Table 36 includes more 

characteristics that were presented in the questionnaire and that could be correlated with 

ICT preferences of Russian manufacturing companies in future work.  

 

Table 36: Some characteristics of Russian manufacturing companies.  = yes, empty cell = no, - = not answered. 

Reported value 
Company characteristics 

R1 R2 R3 R4 % 

1 We are interested in IPO     50 

2 We would like to cooperate with foreign companies     100 

3 We would like to attract foreign investors     75 

4 We would like to attract domestic investors     100 

5 We would like to bring transparency in our business processes     100 

6 
We would like that the information related to functionality of our 
business is always reliable and available in real time      100 

7 We are a subsidiary of a domestic holding     0 

8 We are a subsidiary of a foreign holding     0 

9 We are a purely Russian company working for Russian customers only     50 

10 We would like to enter foreign markets -    67 

11 We feel strong competition from Russian companies     75 

12 We feel strong competition from foreign companies     50 

13 We are certified for ISO     25 

14 We are not certified for ISO but we would like to get that certificate     50 

15 We feel that we do not need ISO certification     0 

16 We think that 1C products can fulfill the IT demands of our enterprise     25 

17 We think that our current ISs can fulfill our all current IT demands     25 

18 We are planning on investing in IT and automation during this year13     25 

19 We prefer to invest in organic growth rather than in our IT development -    67 

 

 

 

 

                                                 
13 In year 2009, during the global financial crisis. 
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APPENDIX A: Factors Affecting Foreign Entry Mode Selection 
 
A = indirect and agent or distributor exporting, B = licensing, C = branch or subsidiary exporting, D = equity investment 
or production, E = service contracts.  1) Commitment to international business. Source: Root (1994) 

Affecting factor Favored entry mode 

Category Factor Property A B C D E 

Differentiated      

Standard      

Service-intensive      

Service      

Products 

Tech-intensive      

Low      Product adaptation 

High      

Limited      Resources 

Substantial      

Low      

Internal factors 

1) Commitment 

High      

Low      Sales potential 

High      

Atomic      Competition 

Oligopolic      

Poor      Marketing infrastructure 

Good      

Low      Production cost 

High      

Restrictive      Import policies 

Liberal      

Restrictive      Investment policies 

Liberal      

Small      Geographical distance 

Great      
Dynamic      Economy 

Stagnant      
Restrictive      Exchange controls 

Liberal      

Depreciation      Exchange rate 

Appreciation      

Small      Cultural distance 

Great      
Low      

External factors 
(Foreign country) 

Political risk 

High      
Large      Market 

Small      

Atomic      Competition 

Oligopolic      

Low      Production cost 

High      
Strong export promotion      

External factors 
(Home country) 

Restrictions on investment abroad      
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APPENDIX B: Interview Questions – Russian ICT Vendors and Business Consultants 

 

Theme 1: ICT perception & competence 
   
 How do Russian industrial companies perceive ICT systems? 

 Do they feel them important and useful for their business? 
 Does the customer understand the role and advantages of ICT in his business? 

(1) 

 Does the customer know what is 
 CRM systems? 
 SCM systems? 
 ERP systems? 
 Agile manufacturing? 

(2) 

 What kind of systems do your customers use? What do they have before you became 
their supplier? 

(3) 

 Are the systems used by Russian industrial enterprises proved mainly by Russian 
vendors of the foreign ones? 

(4) 

 Do your customers (Russian industrial enterprises) usually have ICT people working 
in the company? What kind of organization is that usually? 

(5) 

 How does the customer react when he is offered an ICT system to facilitate his 
business activities? 

 Is he suspicious? 
 Is he pacifistic? 

(6) 

 How do you feel, what is the degree of innovation of Russian industrial companies? 
Are they ready to invest in ICT and automate and develop their processes?  

 If not, what are the reasons? 

