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Abstract

What we call a “fashionable business technique” is a belief that this business technique is new and at the leading edge of improvements in business techniques. Theories of the market for such fashionable business techniques highlight the functioning of the market’s supply side, populated by fashion-market suppliers, such as consulting firms. They also highlight the functioning of the market’s demand side, populated by fashion-market consumers, such as for-profit and nonprofit organizations. Researchers have found that supply-side organizations provide a succession of fashionable business techniques that demand-side organizations consume in repeated, wave-like patterns. They have proposed that these recurrent fashion waves show up as a coevolutionary process that causes both the supply and consumption of fashionable techniques to increase during waves’ upswings and to decrease during their downswings, triggering the next fashion wave. This coevolutionary hypothesis remains largely untested. Most researchers have studied either supply-side organizations’ dissemination of fashionable business techniques or—independently—demand-side organizations’ consumption of these techniques. Only a few studies have examined production and consumption—interdependently. When they have, some have found evidence of a coevolutionary process whereas others have not. This study advances possible explanations for these divergent findings, derives hypotheses, and tests them.
Management scholars led in studying fashionable business techniques in the management arena (Abrahamson, 1991; Czarniawska-Joerges & Sevón, 1996; Kieser, 1997). Of late, scholars have spotted fashion in business techniques in other arenas: marketing (Cornelissen & Lock, 2000), CEO incentives (Rost & Osterloh, 2009), finance  (McGoun, 1996), accounting (Carmona & Gutierrez, 1998), strategy (Clark, 2004b), and even information-management (Wang, 2010). 

Business techniques are labels denoting “prescriptions”; that is, means which organizations can implement to transform business inputs, efficiently, into outputs, effectively. Technical progress denotes greater efficiency and effectiveness. A technique’s “fashionability” is the strength of the beliefs that it is new and at the leading edge of such progress. This article’s key focus is to explain waves in business techniques’ fashionability and their recurrence.
What are fashion waves? Certain scholars have traced the natural history of fashionable business techniques by examining their prevalence in print media. This method suggests three aspects of fashions’ natural history. First, most business techniques seem to remain unfashionable (Rogers, 1995). Second, after a protracted period of latency, a few techniques undergo sudden upswings and subsequent downswings in their fashionability, resulting in fashion waves of different amplitudes and durations (Carson, Lanier, Carson, & Guidry, 2000).  Third, when fashion waves crest, the next fashion begins to build. When the Management by Objective (MBO) fashion crested, for instance, the Quality Circle (QC) fashion wave began to build. Then, as the QC wave crested, the Total Quality Management (TQM) fashion built. As it crested, the  Business Process Reengineering (BPR) fashion built and crested, triggering the Six Sigma (SS) fashion (Abrahamson & Eisenman, 2008; Abrahamson & Fairchild, 1999; Cole, 1999). Computer simulations duplicate such fashion waves (Rich, 2008; Strang & Macy, 2001)
.
The market for fashionable business techniques. Abrahamson and Eisenman (2008) suggest that researchers should use theories of fashion markets to study fashion waves because such markets provide stable platforms that can launch recurrent waves. These theories highlight markets’ supply-side populated by organizations, such as consulting firms. They also highlight their demand-side, populated by for and nonprofit organizations, for instance (c.f. Hirsch, 2000). Finally, they draw attention to the coevolutionary process causing recurrent fashion waves. 
Coevolution. The theory of coevolution suggests that when fashion waves in techniques—like TQM—crest, certain supply-side organizations—Michael Hammer’s consulting firm in the case of BPR—win the supply-side organizational competition to supply the next fashion (Blumer, 1969; Bourdieu, 1984 p. 231). Demand-side organizations believe BPR to be new and at progress’s leading edge. A coevolutionary process results wherein a positive feedback loop between BPR’s supply and consumption cause both to increase until BPR crests, as in Figure 1. 
----------------------------------------
Insert Figure 1 about here
----------------------------------------

Abrahamson and Fairchild (1999) content-analyzed a business technique, like BPR, as it crested. They found that the belief that this technique was new and at progress’s leading edge gave way to the belief that it was passé and at progress’s lagging edge. Such a belief shift triggers a coevolutionary process, such that a negative feedback loop between BPR’s supply and consumption caused both to decrease, as depicted in Figure 1, leaving room for the subsequent SS fashion to grow, crest, and trigger the next fashion. 
Abrahamson and Fairchild (c.f. 1999) argue that coevolution occurs, whereas others that it does not (c.f. Nijholt & Benders, 2007). Some studies find evidence of coevolution 
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(Abrahamson & Fairchild, 1999; Abrahamson & Fairchild, 2000; Burns & Wholey, 1993; Cole, 1999)
, mixed evidence (Braam, Benders, & Heusinkveld, 2007; Heusinkveld & Benders, 2001), or no evidence (Benders & Van Veen, 2001; Nijholt & Benders, 2007). 
Our central thesis is that these discrepant findings occur because theories of fashions in business techniques provide divergent conceptualizations of what demand-side organizations do with such fashionable techniques (Sturdy, 2004). We clarify the divergence and use it to derive alternative hypotheses. Virtually all studies of coevolution use case study methods. We take a different, complementary approach, testing our hypotheses using quantitative data about multiple business techniques.
theory AND HYPOTHESES
Business techniques have linguistic “labels.” Labels denote “business prescriptions,” that is efficient means for transforming business inputs into efficient outputs. “Implementation” is the process by which organizations use these prescriptions to guide their behavior. A technique’s fashionability denotes the strength of the belief that a particular business technique is new and at the leading edge of progress. “Progress” denotes greater efficiency in transforming inputs into more effective outputs. 
The Strategic Fitness Process (SFP) label, for example, denotes prescriptions for obtaining, as inputs, subordinates’ candid views concerning organizational performance gaps, as inputs, and for transforming efficiently these inputs into effective upper-management insights, as outputs (Beer & Eisenstat, 2004). The SFP incipient fashion is a demand-side emergent belief that SFP denotes the newest business technique, at the leading edge of progress in such techniques, when compared to the older questionnaires, employee surveys, and even older suggestion boxes. Organizations implementing SFP use its prescriptions to guide their behavior. 
The point of divergence. Having defined a “business technique” generally and a “fashionable business technique” particularly, this section examines divergent conceptualizations of what demand-side organizations do with fashionable techniques. Sturdy (2004 p. 156)  puts it most succinctly when he states that “…within most management disciplines, there is a concern to identify whether a particular approach (e.g. empowerment, market segmentation) has really been implemented or whether firms are engaging in 'mere' rhetoric.” We examine these divergent “rhetoric” and “implementation” perspectives respectively and derive from them divergent hypotheses. 

