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Abstract

The main objective of this study was to investigate the characteristics of strategic alliances in Jordanian Financial Institutions

The research instrument employed was a survey questionnaire; data were collected via mail surveys. A structured questionnaire was developed based on past studies and data for the included companies were gathered using archival sources when possible. A total of 23 characteristics of strategic alliances were asked on a five-point Likert-type scale, which ranged from strongly agree to strongly disagree. 

The results shown that the one who works in a financial institution has 50 to fewer than 100 employees feels strongly that strategic alliances require mutual trust more than the ones who worked in a company with fewer than 50 employee.

But the one who works in Irbid City feels strongly that strategic alliances are Less clear contributions and benefits, Often small initial resource commitments, Limited time duration and May involve relations with competitors and complementary firms more than the ones who worked in Zarka City and Amman City. 
The female feels strongly that strategic alliances are can add more value to partnering firms by creating organizational mechanism that better aligns decision authority with decision knowledge and can add value to partnering firms through organizational flexibility more than the male.

Introduction
Corporate governance literature has been growing and multi-disciplinary, cross-border research initiatives have been proliferating. The search is no longer focusing on finding ways to help capital formation in emerging and developing markets but on understanding the role of corporate governance in corporate performance as well as finding the right balance between regulatory and market-based incentives/penalties. Turkey is no exception with a growing interest in corporate governance from academics, business circles, policymakers and regulators and with recent government initiatives to improve corporate accountability and control in the financial sector.

Future research should include identifying pathologies of corporate governance failures in Turkey and their root causes, understanding the forces for and against reforms, and analysis of culture and societal values as they influence corporate governance practices.

There is a significant amount of pressure for directors to be more involved in the strategic decision making process. The pressure can be viewed as an institutional response or as a strategic adaptation to external pressures for greater board involvement. The demand for greater corporate accountability in the corporate decision making process has focused on board involvement. It has been shown that younger corporations, those incorporated since 1970 tend to have their directors involved in the strategic decision making process (Weidenbaum, 1985). Institutional pressure comes from investors and secured lenders.

Literature review 
Peter Lorange, Johan Roos (1991), discussed seven critical insights for developing and managing strategic alliance. It is concluded that if these seven factors are analyzed by each organization at the outset of negotiations to form an alliance, then the chances of a strategic alliance succeeding are improved.

Alison J. Morrison( 1994), Investigated the concept of strategic alliances in the context of hotel sector small firms. The rapid increase in the number of international strategic alliances is recognized as one of the most significant management trends of the 1990s. In particular, they may affect firms' cost structures, and provide access to important strategic resources. In this respect, strategic alliances are potentially important strategic options for the non-dominant small hotel firm.

Niren M. Vyas, William L. Shelburn, Dennis C. Rogers(1995 ), Defines an interesting phenomenon termed the “Octopus Strategy” where multidivisional companies from Japan, the United States and Europe are joining forces to create multiple strategic alliances. The end result of this strategy is that two divisions of the multidivisional companies may have formed an alliance, while other divisions of the same organizations may be in fierce competition with one another. Develops a model of the working of strategic alliances based on the existing empirical evidence. Suggests some contributions that government, industry and education should make for the success of alliances.

