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ABSTRACT
One  of  the  strategies  retail  companies  with  limited  resources  use  to  sustain  and  obtain  
excellence in operational performance is by forming alliances. In the car rims retail sector 
in  Jakarta,  business  alliances  have  lasted  for  24  years.  The  success  and  sustainability  
of  this  alliance  offers  a  valuable  lesson  for  other  alliances.  This  study  aims  to  explain  
the  importance  of  forming  strategic  alliances;  the  effectiveness  of  strategic  alliances  
with respect for inventory, price, quality, and delivery; the benefits of alliances; and the 
future expectation of strategic alliances.  We conducted semi-structured interviews on 14 
companies which have formed strategic alliances and analysed the data using descriptive 
statistics. The study uses s secondary data as complementary information in the form of 
documents and appropriate records on the performance of strategic alliance in the car rims 
retail business. It was found that strategic alliance matches the framework of a resource-
based view and social media networks.     

Keywords: Alliance, cars rim retail, delivery, inventory, performance, price, quality, sustainability   

INTRODUCTION

Retail  comprises  several  value-added  
business activities for products and services 
provided  to  consumers  for  personal  or  
family  use.  These  value-added  activities  
include providing a wide range of inventory 
and  service  delivery.  Retail  involves  not  
only providing goods and services in a store 
and shopping area, but also utilizing other 
marketing channels such as social media and 
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marketplace and Internet forums. Retail is 
an important component in the supply chain 
that connects producers to consumers (Levy, 
Weitz, & Grewal, 2014).

Retail is a significant step in the goods 
distribution  process,  and  it  is  also  the  last  
step. Through retail, products and services 
reach the users. The retail industry is defined 
as an industry that sells value-added products 
and services to meet personal, family, group, 
or  end-user  needs.  The  retail  industry  in  
Indonesia contributes significantly to the 
Gross  Domestic  Product  (GDP)  and  also  
absorbs  a  large  amount  of  manpower.  As  
a  developing  country,  the  growth  rate  of  
Indonesia’s  retail  industry  is  influenced  
by  people’s  purchasing  power,  population  
growth, as well as community needs

To  survive  in  a  competitive  market,  
retail  should  implement  cutting-edge  
strategies supported by excellence processes 
and service performance. According to Levy 
et al. (2014), retail strategy is a process to 
identify the target of a retail market, a format 
that retailers will use to increase consumer 
satisfaction  and  make  the  competition  
long  lasting.  When  a  retail  entity  faces  
limited resources one way to cope is to join 
or  to  form  strategic  alliances  among  the  
incumbents.

Alliances  between  companies  or  
between business units are an unavoidable 
aspect  in  today’s  modern  business  life  
(Wheelen,  Hunger,  Hoffman,  &  Bamford,  
2015).  Alliances  are  partnerships  between  
two or more companies to achieve mutual 
advantageous  strategic  objectives  (Emulti  

& Kathawala, 2001). An effective strategic 
alliance can initiate and grow profitability 
both  in  domestic  and  global  markets  
(Ernst, Halevy, Monier, & Sarrazin, 2001). 
Furthermore, Gerhard and Odenthal (2001) 
state  that  the  alliance  is  one  of  the  most  
capable  strategies  to  create  value  for  the  
company.

Some alliances increase firm profitability 
and have a positive impact on a firm’s value 
(Estrin,  Poukliakova,  &  Shapiro,  2009;  
Park,  Mezias,  &  Song,  2004).  However,  
not all alliances can survive in the long run; 
some alliances survive only short term, just 
enough for one partner to build a foothold 
in  a  new  market.  The  extension  of  time  
and conflicts over goals and controls often 
occur among alliance partners. For this and 
other  reasons,  about  half  of  all  alliances  
(including the international alliance) become 
unsatisfactory (Das & Teng, 2000; Park & 
Ungson, 2001).

In  Jakarta,  a  strategic  rim  car  retail  
alliance was formed by 14 retail companies. 
The  alliance  has  been  in  operation  for  24  
years.  The  success  and  sustainability  of  
this alliance provides a valuable lesson for 
other  alliances  and  enriches  the  empirical  
evidence  of  the  alliance,  but  to  date  there  
has  been  no  study  of  it.  It  is,  therefore,  
interesting  to  review  the  sustainability  of  
this retail alliance and see the performance 
of  the  alliance  from  the  point  of  view  of  
its  members.  The  purpose  of  the  study  is  
to  explain  1)  the  importance  of  joining  a  
strategic  alliance;  2)  the  effectiveness  of  
strategic alliance with regard to inventory, 
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price, quality, and delivery; 3) the benefits 
of the alliance; and 4) the future expectation 
of the alliance.