The Rhetorical Perspective 
Stakeholders support a demand-side organization if it appears well managed by virtue of implementing new business techniques at the leading edge of business progress. Demand-side organizations seek to meet these expectations in order to continue receiving stakeholders’ support (Meyer & Rowan, 1977). These organizations, therefore, need fashionable “rhetorics”—discourse that has the potential to persuade stakeholders that they have implemented new, leading-edge techniques. Supply-side organizations supply such rhetorics and demand-side organizations consume them. They do so by remunerating gurus and consultants, as well as purchasing circulating books and magazines in their organizations, in order to acquire and to communicate these rhetorics to their stakeholders. 
Stakeholders are not easily swayed by rhetorics (Hirsch, 1986). Demand-side organizations have to use rhetorical tactics to translate rhetorics’ potential power into actual influence over stakeholders. Green 
 ADDIN EN.CITE 

(2004)
 distinguishes three Aristotelian rhetorical tactics which organizations use: pathos, logos, and ethos. Demand-side organizations use “pathos”—often hiring gurus to influence stakeholders by interlacing emotions like fear or greed with the rhetoric (c.f. Fincham & Roslender, 2004; Jackson, 2001). Demand-side organizations also use logos—stressing rhetoric’s theorization that implementing particular prescriptions will yield greater efficiency and effectiveness (Strang & Meyer, 1993). Finally, demand-side organizations use “ethos”, justifying actions by stressing rhetorics’ progressive norms—expectations that implementing new business techniques will put the organization at the leading edge of business progress, whereas violating such expectations will place them at progress’s lagging edge (Abrahamson, 1996). 

In summary, supply-side organizations provide fashionable rhetorics that indicate that an organization has implemented a leading-edge business technique and is, therefore, well managed. So, demand-side organizations use these rhetorics, to appear well managed to their stakeholders, and to receive their continued support. 
Note, from the rhetorical perspective, these accounts describe “mere rhetoric.” This leads to three propositions. First, rhetorics serve to convince stakeholders that their organizations have implemented techniques, when in fact they may have done so very superficially or not at all (Meyer & Rowan, 1977). Second, that leaders would use rhetorics in this way if they were seeking stakeholders’ support for themselves, rather to than to maximize their organization’s performance. So that, three, the use of rhetorics would tend not to influence organizations’ performance. We review research supporting these three propositions.
Do organizations implement business techniques?  Zbaracki’s (1998) case studies of the implementation of TQM in multiple organizations suggests that it was rarely implemented and generally failed when it was. Failures were hidden when the TQM rhetoric served to communicate to stakeholders success stories of TQM’s implementation. Similarly, De Cock’s (1997: 667)  case study of TQM in one organization and BPR in another led him to conclude that “…the desire to 'look good' to significant stakeholders in the wider organizational environment was perceived as more important by line managers than improving internal processes … In neither organization could any fundamental changes radically altering the culture or structures be attributed to the change programs.” Abrahamson and Baumard’s (2008) case study found that employees, in the midst of organizational chaos, used a business technique’s rhetoric to hide the mess from upper management. Finally, Strang’s (2010) case study found that the organization he studied made greater use of fashionable rhetorics when the results of  behavior were ambiguous.     
In a rare, eight-year longitudinal case study, Chevalier (1991) carried out research on  the implementation of the QC rhetoric in twelve French organizations. Here research revealed one scenario in which organizations followed a cook-book implementation of QC prescriptions, using the QC rhetoric to hide QCs’ superficial implementation. In another scenario, implementation of QCs triggered the complete reinvention of QC prescriptions in the organizations implementations, the label serving only to communicate to stakeholders their implementation. In both scenarios, QC’ prescriptions bore little resemblance to their implementation. 
Do rhetorics benefit organizations and their leadership? Arguably, Staw and Epstein’s (2000) quantitative study of the fashionable TQM rhetoric, replicated by Wang’s (2010) study of the fashionable rhetoric of  IT techniques, provide the most rigorous studies of fashionable rhetorics’ influence over stakeholders. They found that CEOs received higher salaries when they used the rhetorics of TQM or IT in order to communicate to internal stakeholders—board compensation committees—these techniques’ implementation. When organizations used these rhetorics with external stakeholders, they enhanced their organizations’ own reputations.  