(19)

   
   
Theme 2: ICT preferences 
   
 What are the preferences of an ICT system of a Russian industrial enterprise? (7) 
 What are the most crucial issues, by the customer’s opinion, related to the acquisition 

of an ICT system? 
 Price? 
 ROI? 
 Reliability 
 Integration with 1C, SAP 
 Fast implementation 
 Maintenance and support fees 
 Compatibility with future systems 
 Reliable maintenance and support 
 Short response time 
 Ease of operation 
 Reliable after-sales services? What kind? 
 Product preferences? What kind? 
 … 

(8) 
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 Is customer, in general, ready to pay for ICT? (9) 
 What are the product preferences expected from an ICT system by the customer? 

 Standard interfaces? 
 … 

(10)

 Does your customer indicate how fast he wants the system to pay off? (11)
 How fast should it be implemented? (12)
 Are your customers ready to adopt a system that requires new skills, new personnel? (13)
 Do Russian industrial enterprises know about using an ICT system as a service? (14)
 Would they prefer using an ICT solution as a service? In that case they would only pay 

a “rent” fee. 
(15)

 What are the requirements from an ICT solution delivered as a service? (16)
 Are Russian industrial enterprises ready to by ICT consultancy services? By them we 

mean services that would lead to the improved performance by using some ICT 
system. The concept is: “we offer the customer a solution to its problem, but not only 
an ICT system”. 

(17)

   
   
Theme 3: Buying behavior of a Russian industrial enterprise 
   
 How would you describe industrial buying behavior of Russian industrial companies? 

Is it challenging? What are the main challenges? How long does it take to sign the 
contract? 

(18)

 What are the (major) steps in the decision making process of your customers? (20)
 How do the customers find out about the needed system? Do they percept a problem 

and try to find a solution? Or do you have to initiate the process by yourself? 
 How do you initiate the process? 

(21)

 Does the environment affect the buying decisions of your customers? If yes, how? 
 Physical, 
 Technological, 
 Economical, 
 Political, 
 Cultural 

(22)

 How does the organization influence the buying decisions of your customers? 
 Organization’s goals & tasks, 

o Buying tasks 
 Identification of need  establishment of specifications  

identification of alternatives  evaluation of alternatives  
selection of suppliers 

 Organization’s constraints, 
o Financial, 
o Technological, 
o Human 

 Organizational structure 
o Authorities 
o Hierarchical structure 

 Organizational technology 
o Existing technology: e.g. information systems ( integration) 

(23)
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 Organizational actors 
o Buying center 

 Who is behind the decision making process? What is the structure of a usual buying 
center? What kind of roles are there involved in the buying center? 

 Users, buyers, influencers, deciders, gatekeepers… 
 What is the best way to approach the deciders? 
 Is there power distance involved? 
 What are the challenges, obstacles with approaching the buying center?  

(24)

 What is the buying behavior of individual participants? 
 How do they make their decisions? Based on their motives, personality, roles?  
 What are the usual challenges with them? 
 What are the usual reasons/driving factors for: 

o Avoiding decision making? 
o Efficient decision making? 

 What is important to know when communicating with the deciders? Is the 
communication usually formal or does it become informal and would also 
include some informal events? What kind of events? 

(25)

   
   
Theme 4:  Perception of foreign ICT vendor 
   
 How do Russian industrial companies perceive foreign ICT products, services, and 

Vendors? 
(26)

 How do you feel, do Russian industrial companies prefer foreign suppliers? Or are 
Russian ones more preferable? 

 What are the reasons? 
o Language, 
o Cultural differences? 

(27)

 What are the requirements of foreign ICT vendors by the opinion of Russian industrial 
enterprises? Do they differ from the ones of Russian providers? 

(28)

 What do you think are the greatest challenges of foreign ICT suppliers who are trying 
to do ICT business with Russian industrial enterprises? 