LITERATURE REVIEW

Ireland,  Hitt  and  Vaidyanath  (2002)  
summarize  several  theories  to  explain  the  
reasons  for  the  formation  of  alliances,  
including  1)  transaction  cost,  2)  social  
network,  and  3)  resource-based  view.  
The  theory  of  transaction  cost  argues  
that the alliance, as a more efficient form 
of  market  or  hierarchy,  can  minimize  
transaction  costs.  Social  network  theory  
states  that  the  company’s  strategic  actions  
are  influenced  by  the  social  context  in  
which  the  company  exists.  The  social  
context  in  question  is  either  directly  or  
indirectly  related  to  the  actors  in  that  
network. Contexts include inter- and intra-
organization relations. While the resource-
based view based on the understanding that 
the  company  is  a  collection  of  multiple  
resources,  Resources-based  theory  argues  
that the alliance can develop value creation 
by collecting resources together in cases in 
which each company is unable to create it 
independently.

Wheelen  et  al.  (2015)  state  several  
reasons why companies form alliances: 1) to 
obtain or learn new capabilities, 2) to obtain 
access  to  specific  markets,  3)  to  reduce  
financial risk, and 4) to reduce political risk.

Kanter  (1994)  refers  to  alliances  as  
PALs (polling, allying and linking, or join, 
alliance,  and  related)  between  companies.  
According  to  him,  the  alliance  provides  a  

way for companies to shift from being rivals 
to  serving  as  allies.  There  are  three  main  
types of alliances:

Service alliances occur when a group 
of  organizations  with  similar  needs  
(often in the same industry) create new 
organizations  to  meet  those  needs.  A  
common example of this alliance is an 
industry research consortium.

Opportunistic  alliances  are  formed  
when  a  group  of  organizations  sees  
an  opportunity  to  gain  a  competitive  
advantage,  possibly  temporarily,  by  
forming  strategic  alliances.  The  goal  
in this type of alliance is to form a new 
organization  and  create  opportunities  
that  are  not  realized  if  each  partner  
moves on its own. This type of alliance 
is commonly known as joint ventures.

Stakeholder  alliances  are  so  called  
because  this  alliance  creates  a  
complementary  coalition  between  
interested  parties.  It  occurs  when  
a  company  forms  an  alliance  with  
suppliers,  consumers,  workers,  or  
other  interested  parties.  Depending  
on  the  interested  parties,  each  of  the  
alliances  has  different  potential  goals.  
For example, an alliance with a supplier 
is formed to outsource the development 
and production of a particular product 
or component.

MATERIALS AND METHODS

The subject of research is the retail owner 
or  retail  manager.  He  or  she  is  considered  
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to  be  a  person  who  understands  strategic  
alliances. The samples of this study are 14 
car rim retail businesses. We conduct semi-
structured interviews upon the 14 companies 
which have joined in the strategic alliance. 
The  study  also  applies  secondary  data  as  
complementary information in the form of 
documents  and  appropriate  records  with  
regard  to  the  performance  of  the  strategic  
alliance in the car rims retail business. We 
also  observe  and  assert  that  the  strategic  
alliance matches the framework of resource-
based view and social media networks.

The  effectiveness  of  the  retail  is  
reviewed from four aspects. These aspects 
selected  are  adapted  from  Badri,  Davis  
and  Davis  (2000);  Li,  Ragu-Nathan,  
Ragu-Nathan  and  Rao  (2006);  Schroeder,  
Goldstein and Rungtusanatham (2010). The 
operational definitions of these variables 
are as follows: 1) Inventory is the stock of 
car  rims  used  to  meet  customer  demand;  
2)  Price  is  selling  price;  3)  Quality  is  the  
extent to which the retail provides products 
that meet specifications or meet consumer 
needs; 4) Reliable delivery is the ability of 
a retail to deliver products on a timely basis, 
and  with  the  type  and  volume  to  suit  the  
customers’ needs.