Do rhetorics yield performance effects? Some of the studies reviewed to this point found limited implementation of rhetorics’ prescriptions 
 ADDIN EN.CITE 

(Abrahamson & Baumard, 2008; Chevalier, 1991; De Cock & Hipkin, 1997; Strang, 2010; Zbaracki, 1998)
. Others studies found results indicating that organizations’ use of  rhetorics benefited primarily leaders and their organizations’ reputation (Staw & Epstein, 2000; Wang, 2010). Not surprisingly, studies like Delacroix and Swaminathan (1991), concluded that the implementation of nearly all organizational changes advocated by rhetorics in the California wine industry were cosmetic, pointless, or speculative. Likewise, Westphal, Gulati, and Shortell (1997) studied 2700 hospitals that used the fashionable TQM label to communicate their implementation of the prescriptions this label denoted. They showed that early consumers of the TQM rhetoric displayed few performance increases, whereas later consumers tended to use the rhetoric only to obtain stakeholders’ support. In line with these results, Rost and Osterloh (2009) found few positive results linking the organizations’ use of rhetorics and their performance.  Nicolai and Dautwiz (2009) found that the implementation of the core competence management technique had no clear impact on de-diversification.
Rhetorical Perspective Hypotheses
In sum, rhetorical studies suggest that they serve to convince stakeholders that their organizations have implemented techniques, when in fact they may have done so very superficially or not at all. This occurs because organizational leaders seek out stakeholder support for themselves, with the result that the use of rhetorics appears to have no effect on the organizations that use them. 

Supply-Push. The rhetorical perspective highlights the cornucopia and interrelation of supply-side organizations capable of supplying fashionable rhetorics. The focus is on consulting firms (Scarbrough, 2002), business book publishing houses (Furusten, 1999), business magazines (Klincewicz, 2006), professional associations (Robin & Robin, 2004), gurus (Jackson, 2001) and business schools (Brindle & Stearns, 2001). The supply-push model outlines one process that could impel the wave-like upswing in business techniques’ fashionability. It suggests that during fashion upswings, beliefs that business techniques are new and at progress’s leading edge prompt supply-side organizations to increase the supply of techniques’ rhetorics causing—and therefore leading—upswings in their demand-side consumption.
How does a supply-push model explain wave-like downswings in business techniques’ fashionability? To receive stakeholders’ continuing support, organizations use rhetorics’ persuasive powers to reinforce their stakeholders’ beliefs that their organizations are implementing new business techniques at progress’s leading edge. In time, however, opposite beliefs intensify that these business techniques are becoming passé and at progress’s lagging edge (Abrahamson & Fairchild, 1999). Scholars have advanced many explanations for this phenomenon. The passage of time ages once fashionable business techniques (Czarniawska-Joerges & Sevón, 2005), irrational exuberance for them dissipates (Gill & Whittle, 1993), consensus about their utility collapses (Cole, 1985),  powerful institutional actors undermine them (Smelser, 1962), their shortcomings become apparent (Abrahamson, 1991), and so on. 

From the rhetorical perspective, it is immaterial which or whether many of the processes described above cause declines in business techniques’ fashionability. What matters is that supply-side organizations anticipate and lead in cutting back their supply of these techniques’ fashionable rhetorics. This causes subsequent declines not only in demand-side organizations’ and their stakeholders’ belief that these techniques are no longer new and leading-edge, but also in demand-side organizations’ consumptions of these rhetorics.
In summary, supply-side organizations’ increasing (decreasing) supply of business techniques’ fashionable rhetorics cause, subsequent, increases (decreases) in their consumption by demand-side organizations. It follows that,   

Hypothesis 1a: Changes in supply-side organizations’ supply of a business techniques’ fashionable rhetoric will lead changes in demand-side organizations’ consumption of this rhetoric.  

Demand-Pull. When fashion waves crest, supply-side organizations begin to compete to launch the next rhetoric in the hope that it will become fashionable. Here, the rules of the rhetorical market discipline fashion setters (Bourdieu, 1984 p. 231). The process is demand-driven because it is demand-side organizations which lead in selecting which supply-side organizations’ techniques will become fashionable. Put differently, demand-side organizations do not consume most rhetorics launched by supply-side organizations (Blumer, 1969). Supply-side organizations whose rhetoric is not consumed become moribund, expanding the scope of the market for the few supply-side organizations that succeed in launching the next fashionable rhetoric. As a result, this rhetoric’s consumption increases causing, and thus leading, how much supply-organizations supply. Only when demand-side organizations perceive the technique as passé and at progresses’ lagging edge, do they reduce demand for it, causing it supply to decline rapidly. It follows that,   