Kojo Saffu, Aminu Mamman( 2000), reports the dilemma faced by Australian universities in their international strategic alliance effort.Thomas Clarke, Antoine Hermens( 2001), found that strategic alliances of leading universities, e-learning and technology companies are forming to provide online delivery of sophisticated, media rich, interactive education and training on a global basis. Hundreds of e-learning companies are competing in this new marketspace with content, technology and services. Major companies are establishing their own corporate universities. The question is whether the potential for interactive online knowledge communities is achieved, or if this new technology is primarily employed in relatively routine skills training.Mats B. Klint, Ulf Sjöberg (2003), focused on the elaboration of a comprehensive model for the analysis and understanding of strategic networks/alliances, by using the classic: structure-conduct-performance-paradigm. The intention in developing such a comprehensive model is to identify factors and/or elements, which may be considered more relevant than other factors, in the creation and maintenance of strategic networks/alliances.Janell D. Townsend( 2003), reviewed of the recent literature related to international strategic business alliances utilizing the conceptual foundations presented by Varadarajan and Cunningham in the 1995 special edition of Marketing Science as a baseline. Employing a parsimonious framework, alliances are defined, motives are identified, structures and governance methods are considered, critical success factors are recognized and outcomes are analyzed. Khaled Abdou, Simone Kliche( 2004 ), discussed the cultural differences between the German and the American culture by applying Hofstede's “value” dimension system and how these differences affect the formation of strategic alliances and outcomes. Furthermore, they examined whether literature sustains the fact that Hofstede's value model can be used to sufficiently distinguish between the German and the American culture.T.K. Das (2004) proposes a framework of partner opportunism in strategic alliances that incorporates the two fundamental dimensions of time and risk. It then discusses four types of partner opportunism in this comprehensive time-risk framework.Abhijit Ghosh (2004 ), look at the phenomenon of inter-organizational learning through the socio-cultural-historical lens of Vygotsky and hopes to advance a theoretical framework, which is more eclectic and can therefore better explain the dynamics of learning in alliances.Dean Elmuti, Michael Abebe, Marco Nicolosi( 2005 ),  explore the essence of strategic alliances and why they have become such a growing area of research in business in recent years.E. Ann Thorne, Gill Wright (2005), describes the results of a longitudinal research study of an inter-organisational partnership; explores the contributions, experiences and perceptions of the central stakeholders in management learning (HE, organisations and students). Through a case study approach to three collaborative projects, an analysis of the learning cycle.

Emanuela Todeva, David Knoke (2005), stated that strategic alliances developed and propagated as formalized interorganizational relationships. These cooperative arrangements represent new organizational formation that seeks to achieve organizational objectives better through collaboration than through competition.
Research objective
The main objective of this study was to investigate the characteristics of strategic alliances in Jordan.

Research importance
Strategic alliances part of framework to achieve formulated strategic plans and the organization relationships should facilitate communication to achieve shared control on decision-making

Sample and methodology

The main research instrument employed was a survey questionnaire, data were collected via mail surveys. A structured questionnaire was developed based on past studies and data for the included companies were gathered using archival sources when possible. A total of 23 characteristics of strategic alliances were asked on a five-point Likert-type scale, which ranged from strongly agree to strongly disagree. 

The chi-square goodness-of-fit test was used for checking non-response bias. 

The reliability of scales was assessed by Cronbach's coefficient alpha. Reliability is an assessment of the internal consistency of the construct indicators. The Cronbach alpha values of 0.60 or higher are generally considered to be acceptable. The alpha values for this research scale are 0.778.

In order to analyze the data and consequently discuss the results, the collected data were summarized using descriptive statistics. 

Of the 210 respondents who were canvassed 200 personally completed and returned the questionnaires: a response rate of 95.5 percent.

In the sample, 25 percent of the respondents were from the production sector, 23percent were from the industry, 28 percent were in medical, and 24 percent were from the insurance sector. About 76 percent of the firms had fewer than 50 employees, 14 percent had 50 to fewer than 100 employees, and the rest had more than 100 employees.

 In terms of location of the company, nearly 80 percent of the total respondents were in Amman, 15 percent were in Zarka and 5 percent were from Irbid. Nearly 65 percent of the respondents were male, and the rest were female. About 33 percent of the total respondents have less than 10 years of experience, and 50 percent have degree qualification.

Research limitations
Although the results of the research are promising, they should be interpreted with caution and not extended beyond the focused context provided here.