(29)

   
 
 



APPENDIX C: Questionnaire for Russian Manufacturing Enterprises 

 
The aim of the following questionnaire is to analyze the sate of IT on Russian industrial 
enterprises, to define their IT preferences, and to learn about their buying decision making 
process related to the acquisition of information systems. 

 

The questionnaire can be filled anonymously, in which case just leave the corresponding fields of 
the below table empty. However, we ask you kindly to fill the basic information of the company 
you represent as well as your role in that company.  

 

If you are not sure in your answer to some questions please leave the corresponding field unfilled. 
Thank you in advance!  

 
 
 
 

Company’s name:  

Region:  

Staff:  

Year of foundation:  

Industry sector:  

Responder’s name:  

Responder’s role:  

Responder’s responsibilties:  

Responder’s unit/department:  

 
 
 
 
 
 
 

1. Company’s characteristics. 

 

Indicate “yes” or “no” by filling any sign (e.g. x) in the corresponding fields. 

 

 Yes No 

1 We are interested in IPO   

2 We would like to cooperate with foreign companies   

3 We would like to attract foreign investors   

4 We would like to attract domestic investors   

5 We would like to bring transparency to the functional operations (business   
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processes) of our enterprise 

6 We would like that the information related to functionality of our business is 
always reliable and available in real time 

  

7 We are a subsidiary of a domestic holding   

8 We are a subsidiary of a foreign holding   

9 We are a purely Russian company working for Russian customers only   

10 We would like to enter foreign markets (if yes, please indicate the below field). 

  

  

11 We feel strong competition from Russian companies   

12 We feel strong competition from foreign companies   

13 We are certified for ISO   

14 We are not certified for ISO but we would like to get that certificate   

15 We feel that we do not need ISO certification   

16 We think that 1C products can fulfill the IT demands of our enterprise   

17 We think that our current information systems can fulfill our all current IT 
demands 

  

18 We are planning on investing in IT and automation during this year   

19 We prefer to invest in organic growth rather than in our IT development   

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

20 We feel that we have to improve the efficiency of our company in the following areas: 

 Planning 1 2 3 4 5 

 Production 1 2 3 4 5 

 Development of new products 1 2 3 4 5 

 Delivery management 1 2 3 4 5 

 Sales management 1 2 3 4 5 

 Customer relationship management 1 2 3 4 5 

 Materials supply and warehouse management 1 2 3 4 5 

 Finances 1 2 3 4 5 

 Something else:  

  
1 2 3 4 5 
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2. Personal expertise in information systems 

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

21 Are you familiar with the following information systems: 

 Enterprise Resource Planning system (ERP) 1 2 3 4 5 

 Client Relationship Management system (CRM) 1 2 3 4 5 

 Supply Chain Management system (SCM) 1 2 3 4 5 

 Product Data Management system (PDM) 1 2 3 4 5 

 Enterprise Asset Management system (EAM) 1 2 3 4 5 

 
 

3. IT perception and its roles for the company 

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

22 How important is IT for you company? 1 2 3 4 5 

23 Do you believe that the properly selected information 
systems could improve your company’s efficiency and 
performance?  

1 2 3 4 5 

24 Please indicate how important the following information systems can be for the efficiency of 
your company. 

 ERP 1 2 3 4 5 

 CRM 1 2 3 4 5 

 SCM 1 2 3 4 5 

 PDM 1 2 3 4 5 

 EAM 1 2 3 4 5 

 

Indicate “yes” or “no” by filling any sign (e.g. x) in the corresponding fields. 

 

 Yes No 

25 Our company prefers to implement the needed software by using our IT 
specialists. 

  

26 Our company prefers to order the needed software from professional IT 
vendors. 

  

27 If we face problems that are related to the development of our company with 
IT, we ask for help of professional consultants. 
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4. The information systems used by the company 

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

 Yes No 

28 Do you use an ERP system in your enterprise?   

29 If yes, please indicate the name of the system:  

 Are you satisfied with that system? 1 2 3 4 5 

 By your personal opinion, how much does that system 
facilitate the efficiency improvement of the company? 