Hypothesis 1b: Changes in demand-side organizations’ consumption of business techniques’ fashionable rhetoric will lead changes in supply-side organizations’ supply of this rhetoric.
Coevolution. The theory of the market for fashionable business techniques proposes that the coevolution of supply-side organizations’ rhetorical supply and demand-side organizations’ rhetorical consumption impel recurring fashion waves. Consider wave-like upswings in business techniques’ fashionability. Supply-push denotes a process wherein the increasing supply of a rhetoric leads to its increasing consumption. Demand-pull occurs concurrently when the rhetoric’s increasing consumption leads to its increasing supply. Taken together, supply-push and demand pull engender a simultaneous and reciprocal, positive cycle of causation between the supply and consumption of a business technique’s rhetoric. This positive coevolutionary process drives upward the wave in a fashionable business technique’s rhetoric. 
The fashion wave upswing lasts until the rhetoric no longer makes demand-side organizations using it appear new and at progress’s leading edge, but rather passé and at its lagging edge (Abrahamson & Eisenman, 2008). At this point, the fashion wave crests, and the reverse, coevolutionary supply-push and demand-pull process unfurls. The diminishing supply of the rhetoric leads to its diminishing consumption and, concurrently, its diminishing consumption leads to its diminishing supply. This engenders a reciprocal, negative causal cycle between the supply and consumption of a business technique’s rhetoric. This negative coevolutionary process drives downwards the wave in the fashionable business technique’s rhetoric. So that,   

Hypothesis 1c: Changes in demand-side organizations’ consumption of business techniques’ fashionable rhetorics will both lead and lag changes in supply-side organizations’ supply of this rhetoric.

The Implementation Perspective 
We focused first on the rhetoric perspective. We now examine the implementation perspective. We defined the “implementation” of a business technique’s prescriptions as the process by which organizations guide their behaviors by making use of these prescriptions. 

Some scholars from the implementation perspective tend to focus on how the implementation of business techniques occurs in more than a rhetorical fashion (c.f. Czarniawska & Sevon, 2005). Others focus explicitly on ascertaining whether the rise and fall of the supply of rhetorics advocating the implementation of business techniques is somewhat or completely decoupled from their implementation (c.f. Nijholt & Benders, 2007). We turn next to theories and studies produced by scholars from the implementation perspective.
The Limits of Bibliometric Data. As noted above, supply-side organizations supply fashionable rhetorics to demand-side organizations through a variety of media ranging from consultant and guru-speak, to business books and to business magazine articles. Bibliometric research techniques can serve to measure the supply of a rhetoric, typically by using counts of media articles that provide the rhetoric for this business technique. They use article counts for two reasons. First, they do so, because these counts correlate highly with consultant and guru-speak, as well as with business books, dissertations, and magazines that supply the same rhetoric (Abrahamson, 1991; Abrahamson & Fairchild, 1999; Strang, 2010). Second, they do so because article counts are so readily available in large numbers (Benders, Nijholdt, & Heusinkveld, 2007). 
Scholars from the implementation perspective point out correctly that bibliometric measures should serve only to measure supply-side organizations’ supply of fashionable rhetorics (Benders et al., 2007). They also note that certain scholars’ use of bibliometric counts give the impression that they are measuring the implementation of business techniques. Clark puts it most pointedly when he writes that the use of bibliometric techniques “…is limited to the count of references to an idea in selected sections of the print media… Such a method cannot determine the degree to which ideas are ‘adopted’ by organizations” (Clark, 2004a p. 299). Presumably the asterisks for “adopted” denote “real implementation” rather than “mere rhetoric.”
Case Study Evidence. The theory and case studies bearing on the implementation of business techniques is rich and modulated. A good deal of the research springs from the theory of translation (Czarniawska-Joerges & Sevón, 1996; Czarniawska-Joerges & Sevón, 2005). In this theory, so called “tokens” —business techniques in this article—can “travel”—spread, of their own impetus over time and space (Latour, 1987; Rogers, 1995 p. 17). They travel across time when they are translated over the years (Abrahamson & Eisenman, 2008). Translation also impels their travel across space to different organizations, industries, and organizational sectors (Morris & Lancaster, 2005), or even to different nations (Czarniawska-Joerges & Sevón, 2005). 
Business techniques travel in two steps. The first step involves the “universalizing of the particular.” One or more successful organizations yield business technical prescriptions that can cause organizations to succeed, regardless of industry, sector, or nation. For example, Hammer made the generalized statement that BPR could make it possible for all organizations to “…achieve dramatic improvements in critical, contemporary measures of performance, such as cost, quality and speed” (Hammer & Champy, 1993). 
Birkinshaw, Hamel, and Mol (2008) see in this universalizing process innovations that benefit many organizations. Other scholars are less sanguine. They claim that supply-side organizations like Hammer’s consulting firm intentionally launch ambiguous, universal business techniques, where ambiguity denotes “the condition of admitting more than one course of action” (Giroux, 2006). Supply-side organizations do so, so that these business techniques will be truly universal capable of being customized across space and over time, thereby generating widespread and long-lasting profits for these supply-side organizations (Giroux, 2006; Kieser, 1997). 