The research is dependent on questionnaire data and the sample size is small

Hypotheses 

The hypotheses are as follows:

H1: there are statistical differences between Characteristics of strategic alliances and financial institution size at α <=0.05 

H2: there are statistical differences between Characteristics of strategic alliances and location of the financial institution at α <=0.05 

H3: there are statistical differences between Characteristics of strategic alliances and years of experience at α <=0.05 

H4: there are statistical differences between Characteristics of strategic alliances and the sex at α <=0.05 

H5: there are statistical differences between Characteristics of strategic alliances and the level of education at α <=0.05 

Statistical results

What is the major characteristics of strategic alliances in Jordan.? To answer this question we find the mean for each variable (table 1). A quick review of the result in table 1 reveals clearly that variable (Deliberate efforts to change direction of at least one partner) has the highest mean value (4.987) and this means that the respondents feel very strongly in this characteristic. This should not come as a surprise. Indeed, the Jordanian feel that one of the characteristics of strategic alliances is deliberate effort to change direction of at least one partner.

 Variable (Need not create new entity) has the least mean value.

Table1

Descriptive Statistics

	Characteristics of strategic alliances 
	Mean
	Std. Deviation

	Need not create new entity
	4.4222
	.91674

	Contract need not be specified
	4.4667
	.69413

	Relative size may be highly unequal
	4.6667
	.60302

	Less clear contributions and benefits
	4.7333
	.44721

	Difficult to anticipate consequences
	4.7333
	.65366

	Allow firms to focus on fewer core competencies
	4.8000
	.45726

	Often small initial resource commitments
	4.8889
	.38271

	Limited time duration
	4.9767
	.28780

	May involve relations with competitors and complementary firms
	4.9444
	.28780

	Synergistic value creation from combining different resources
	4.9556
	.20841

	Learning and internalizing new knowledge and capabilities
	4.7333
	.45726

	Can add more value to partnering firms by creating organizational mechanism that better aligns decision authority with decision knowledge
	4.7333
	.38271

	Can add value to partnering firms through organizational flexibility
	4.8000
	.28780

	Partner firms pool resources and expertise rather than transfer specialized knowledge
	4.8889
	.28780

	Evolving relationships
	4.9100
	.20841

	Adaptability and change required over time
	4.9001
	.45726

	Deliberate efforts to change direction of at least one partner
	4.987
	.38271

	Blur corporate boundaries 

	4.7333
	.28780

	Can have multiple partners


	4.7333
	.45726

	Require mutual trust


	4.8000
	.38271

	Speed of change is increased


	4.8889
	.28780

	Move to other alliances as attractive possibilities emerge


	4.9000
	.28780

	Access to people who would not work directly for them


	4.9011
	.20841


To test the first hypothesis (H1: there are statistical differences between characteristics of strategic alliances and company size at α <=0.05)

The researcher used the ANOVA test (Table 2).

Table 2

ANOVA for financial institution Size

	Variables
	F
	Sig.

	Require mutual trust
	7.700
	0.001*

	
	
	

	
	
	

	Speed of change is increased
	4.048
	0.025*

	
	
	

	
	
	

	Move to other alliances as attractive possibilities emerge
	4.375
	0.019*


* α <=0.05.

The results shown in table 2 state that variables: Require mutual trust, Speed of change is increased, and move to other alliances as attractive possibilities emerge are significant at α <=0.05. To know which company’s size was higher than the others we used scheffe test which shows that the one who works in a company has 50 to fewer than 100 employees feels strongly that strategic alliances require mutual trust more than the ones who worked in a company with fewer than 50 employee.

And that the one who works in a company with 100 employees or more feels strongly that one of the characteristics of strategic alliances is move to other alliances as attractive possibilities emerge more than the ones who worked in a company with 50 employees.

To test the third hypothesis  (H2: there are statistical differences between Characteristics of strategic alliances and location of the financial institution at α <=0.05).

The researcher used the ANOVA test (Table 3).

Table 3
ANOVA for the location of the financial institution
	Variables
	F
	Sig

	Less clear contributions and benefits
	8.753
	0.0011*

	Often small initial resource commitments
	3.576
	0.0221*

	Limited time duration
	5.511
	0.0111*

	May involve relations with competitors and complementary firms
	3.988
	0.0127*

	Synergistic value creation from combining different resources
	5.734
	0.0041*

	Learning and internalizing new knowledge and capabilities
	3.176
	0.0371*

	Need not create new entity 
	5.222
	0.0221*


· α <=0.05.