RESULTS AND DISCUSSIONS

Description of the Car Rims Alliance

Alliance operational processes are described 
in  Figure  1.  Beginning  from  the  time  
consumers  come  to  retailer  1  to  buy  type  
X  of  car  rim,  but  the  retailer  1  does  not  
have  the  type  of  rim  the  consumers  want,  
so retailer 1 contacts its associate alliances 
to find the rim. Retailer 1, which is in the 
condition of needing goods, already knows 
beforehand  which  associates  are  likely  to  
have the type of rim needed. In this strategic 
alliance,  each  retailer  already  has  the  data  
and information for the specifications of 
each other’s rims.

 Upon retailer 1 finds the item, there 
price  negotiation  occurs  between  retailers  
1  and  2.  When  the  negotiation  process  
has  been  completed,  the  goods  are  sent  to  
retailer  1.  Furthermore,  retail  buyer  hands  
it to the consumer along with the payment 
by consumers. After the consumer pays for 
the item, retailer 1 pays retailer 2 according 
to the negotiated price.

Based  on  the  above  description  of  the  
alliance process, this alliance is classified as 
a service alliance (Kanter, 1994), in which a 
group of organizations with the same needs, 
in this case in the same industry (the car rim 
retail industry), creates a new organization 
to meet those needs.
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This alliance was established in 1992, and 
now 14 car rim retail companies have joined.

The Importance of Joining Strategic 
Alliance 

 In this study, the survey respondents were 
given open questions on the importance of 
joining the strategic alliance. The answers to 
those questions are summarized in Figure 2.

As  shown  in  Figure  2,  there  are  6  
reasons  given  for  joining  the  strategic  
alliance.  The  predominantly  main  reason  

listed  is  limited  inventory.  Problems  with  
inventory  limitations  should  be  addressed  
immediately in the retail industry, given that 
the  function  of  retail  is  to  provide  various  
types of products and services required by 
consumers.  This  means  that  a  retailer  is  
encouraged to remain responsible for what 
consumers need in various conditions. Thus, 
the  implementation  of  this  procurement  
alliance  becomes  a  preferred  strategy  to  
meet consumer demand and can survive in 
the midst of competition.

Figure 1. The alliance process 
Source: Formulated by authors from field results, 2016

pays for the item, retailer 1 pays retailer 2 according to the negotiated price. 
Based  on  the  above description  of  the  alliance  process,  this  alliance  

is  classified as a  service  alliance  (Kanter,  1994),  in  which  a  group  of  

organizations with the same needs, in this case in the same industry (the car 

rim retail industry), creates a new organization to meet those needs. 

Figure 1. The alliance process  

(Source: Formulated by authors from field results, 2016) 

This  alliance  was established in 1992, and  now  14  car  rim  retail  

companies have joined. 

The Importance of Joining Strategic Alliance 

In this  study,  the  survey respondents were  given open  questions on 

the  importance  of  joining  the  strategic  alliance.  The answers to those 
questions are summarized in Figure 2. 

As  shown in  Figure  2, there  are  6 reasons given for  joining  the  
strategic   alliance.   The   predominantly main   reason   listed is   limited   

inventory.   Problems   with inventory limitations   should   be   addressed   
immediately in  the  retail  industry,  given  that  the  function  of retail  is  to  



/

Sarah Leani, Anbanathan Subrahmaniam and Prima Naomi

290 Pertanika J. Soc. Sci. & Hum. 26 (S): 285 - 296 (2018)

 Additional reasons include capital limitation, 
maintaining  customer  satisfaction,  
networking,  and  business  culture.  Capital  
limitation  is  the  constraint  in  providing  
various  types  of  rims.  The  retail  industry  
also  needs  to  join  the  strategic  alliance  
in  order  to  ensure  customer  satisfaction  
and  gain  trust  from  the  customer.  The  
establishment  of  alliances  within  business  
culture helps retailers survive competition.

The  theories  presented  by  Ireland  et  
al.  (2002)  show  that  the  existence  of  the  
rim alliance matches the framework of the 
resource-based view, whereby retailers join 
the  alliance  because  of  limited  inventory  
and  capital.  By  joining  an  alliance,  they  
can  increase  their  value  with  their  limited  
resources.  Social  network  theory  can  
also  explain  the  incentives  to  join;  i.e.,  
networking and business culture. However, 
companies  joining  later  (after  forming  
alliances)  join  the  alliance  because  their  

actions are directly or indirectly influenced 
by the network’s inter- and intra-organization 
relationships.  It  also  relates  to  the  reason  
for  establishing  alliances  as  outlined  by  
Wheelen  et  al.  (2015).  It  is  clear  that  car  
rim strategic alliance has been established to 
obtain or to learn new capabilities and gain 
access to specific markets.