The second step involves the “particularizing the universal.” It is the process whereby purportedly universally-effective business prescriptions—those denoted by the BPR label, for instance—are translated and implemented successfully in an organization. Consultants or organizations themselves may serve this function. 
What happens during this particularization process? We noted that very ambiguous business techniques tended to be universalized (Giroux, 2006). Moreover, even such ambiguous business techniques do not translate perfectly when they are particularized in new organizations, sectors, or countries. As a result, they have to be translated or reinvented to become meaningful 
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(Rogers, 1995; Sahlin-Anderson, 1986)
. The translator might “…act in different many different ways, letting the [business technique] drop, or modifying it, or deflecting it, or betraying it, or adding to it, or appropriating it” (Latour, 1986). Because universalization and particularization are both ambiguous and non-standardized, the translation literature finds that particularized business techniques implemented in organizations are both very ambiguous and exceedingly varied. 
With respect to ambiguity, how organizations interpret a business fashion has received limited attention until recently. Nonetheless, two recent studies suggest that after they have penetrated an organization, the interpretations of business techniques’ rhetorics are very ambiguous (Prahalad & Hamel, 1990 ). In one case study, 44 senior managers belonging to a German company that had implemented the Core Competence approach were interviewed. Their definitions of the term “core competence” included: “core business,” “something that has strategic priority,” our “mission,” a “service offered by the Corporate Centers,” and an “internalized business purpose.” When they were asked how many core competencies their firms had, the answers ranged between 2 to 5000 core competencies (Nicolai & Dautwiz, 2009). Strang’s (2010) in-depth case study also reflects exceedingly varied  conceptions of  the “Benchmarking” business technique.   

With respect to mutations in the business techniques implemented, a number of studies indicate that organizations using the same labels denoting a business techniques may enact them very differently (c.f. Doorewaard & Van Bijsterveld, 2001; Michal, 2005).  Benders and Van Veen’s (2001 p. 37) in-depth case study of BPR’s implementation suggests that the  implementation of fashionable business techniques is extremely varied because they have “interpretive viability,” that is  “… a certain degree of conceptual ambiguity [such that a fashionable business technique] does not consist [of a] clear cut recipe for managers so that they can tackle their problems…”  They note particularly that the business techniques articulated by their originators may have little or nothing to do with how they are implemented. In summary, the qualitative evidence suggests that the meanings of business techniques that have been implemented are extremely ambiguous and their implementation mutates substantially as they travel over time and space.
  Quantitative Evidence. Quantitative research in the pragmatic group is in its infancy. Scholars in this group, however, have carried out at least one quantitative study. Nijholt & Benders (2007) developed an independent variable. It was a yearly bibliometric measure of supply-side organizations’ supply of Self-Managed-Teams (SMT) rhetoric. They then developed a dependent variable. It was a yearly questionnaire measure of demand-side organizations’ implementation of prescriptions advocated in the SMT rhetoric. Graphs of the bibliometric and questionnaire data appeared unrelated. Nijholt & Benders (2007) interpreted these results as evidence that a supply-side organizations’ supply of fashionable rhetoric about a new and improved business technique did not coevolve with demand-side organizations’ implementation of this technique. 

Implementation Hypothesis

 This study’s thesis is that scholars using either the rhetorical or implementation perspectives advance incommensurate hypotheses because these hypotheses build on very different conceptualizations of how organizations use fashionable business techniques. The two perspectives, therefore, suggest different hypotheses about rhetorical use. The rhetorical perspective (Hypotheses 1a, 1b, and 1c) suggests that rhetorical supply and consumption are interdependent, whereas the implementation perspective suggests that they are not (Hypothesis 2).  
The implementation perspective suggests that supply and consumption are unrelated because organizations engage in the implementation of business techniques, not in the mere use of rhetoric about such techniques. As  a result, as Benders and van Veen (2001 p. 39) put it, “… what happens in the name of a popular catchword [fashionable labels] may be coupled loosely to, or even completely detached from, the content [implementation of the business prescription denoted by that label] which its originators had in mind.” Their implementation perspective provides no strong reason, therefore, why supply-side organizations’ rhetorical supply would be interrelated with demand-side organizations’ rhetorical consumption. This suggests that,  

Hypothesis 2: Changes in supply-side organizations’ supply of a fashionable rhetoric will be unrelated to changes in demand-side organizations’ consumption of this rhetoric.
Ideally we would like to test a third hypothesis bearing on the interrelation between the supply of the rhetoric promoting a business technique and its implementation.  Unfortunately, as we will indicate in the next section, such quantitative, implementation data do not exist in the case of fashionable business techniques. 
DATA

Our goal in this article was to carry out arguably the first study using statistical methods and quantitative data in order to study the interrelation between the supply and the consumption of multiple business techniques. We used questionnaire data to study fashionable business techniques’ consumption and bibliometric data to measure their supply. We examine each respectively.
Measuring What Organizations Do with Fashionable Business Techniques  

Questionnaire Data. Virtually all surveys of demand-side organizations’ implementation of a business technique use questionnaires or structured interviews asking one or more individuals if their organization has implemented part or all of this technique (c.f. Osterman, 1994).  As mentioned above, the acronym SFP stands for a business technique; the “Strategic Fitness Process.” We use SFP as an example throughout this section. 
  Consider a questionnaire’s question “Has your organization implemented SFP?” and a respondent’s affirmative answer to the item “Yes my organization has implemented SFP.” This answer could provide an indicator of the “real implementation” of SFP in the respondent’s organization. It might not, however, for three reasons. 
First, the rhetorical perspective’s evidence suggests that respondents would use “mere rhetoric” to answer questions belonging to questionnaires. Respondents are unaware whether their organization’s use of the SFP label and rhetoric only serves to hide its failed or minimal implementation of SFP. Respondents, however, can answer with certainty whether their firm used the SFP rhetorical label.
Second, the implementation perspective suggests that what is implemented under the name of SPR varies tremendously. It varies not only across different organizations, industries, sectors, or nations, but also over time (Benders and Van Veen, 2001).  Moreover, the interpretation of what constitutes a business techniques like SFP is very vague in general and particularly vague across an organization’s participants (Nicolai & Dautwiz, 2009). Therefore, respondents tend to agree whether their organization has implemented what a rhetoric labels as SFP, even when they have very divergent conception of what SFP signifies.  
Third, to answer the question “Has your organization implemented SFP?” respondents have to know the SFP label.  Their answers, therefore, first provide proximal indicators of respondents’ awareness of the SFP label. Their answers provide second distal measures of SFPs’ implementation. 