1 2 3 4 5 

 

 Yes No 

28 Do you use a CRM system in your enterprise?   

29 If yes, please indicate the name of the system:  

 Are you satisfied with that system? 1 2 3 4 5 

 By your personal opinion, how much does that system 
facilitate the efficiency improvement of the company? 

1 2 3 4 5 

 

 Yes No 

28 Do you use an SCM system in your enterprise?   

29 If yes, please indicate the name of the system:  

 Are you satisfied with that system? 1 2 3 4 5 

 By your personal opinion, how much does that system 
facilitate the efficiency improvement of the company? 

1 2 3 4 5 

 

 Yes No 

28 Do you use a PDM system in your enterprise?   

29 If yes, please indicate the name of the system:  

 Are you satisfied with that system? 1 2 3 4 5 

 By your personal opinion, how much does that system 
facilitate the efficiency improvement of the company? 

1 2 3 4 5 

 

 Yes No 

28 Do you use an EAM system in your enterprise?   

29 If yes, please indicate the name of the system:  

 Are you satisfied with that system? 1 2 3 4 5 

 By your personal opinion, how much does that system 
facilitate the efficiency improvement of the company? 

1 2 3 4 5 
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5. IS requirements 
 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 
 

38 What do you think, how critical are the following attributes of an inofrmation system for its 
purchase: 

 Price 1 2 3 4 5 

 Stability (in usage) 1 2 3 4 5 

 Relibaility (of information) 1 2 3 4 5 

 Compatibility with the existing systems (e.g. 1C) 1 2 3 4 5 

 Quick implementation 1 2 3 4 5 

 Ease of implementation 1 2 3 4 5 

 Ease of support 1 2 3 4 5 

 Inexpensive support 1 2 3 4 5 

 Reliable support 1 2 3 4 5 

 Ease of use 1 2 3 4 5 

 Adaptability to user needs and changing requirements to 
the IS 

1 2 3 4 5 

 Professionalism of the integrator 1 2 3 4 5 

 References and recommendations 1 2 3 4 5 

 Successful implementations in the same industrial 
sector 

1 2 3 4 5 

 The existence of standard interfaces (for future needs) 1 2 3 4 5 

 The ability to quickly view general data by top 
management 

1 2 3 4 5 

 Something else:  1 2 3 4 5 
 

Highligh the selected alternative. 
 

39 How quickly should the ERP class system be 
implemented (in months)? 

< 3 3 – 6 6 – 9 9 – 12 > 12 

40 How much would your company be ready to invest 
in the ERP class information system in normal 
economic circumstances (thousands USD)? 

< 10 
10 – 
50  

50 – 
100  

100 – 
200  

> 
200 

41 How many months would it take in your company 
to make the decision on acquiring a new 
information system in normal economic 
circumstances? 

< 3 3 – 6 6 – 9 9 – 12 > 12 
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Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

 Yes No 

42 Would your company acquire an information system that requires new skills 
and staff education? 

  

43 Are you ready to adapt your business process according to a new 
information system in order to gain the maximum efficiency and 
performance of your enterprise? 

  

44 Would you be ready to restructure your organization according to a new 
information system in order to gain the maximum efficiency and 
performance of your enterprise? 

  

 
 

6. IS as an Internet service 

 

Indicate “yes” or “no” by filling any sign (e.g. x) in the corresponding fields. 

 

45 Would you company be interested in using the following information systems as an Internet 
service delivered by an external provider, e.g. for a monthly fee: 

 Yes No If no, why: 

 ERP    

 CRM    

 SCM    

 PDM    

 EAM    

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

46 How critical do you see the following obstacles in using an information system as an Internet 
service providing by an external provider: 

 Security 1 2 3 4 5 

 Internet infrastructure 1 2 3 4 5 

 The ability of the service to fulfill the company’s needs 1 2 3 4 5 

 Something else:  1 2 3 4 5 
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7. Preferences in the IS integrator 

 

Indicate “yes” or “no” by filling any sign (e.g. x) in the corresponding fields. 