The Effectiveness of Strategic Alliances

We  investigated  the  effectiveness  of  the  
alliance operations with regard to inventory, 
price,  quality,  and  delivery.    Respondents  
were  asked  their  opinions  on  questions  
such as, “has the alliance been effective in 
certain respects?” The possible answers to 
these  questions  are  “yes”  and  “no.”  Then  
the answers are tabulated into a descriptive 
table. In addition, the respondents are also 
asked to answer why they responded the way 
they did. The answers to each respondent for 
each aspect were summarised.

Figure 2. Reasons retail companies join the alliance

provide various types of products and services required by consumers. This 

means   that   a   retailer   is   encouraged   to   remain   responsible   for   what   

consumers  need  in  various  conditions.  Thus,  the  implementation  of  this  

procurement   alliance   becomes   a   preferred   strategy   to   meet   consumer   

demand and can survive in the midst of competition.

Figure 2. Reasons retail companies join the alliance 

2



/

Sustainability and Alliance Performance

291Pertanika J. Soc. Sci. & Hum. 26 (S): 285 - 296 (2018)

In question code I-01, the specification of 
different rims gets 100%. All allied retailers 
have  different  specifications.  Since  the  
inventory used in the car rim retail business 
is  vast  and  overly  diverse,  alliance  helps  
retailers meet both consumer demand peer 
alliance demand. Although there are several 
retails  that  are  included  in  one  distributor,  
the  specifications  for  inventory  taken  
differ  from  each  other.  When  a  retailer  
has a different or limited inventory, it will 
be helpful to run the operation to fill the 
shortage of inventory between one retailer 
and another.

Question  code  I-02  relates  to  the  
availability of required goods (ready stock) 
of 71%. This percentage is obtained from 10 
retailers who agree that the desired rims are 
always ready in stock. However, the required 
rims  are  sometimes  not  available.  This  is  
due to several factors: 1) The rims ordered 
were manufactured long ago (more than 8 
years ago) and are no longer produced; 2) 
The  rims  ordered  are  new  arrivals  and  at  
high demand; 3) The rims are not ready to 
be traded because they are still in the repair 
stage (valid for second-hand rims).

Table 1
Inventory aspects

I – 01 Specifications for different 
rims

100%

I – 02 Availability of ready stock 
items

71%

I – 03 Recording the alliance 
transactions

43%

I – 04 Availability of the latest 
products

93%

The unavailability factors listed above 
do arise, but the frequency is very rare.

With regard to the question on recording 
each transaction (code 103), only 43% of the 
retailers  answered  yes.  This  indicates  that  
some retailers do not make special records 
of alliance transactions. Some retailers think 
recording is not very important, because the 
transaction  agreement  has  been  conducted  
on the phone so that recording activities are 
not always the case. This may be due to trust 
building among retailers. Even if the retailer 
conducts  the  transaction  recording,  the  
record is only stored in personal documents 
on  the  computer.  In  the  case  in  which  
strategic  alliances  convey  the  requested  
proof of transaction in the form of a receipt, 
it is prepared and provided.

Among the members of the alliance, 93% 
agree that the alliance has the availability to 
offer the latest product (question code I-04). 
The type of car rims on the market is very 
diverse, and it becomes the concern of the 
retailer. The latest product updates are also 
vital in supporting the establishment of well-
executed  alliances.  Retailers  strive  always  
to  have  the  newest  products  and  seasonal  
products. On average, the newly arrived car 
rims come in every 2 to 4 months.

Price Aspect

The  price  given  to  the  consumer  is  the  
price  of  the  retailers’  agreement,  not  the  
dealer’s  pricelist.  In  procurement  alliance  
operations  operated  by  retailers,  there  
is  a  price  agreement  that  is  previously  
determined  by  the  retailer  and  its  alliance  
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associate.  Although  there  is  the  price  
agreement, the retailer who takes the goods 
does not expose the price he/she charges the 
consumers.