 In summary, our answer to the three questions leads us to one conclusion. Questionnaire measures of whether an organization implemented a business technique provide a proximal measure of the “mere use of rhetoric” by respondents that their organization has implemented this technique. These questionnaire measures provide only distal measures of whether their organization “really implemented” the business technique.  

Questionnaire Data. We used the questionnaire carried out by the Bain consulting firm, on a yearly basis (1993 to 2000) and then on a biyearly basis (2002 and 2004). The Bain questionnaire provided direct measures of the number of demand-side organizations consuming each of the different business techniques’ rhetorical labels. We divided this measure by the total number of organizations surveyed. This fraction we called the Bain ‘i’th label denoting demand-side organizations consumption of a fashionable business technique’s label. In different models we used this variable as a leading, concurrent, or lagging variable.
Measuring Supply 

Bibliometric data. Quantitative measures of the supply of business techniques’ rhetorics have been used repeatedly. Consulting firms, the business press, business book publishers, professional associations, as well as business schools, populate the supply-side of the business fashion market. These supply-side organizations control different media—book, articles, speeches, and seminars—that supply rhetorics to demand-side organizations in order to promote and profit from these rhetorics’ demand-side consumption. Studies find a high correlation in the supply of rhetorics across media 
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(Abrahamson & Fairchild, 2000; Benders & Bijsterveld, 2000; Strang, 2010)
. Bibliometric counts of supply-side articles about a particular business technique offer the most plentiful, reliable, and valid indicators of  rhetorics’ supply, and they have been widely employed to measure it (Benders et al., 2007; Spell, 2001). 

Bibliometric data. The ABI Inform database (ABI) stores abstracts of articles from more than 2,000 sources covering business-related topics. As is customary, to find articles supplying the rhetoric about a particular label denoting a fashionable business technique, we used the ABI’s thesaurus label for that business fashion 
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(c.f. Abrahamson & Fairchild, 1999; Ghaziani & Ventresca, 2005 ; Spell, 2001)
. Because the number of ABI articles indexed yearly has grown, we measured yearly supply by dividing our ABI yearly count of articles about each fashionable technical label by the total number of articles indexed that year. This fraction we called the ABI ‘i’th label supplied by a supply-side organization. Third, as with the Bain data, in different models we used this variable as a leading, concurrent, or lagging variable. 
The left part of Table 1 lists the Bain labels and the right part the ABI labels. 
----------------------------------------
Insert Table 1 about here

----------------------------------------
Control Variables
To measure a fashion wave’s onset, we used only those years after at least 10 articles started appearing under an ABI thesaurus heading. As noted in the introduction, the number of articles using a business technique’s label typically has a long latency period prior to the onset of a wave in the consumption of the technique’s label across demand-side organizations. We tested our regressions for robustness using thresholds of 5 and 20 articles and found no changes in the overall pattern of our results. We used what we call this ‘age’ variable as the control variable in the first step of our two-step regressions. We also used year fixed effects to control for overall time trends.  

Methods

Analysis

Our yearly measure of consumption between 1993 and 2004 did not provide a sufficiently long time-series to use Granger causality (Granger & Engle, 1987). Instead, we estimated our models using Papke and Wooldridge’s (2008) technique for fractional response variables using panel data with endogenous explanatory variables. In this two-step procedure, we first estimated the reduced form equation for the endogenous explanatory variable Xit, where Xit  is the fraction of demand-side articles supplying the label of the ‘i’th label at time ‘t’. We obtain the residuals for each i,t pair νit. In the second step, we use the pooled probit quasi-maximum likelihood estimator to calculate,

Yjt = (1Xit + β2zit + β3 νit +εit
Yit is the fraction of demand-side organizations that use labels to indicate their use of the ‘i’th technique at time t. 

Results

Table 2 presents the distribution of all the variables, whereas Table 3 presents the correlation matrix of these variables. 
----------------------------------------
Insert Table 2 and 3 about here

----------------------------------------

We see, from Table 3, a high correlation at time t and t-1between supply-side organizations’ supply of a rhetorical label denoting a fashionable business technique. We also see a high correlation at time t and t-1 between demand-side organizations’ consumption of rhetorical labels denoting fashionable business techniques. Papke and Wooldridge’s (2008) technique is robust to serial correlation and heteroskedasticity. It allows for the use of endogenous explanatory variables, which is important, as we examine a coevolutionary hypothesis. 

In line with Hypothesis 1a, in Table 4, we treated as the independent variable our measure at times t, t-1, and t-2 for supply-side organizations’ provision of a business technique’s rhetorical label. We treated as the dependent variable our measure at time t of demand-side organizations’ consumption of this business technique’s rhetorical label. Table 4 presents the results of the two-step probit regressions used to examine the regression models. Regression 4.1 reveals a strong positive correlation between the independent and dependent variable at time t. 
----------------------------------------
Insert Table 4 about here

----------------------------------------

Bain’s survey data covers a small number of years, so in models 4.2 and 4.3 we used separate regressions for the periods, t-1 and t-2 of the independent variable. Regressions 4.2 and 4.3 also reveal positive, significant correlations between the independent variable in periods t-1, t-2 and the dependent variable in period t.  