The results shown in table 3 state that variables: less clear contributions and benefits,often small initial resource commitments, limited time duration, may involve relations with competitors and complementary firms, synergistic value creation from combining different resources, learning and internalizing new knowledge and capabilities and  less clear contributions and benefits are significant at α <=0.05. To know which company’s location was higher than the others we used scheffe test which shows that the one who works in Amman feels strongly that strategic alliances are Synergistic value creation from combining different resources, learning and internalizing new knowledge and capabilities and Need not create new entity more than the one in Zarka city.

But the one who works in Irbid City  feels strongly that strategic alliances are  Less clear contributions and benefits , Often small initial resource commitments, Limited time duration and  May involve relations with competitors and complementary firms more than the ones who worked in Zarka City and Amman City.

To test the fourth hypothesis  (H3: there are statistical differences between Characteristics of strategic alliances and years of experience at α <=0.05) .

The researcher used the ANOVA Test (Table 4).

Table 4
ANOVA for years of experience
	Variable
	F
	Sig.

	Relative size may be highly unequal
	4.806
	0.00411*

	Need not create new entity
	4.231
	0.0336*

	Contract need not be specified
	4.666
	0.0229*


* α <=0.05.

The results shown in Table 4 state that variables: Relative size may be highly unequal, Need not create new entity , and Contract need not be specified are significant at α <=0.05.

 To know which categories of the years of experience are higher than the others we used the Scheffe test, which shows that the one who has experience less than 10 years 

feels strongly that strategic alliances are  Relative size may be highly unequal and Need not create new entity more than the one  with 10 years to less than 15 years experience.

 But the one  with 15 years and more of experience feels strongly that strategic alliances are  Contract need not be specified more than the one with experience 10 years to less than 15 years experience

To test the fifth hypothesis  (H4: there are statistical differences between Characteristics of strategic alliances and the sex at α <=0.05).

The researcher used the  T-test (Table 5).

Table 5
T-tst for sex
	SEX
	
	Relative size may be highly unequal
	Can add more value to partnering firms by creating organizational mechanism that better aligns decision authority with decision knowledge
	Can add value to partnering firms through organizational flexibility

	Male
	Mean
	4.999
	4.6364
	4.3333

	
	Std. Deviation
	0.2011
	0.48850
	0.69222

	Female
	Mean
	4.611
	5.0000
	4.8333

	
	Std. Deviation
	0.3909
	0.00000
	0.57735


Table 5 shows that the female feels strongly that strategic alliances are Can add more value to partnering firms by creating organizational mechanism that better aligns decision authority with decision knowledge and  Can add value to partnering firms through organizational flexibility  more than the  male.

 But the male feels strongly that strategic alliances are Relative size may be highly unequal more than the female.

To test the sixth hypothesis  (H5: there are statistical differences between Characteristics of strategic alliances and the level of education at α <=0.05) .

The researcher used the ANOVA test (Table6).

Table 6
ANOVA for level of education
	Variable
	F
	Sig.

	Difficult to anticipate consequences
	10.88
	0.044*

	Allow firms to focus on fewer core competencies
	4.317
	0.0300*

	Partner firms pool resources and expertise rather than transfer specialized knowledge
	5.324
	0.011*


* α <=0.05.

The results shown in table 6 state that variables: Difficult to anticipate consequences, Allow firms to focus on fewer core competencies and Partner firms pool resources and expertise rather than transfer specialized knowledge

To know which level of education is higher than the others we used the Scheffe test, which shows that the one who has Diploma feels strongly that strategic alliances are Partner firms pool resources and expertise rather than transfer specialized knowledge more than  the one with Degree qualification.