Table 2
Price aspect

P – 01 Price agreement between retail 100%
P – 02 Price depends on the dealer 

pricelist
0%

P – 03 Positive trend of net profit 71%

In  this  alliance,  the  price  does  not  depend  
on the pricelist dealer. 71% of the alliance 
members  confirm  that  they  earn  more  
considerable profits. We also investigate 
the retail documents from 2016. We found 
that the retailers earn a profit of 10% - 25% 
of  the  agreed  price  on  each  transaction.  
The  amount  depends  on  the  type  of  car  
rim and the ability of the retailer to pursue 
consumers. The manner of communicating, 
negotiating,  providing  the  car  rim’s  
specification information, and convincing 
consumers  are  additional  factors  to  help  a  
retailer generate the maximum advantage. 

Quality Aspect

A quality strategy is defined as a company’s 
activity to produce or provide products and 
services that meet specifications as well as 
consumers’  needs.  Quality  improvement  
is  one  way  for  organizations  to  improve  
business performance (Badri et al., 2000).

Table 3
Quality aspect

Q – 01 The suitability of the ordered 
rims

100%

Q – 02 Condition of rims is 100% (no 
flaws)

79%

Q – 03 Exchange related to rim quality 100%

Based on the quality aspect review, retailers 
incorporated in an alliance agreed that they 
can  achieve  the  rims’  suitability  to  meet  
consumer demand. There are no rim errors 
sent, because all fit with the kind and type 
ordered  on  alliance  partners  according  to  
the  kind,  type,  bar,  and  colour  of  the  rims  
being sought.

The  question  of  the  “condition  of  
rims” that are sent with no flaws (such as 
scratches, uneven colour, rough to uneven 
shape) generated 79%. This is attributed to 
second-hand  rim  transactions.    But  even  
if  this  situation  occurs,  the  rims  can  be  
exchanged  or  repaired  by  the  alliances’  
colleagues/partners, who act as second-hand 
rim originators or sellers. The third question 
regarding  the  quality  aspect  validates  the  
second  question,  which  reveals  that  all  
retailers agree that inappropriate quality can 
be exchanged. This condition is valid only 
with  the  provision  that  the  rims  have  not  
been installed or used by consumers.

Delivery Aspect

According  to  Badri  et  al.  (2000),  delivery  
strategy includes the ability to respond to both 
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consumer and corporate customers’ demands. 
This  delivery  strategy  also  demonstrates  
the  ability  to  meet  delivery  schedules  and  
customers’ orders. Measurement of delivery 
performance  emphasizes  activities  that  
focus  on  improving  delivery  reliability;  
for  example,  on-time  delivery,  accuracy  
in  inventory  status,  and  delivery  waiting  
time. Flexibility is defined as the ability to 
respond to rapid changes in product, service, 
and process growth.

consumer  arrives  (proactive  approaches),  
so that consumers do not have to wait long. 
In this case, the consumer has contacted the 
retailer beforehand.

 On the question of potential penalty if 
delivery takes too much time, the percentage 
obtained  is  only  7%.  Only  one  retailer  
answered  regarding  the  existence  of  a  
penalty  if  the  delivery  takes  a  long  time.  
These  penalties  are  sometimes  in  the  
form  of  a  discounted  price  from  retailers  
who  fail  to  meet  the  time  of  delivery,  
but  this  discount  applies  only  to  certain  
circumstances. Meanwhile, according to the 
13 other retailers in this alliance, there is no 
formal  agreement  regarding  the  provision  
of penalties if the delivery fails to meet the 
expected time of delivery.

Question  4  relates  to  the  need  for  
improving  the  goods  delivery  process  
recorded 86%. Twelve retailers indicated a 
need for improvement. An example of this 
improvement  process  is  the  preparation  
of  a  vehicle  to  carry  the  goods  or  devote  
more care to the car rim packaging that is 
sent by motorcycle so that the rims can be 
protected  better  from  scratches  during  the  
delivery  process.  Another  example  is  the  
procurement  of  goods  system  through  a  
computer  catalogue,  or  an  e-procurement  
system,  which  makes  it  easier  to  facilitate  
the process of alliance partners in finding 
the type of goods to promote time efficiency.
The Benefits of Joining the Alliance

The most important benefit or advantage 
of  joining  this  procurement  alliance  is  the  
increased in profit. These findings confirm 
the  empirical  results,  which  suggest  that  