In line with Hypothesis 1b, in Table 5, we used the demand-side, organizational-consumption variable at times t, t-1, and t-2 as the independent variable and the supply variable at time t as the dependent variable. Table 5 presents the results of the two-step probit regressions used to examine these models. We see from regression 5.1 that there is a positive correlation between the independent and dependent variables at time t. 

----------------------------------------
Insert Table 5 about here

----------------------------------------
Again, since our Bain survey data covers a relatively small number of years, we used separate regressions to measure the consumption variable at times t-1 and t-2.  From regression 5.2 and 5.3, we see positive, though weaker correlation between the variables in periods t-1 and t-2. The relatively weaker correlation could be due to the fewer data points in these regressions resulting from few Bain survey data points and the shift to biyearly data in the later part of the survey.  

Table 6 juxtaposes Table 4 and 5’s results in order to examine Hypothesis 1c. 
----------------------------------------
Insert Table 6 about here

----------------------------------------

Regressions 6.1, 6.2 and 6.3 show a strong, positive correlation between supply-side organizations’ supply of rhetorics promoting the consumption of labels denoting fashionable business techniques at time t, t-1, and t-2 and demand-side organizations’ rhetorical consumption of  these labels at time t. Regressions 6.4 and 6.5 show a positive correlation between demand-side organizations’ consumption of rhetorical labels at time t, t-1, and t-2 and supply-side organizations’ presentations of these labels at time t. 

Discussion

Before discussing our results we stress one important caveat. We used arguably the best quantitative, longitudinal, multi-fashion data available to begin addressing a question at the crux of the market theory of business fashion—the causal interrelation between supply-side organizations’ provision of what we interpreted as fashionable business techniques’ rhetorics and demand-side organizations’ consumption of these rhetorics. Yet, the relatively short time-series provided by these data make it such that we cannot establish the direction of causation between supply and consumption. We have to remain, therefore, very conservative about any claims suggested by our results. Due to insurmountable data limitations, the strongest claims we can make rest on the fact that our hypotheses were derived from extant theory, that our results were consistent with these hypotheses, and that counter-hypotheses appear illogical. Our claims, however, remain illustrative rather than determinative.  

Our review of the extant literature revealed two distinct perspectives on organizations’ use of fashionable business techniques: mere rhetoric and real implementation. We made the case that our questionnaire data provided proximate measures of the rhetorical consumption of business techniques’ rhetorics. Therefore, the hypotheses we tested bore on the interrelation between supply-side organizations’ provision of business techniques’ rhetorics and their consumption by demand-side organizations. This claim, however, rests on the extant literature and remains an open question.
We suggested that our hypotheses fell into two types. The second type, Hypothesis 2, stemmed from the implementation perspective. It suggested that supply-side organizations’ supply of a rhetoric promoting the consumption of a fashionable business technique would be unrelated to the rhetorical consumption of that technique by demand-side organizations.  We can write with some certainty that our results do not support hypothesis 2. Every model we tested found correlations between the supply and consumption of rhetorics.  These data cannot tell us, however, whether organizations’ demand-side consumption of a business technique’s rhetoric means that the technique was not implemented at all, or whether some mutation of the technique was implemented under a different label.   

The first type, Hypothesis (1a, b, and c) stemmed from the rhetorical perspective. To test these hypotheses we did the best with the data we had and we used a statistical technique robust to serial correlation and permitting endogenous independent variables (Papke & Wooldridge, 2008). We were also careful to use extant theory to develop our hypotheses and to examine them logically. Our tests of Hypotheses 1a,1b, and 1c suggested that changes in supply-side organizations’ supply of a fashionable techniques’ rhetorics  was correlated to lagged changes in demand-side organizations’ consumption of this fashionable rhetorical rhetoric. Our correlational results, however, even though they correlated with lagged variables, cannot tell us the direction of causality between these lead and lag measures of supply and consumption. Therefore, the results leave open two interpretations. 
Interpretation 1
We derived Hypotheses 1 a, b, and c from the market theory of fashions in business techniques. We examine, first, whether our results are consistent with these hypotheses. The first two hypotheses differ over whether changes in supply-side organizations’ supply of a fashionable technique’s rhetoric would lead (supply-Push explanation justifying Hypothesis1a) or lag (Demand-Pull explanation justifying Hypothesis 1b) changes in demand-side organizations’ consumption of this rhetoric. Our results are consistent with both hypotheses. 
First, our results support Hypothesis 1a that changes in supply-side organizations’ supply of fashionable business techniques’ rhetorics would lead changes in demand-side organizations’ consumption of these rhetorics. According to the theory of the market for business fashions, this would occur when supply-side beliefs that a business technique was new (passé), and at business techniques’ leading (lagging) edge, and would cause supply-side organizations to supply (withhold) the rhetorics about these business techniques, thereby increasing (diminishing) their consumption. 
Second, our results support Hypothesis 1b that changes in demand-side organizations’ consumption of fashionable business techniques’ rhetorics would lead changes in supply-side organizations’ supply of these rhetorics. According to the theory  of the market for business fashions, this would occur when demand-side organizations beliefs that a management technique was passé (new) and at business techniques’ leading lagging (edge), and would cause supply-side organizations’ to withhold (supply) the prescriptions denoted by these labels, diminishing (influencing) their consumption. 
Because the first two sets of correlations are consistent with Hypotheses 1a and 1b, we examined whether, we reasoned that jointly, they provided supported support for the coevolutionary Hypothesis 1c. Changes in supply-side organizations’ supply of a fashionable business techniques’ rhetoric would both lead and lag, or coincide, with changes in demand-side organizations’ consumption of this rhetoric. This would occur because of a coevolutionary process animated by reciprocal causation between supply and consumption of rhetorics causing either both to rise simultaneously during the upswing of fashion waves or both to fall simultaneously during their downswing, triggering the next fashion wave. 
Interpretation 2 