But the one with High school education feels strongly that strategic alliances are Difficult to anticipate consequences and  Allow firms to focus on fewer core competencies more than the Degree qualification

Discussion
All the five hypotheses were statistically significant. We have provided empirical evidence of the characteristics of strategic alliances and the level of education at α <=0.05 

Clearly, the characteristics of strategic alliances should be separate entities (constructs) in future research 

Conclusion
The results shown that the one who works in a financial institution has 50 to fewer than 100 employees feels strongly that strategic alliances require mutual trust more than the ones who worked in a company with fewer than 50 employee.

And that the one who works in a financial institution with 100 employees or more feels strongly that one of the characteristics of strategic alliances is move to other alliances as attractive possibilities emerge more than the ones who worked in a company with 50 employees.

The results shown that the one who works in Amman feels strongly that strategic alliances are synergistic value creation from combining different resources, learning and internalizing new knowledge and capabilities and Need not create new entity more than the one in Zarka city.

But the one who works in Irbid City feels strongly that strategic alliances are Less clear contributions and benefits, Often small initial resource commitments, Limited time duration and May involve relations with competitors and complementary firms more than the ones who worked in Zarka City and Amman City. The one who has experience less than 10 years feels strongly that strategic alliances are relative size may be highly unequal and Need not create new entity more than the one with 10 years to less than 15 years experience.

But the one with 15 years and more of experience feels strongly that strategic alliances are contract need not be specified more than the one with experience 10 years to less than 15 years experience.

The female feels strongly that strategic alliances are can add more value to partnering firms by creating organizational mechanism that better aligns decision authority with decision knowledge and can add value to partnering firms through organizational flexibility more than the male.

But the male feels strongly that strategic alliances are Relative size may be highly unequal more than the female.

the one who has Diploma feels strongly that strategic alliances are Partner firms pool resources and expertise rather than transfer specialized knowledge more than  the one with Degree qualification.

But the one with High school education feels strongly that strategic alliances are Difficult to anticipate consequences and Allow firms to focus on fewer cores
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Questionnaire
First: Personal Data

Company Size (number of employees):

Fewer than 50

50 to Fewer than 100

100 and more

Kind of services that your company offers:

Education

Medical

Industry

Public

Location of the company:

Amman

Zarka

Irbid

Years of experience :

Less than 10 years

10 years to less than 15 years

15 years and more

Sex of the executive manager:

Male

Female

Education of the executive manager:

High school education 

Diploma 

Degree qualification

Second Section:

	Characteristics of strategic alliances 
	Stongly Agree
	Agree
	Neutral 
	Disagree
	Stongly Disagree

	Need not create new entity
	
	
	
	
	

	Contract need not be specified
	
	
	
	
	

	Relative size may be highly unequal
	
	
	
	
	

	Less clear contributions and benefits
	
	
	
	
	

	Difficult to anticipate consequences
	
	
	
	
	

	Allow firms to focus on fewer core competencies
	
	
	
	
	

	Often small initial resource commitments
	
	
	
	
	

	Limited time duration
	
	
	
	
	

	May involve relations with competitors and complementary firms
	
	
	
	
	

	Synergistic value creation from combining different resources
	
	
	
	
	

	Learning and internalizing new knowledge and capabilities
	
	
	
	
	

	Can add more value to partnering firms by creating organizational mechanism that better aligns decision authority with decision knowledge
	
	
	
	
	

	Can add value to partnering firms through organizational flexibility
	
	
	
	
	

	Partner firms pool resources and expertise rather than transfer specialized knowledge
	
	
	
	
	

	Evolving relationships
	
	
	
	
	

	Adaptability and change required over time
	
	
	
	
	

	Deliberate efforts to change direction of at least one partner
	
	
	
	
	

	Blur corporate boundaries 

	
	
	
	
	

	Can have multiple partners


	
	
	
	
	

	Require mutual trust


	
	
	
	
	

	Speed of change is increased


	
	
	
	
	

	Move to other alliances as attractive possibilities emerge


	
	
	
	
	

	Access to people who would not work directly for them
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