Table 4
Delivery aspect

D - 01 Realization of on-time delivery 86%
D - 02 Conformity of delivery time 

and arrival of the goods
36%

D - 03 Potential penalty 7%
D - 04 Needs improvement in the 

delivery process
86%

Members  of  the  retail  alliance  state  that  
86%  of  goods  delivery  is  on  time.  When  
the  negotiation  process  has  been  agreed  
upon, the rims are sent as soon as possible. 
It  can  be  seen  that  the  timing  of  delivery  
between  retailers  is  appropriate.  Among  
the  respondents,  36%  (5  of  14  retails)  
answered  that  the  goods  were  delivered  
on  time.  Obstacles  to  goods  arrival  can  
include the retailer’s location; if the distance 
between peer alliances is great, it can disturb 
the  delivery  time  conditions  slightly,  so  
consumers wait a longer time for the arrival 
of  goods.  In  addition,  Jakarta’s  traffic  
situation  can  also  delay  the  arrival  of  the  
goods. To avoid time non-conformity, some 
retailers  have  prepared  goods  before  the  
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alliances can increase the profitability of 
their members and have a positive impact on 
company value (Estrin et al., 2009; Park et 
al., 2004). Thus, this alliance can be said to 
be effective because it can drive profitability, 
as suggested by Ernst et al. (2001). It also 
supports  the  findings  by  Gozali  (2016)  
that  the  combination  of  a  resource-based  
view  and  market-based  view  in  Indonesia  
SOEs will have a great impact on corporate 
strategy, which in turn influences corporate 
performance.

Other  impact  are  increased  business  
networking  and  consumer  trust,  increased  
numbers  of  customers,  and  the  latest  
inventory information. Within a cooperative 
alliance,  the  information  gained  tends  to  
be  obtained  more  quickly  or  is  more  up  
to  date,  since  retailers  cooperating  in  this  
alliance  develop  such  data  together.  The  
diagram in Figure 3 provides a more detailed 
explanation.

Figure 3. Retail profits after joining the alliance
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The Expected Improvement of the 
Alliance

In maintaining the success of the alliance, 
it  is  necessary  to  continually  improve  the  
existing  system.  Improvements  expected  
in this alliance are 1) technological system 
improvements using a web-based catalogue 

system that lists the availability of inventory 
types  from  each  retailer,  2)  significant  
improvement  in  the  wait  time,  3)  updated  
inventory,  and  4)  expanded  alliance  
partnerships. In addition to the expectations 
set forth by  companies incorporated in the 
alliance,  researchers  look  at  some  of  the  
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opportunities that the alliance can introduce 
to improve their performance: 1) Companies 
begin to think of specific segments according 
to the retail location. For example, in south 
Jakarta, the consumer is a young boy who 
likes  to  change  wheels.  With  consumer  
segments  like  this,  promotions  can  be  
done  by  following  the  exhibition  of  the  
car  market  segment  of  young  people  and  
also  market  through  social  media.  For  the  
sustainability  of  the  alliance,  companies  
should  also  consider  the  form  of  alliance  
they seek for the future, which is focused on 
knowledge development and service system 
improvements.

CONCLUSION

Based  on  the  objectives  of  the  research  
above, the following conclusions are drawn:

The  main  reason  retailers  form  an  
alliance is to address their limited goods or 
inventory.

The  effectiveness  of  the  alliance  from  
the inventory aspect, especially regarding the 
different rim specifications, the availability 
of  new  products,  and  the  availability  of  
goods,  is  considered  very  effective,  but  
the  records  of  alliance  transactions  are  
still  lacking.  Price  agreement  between  the  
retailers is quite effective for greater profit, 
and  price  does  not  depend  on  the  pricelist  
of dealers at all. Quality, as measured by the 
suitability  of  the  type  of  rims  ordered  and  
the condition of the rims, is also considered 
effective.

The benefits gained by retailers joining 
the  strategic  alliance  are  mainly  higher  

profits and increased business networking. 
In addition, they generate more trust from 
consumers  who  promote  opportunity  to  
add  more  customers  as  well  as  the  latest  
information.

Retailer expectations for future alliances 
are to incorporate technology systems into 
this  alliance  process  (online  catalogue)  
through what is called e-procurement.
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