 

47 Which from the below listed factors are the most decisive in selecting an IS vendor or 
integrator? 

 Price 

 Brand 

 Recommendations 

 
The existence of successful integrations carried out by an IS vendor in Russian 
Federation 

 

 Something else:  

48 Does your enterprise prefer information systems developed by a: 

 Domestic company 

 Foreign company 

 

 Does not matter 

49 In order for your enterprise to select an information system of a foreign IT company, which 
from the following requirements that company has to fulfill: 

 It has to have good recommendations and references in Russian Federation 

 It has to have support of reliable Russian IS integrators 

 It has to have subsidiaries in Russia 

 

 Something else:  

50 An information system that came first in your 
mind: 

 

 

Indicate “yes” or “no” by filling any sign (e.g. x) in the corresponding fields. 

 

 Yes No 

51 I believe that foreign information systems have a better quality than the 
domestic ones 

  

52 I believe that foreign information systems are more reliable than the 
domestic ones 

  

53 I believe that foreign information systems are more expensive than the 
domestic ones 
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8. The buying center 

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

54 To what extent are the following members of your company involved in the definition of ICT 
needs of your enterprise? 

 Shareholders (head quarter) 1 2 3 4 5 

 General Director 1 2 3 4 5 

 Managing director 1 2 3 4 5 

 Business development department 1 2 3 4 5 

 Production director 1 2 3 4 5 

 Finance director 1 2 3 4 5 

 Commercial Director 1 2 3 4 5 

 IT director 1 2 3 4 5 

 Other functional units 1 2 3 4 5 

 Some one else:  1 2 3 4 5 

55 How strong influence do the following members of your company have on the decision 
making process of purchasing a new information system: 

 Shareholders (head quarter) 1 2 3 4 5 

 General Director 1 2 3 4 5 

 Managing director 1 2 3 4 5 

 Business development department 1 2 3 4 5 

 Production director 1 2 3 4 5 

 Finance director 1 2 3 4 5 

 Commercial Director 1 2 3 4 5 

 IT director 1 2 3 4 5 

 Other functional units 1 2 3 4 5 

 Some one else:  1 2 3 4 5 

56 How intensively you yourself take part in the following activities related to the acquisition of 
a new information system: 

 The identification of IT needs 1 2 3 4 5 

 The assessment of requirements related to a new IS 1 2 3 4 5 

 The search of suitable IS alternatives 1 2 3 4 5 

 The assessment of the IS alternatives 1 2 3 4 5 
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 The selection of the IS and its vendor 1 2 3 4 5 

 The budget approval of the selected IS 1 2 3 4 5 

 

9. The influence of the global financial crisis on the development of the company 

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

57 How probable is that the ongoing financial crisis will make 
your company postpone investment decisions related to the 
development of your company’s IT? 

1 2 3 4 5 

58 If the crisis affected your company in nevertheless, in which 
year are you planning to resume your company’s IT 
development programs?   

 

 
 

10. The search of related to information systems 

 

Indicate from 1 to 5 (1= not at all, 2 = little, 3 = to some extent, 4 = rather, 5 = very) by filling 
any sign (e.g. x) in the corresponding fields. 

 

59 Indicate the importance of the following IS information sources for you company: 

 Thematic seminars, conferences and other events related to 
the development of an enterprise by means of IT 

1 2 3 4 5 

 Internet 1 2 3 4 5 

 Mass media 1 2 3 4 5 

 Thematic literature 1 2 3 4 5 

 Recommendations of partners and other trusted sides 1 2 3 4 5 

 ”Grapevine” 1 2 3 4 5 

 Something else:       

 
 

 
THANK YOU! 
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