Our interpretation 1 of results for Hypotheses 1a, 1b and 1c is at best suggestive and not demonstrative of a supply-demand coevolutionary process. Indeed, using correlations we cannot tell the direction of causality between variables. Due to data limitations, therefore, our results can be interpreted in a second way.

We can use only two standards to compare the interpretations one and two: first, whether or not the interpretations were consistent with hypotheses derived from the market theory of fashionable business techniques and second, whether the interpretations appeared logical. 

The second interpretation of this study’s Table 4 results would suggest that demand-side organizations’ consumption of fashionable rhetorics in later periods would cause supply-side organizations’ promotion of these rhetorics in prior periods. This interpretation appears unlikely because it would suggest, in contradiction to interpretation 1, that an event occurring in the future could cause an event occurring in the present. 
The second interpretation of this study’s Table 5 results suggests that supply-side organizations perception of the rhetoric they should supply in order to increase their demand-side consumption would be caused by demand-side organizations’ later use of these labels. This interpretation would also appear improbable because, in contradiction to interpretation 1, it would also suggest that an event occurring in the future could cause an event occurring in the present. 

Though the second interpretation of our hypotheses appears hard to defend on theoretical and logical grounds, our correlation technique does not allow us to discount it. We can only remain, therefore, conservative in our claims. 

To repeat, we did the most appropriate analysis with the best data we could find. Advancing research about the interrelation between supply-side organizations’ provision of fashionable business techniques’ rhetorics and their consumption by demand-side organizations will require additional data. First, to advance this research, will require more longitudinal qualitative research data, like that of Zbaracki’s (1998) and Chevalier (1991)

(1998)
 or those found in Czarniawska and Sevon’s (2005) compendium of cases which examine what rhetorics provided by supply-side organizations travel and what happens when they reach demand-side organizations consuming such rhetorics. Second, we will need finer-grained quantitative studies which study the interrelation between demand-side organizations’ consumption of fashionable business techniques’ rhetorics and their provision by supply-side organizations 
 ADDIN EN.CITE 

(c.f. Abrahamson & Fairchild, 2000; Cole, 1999; Nijholt & Benders, 2007)
.  Second, to advance this stream of research, we will need both longer time-series and firm-level data. Together, such quantitative and qualitative data would reveal more completely the interrelation between supply-side organizations’ provision of rhetorics about business techniques and their consumption by demand-side organizations.

On the positive side, our data have many unique properties.  We have highlighted the fact that business fashion studies, with a few exceptions, focus unconnectedly on either supply-side or demand-side studies, at the expense of concomitant studies of supply-side and demand-side causal interrelation. Our data allow us to take one step in this direction. Second, we have also clarified why studies that examine the interaction between supply and demand-sides might have obtained different results. In particular, we note how rhetorical and implementation perspectives make different assumptions about what demand-side organizations do with fashionable business techniques. We used these assumptions to determine which data should be used and how these data and results should be interpreted. Finally, Strang and Soule (1998: 285) noted “that while single-population, single-practice research designs will no doubt continue to dominate the diffusion literature, theoretical development would benefit from a larger comparative lens.” Our study, like Carson, Lanier, Carson, and Guidry’s (2000), breaks new ground by testing whether certain fashion dynamics generalize across not only single business fashions, but also across multiple fashions in business techniques.  

conclusion

Scholars examining business fashions from the implementation perspective have reinvigorated the study of fashion in business techniques in at least three ways. First, they have pointed to the lack of evidence concerning how supply-side organizations’ changes in the supply of fashionable business rhetorics interrelate with demand-side organizations’ implementation of such techniques. Such critics push fashion theory decisively forward by pointing to a vital relation between fashion supply and consumption.
Second, they have raised an extremely pertinent question--namely, what constitutes the consumption of business techniques by demand-side organizations in the market for such fashionable techniques?  Their conception of “consumption” as the implementation of business prescriptions by demand-side organizations expands the scope of fashion theory into new areas of research. 
The rhetorical perspective concerning the supply and consumption of business techniques is probably the easiest to test; because fashion labels remain relatively invariant and easily accessible. The implementation perspective, however, is being put to the test as well. This research presents much greater challenges because of fashionable business techniques’ pragmatic ambiguity and interpretive viability (Benders & Van Veen, 2001; Giroux, 2006). As fashionable business techniques travel, they will mutate as a result of chains of translation between organizations, sectors, and nations (Czarniawska & Sevon, 2005). 

Interpretive viability and ambiguity, therefore, may mandate shifting measures of the implementation of fashionable business techniques over time and space.  Time-invariant and space-invariant quantitative measures of the consumption of fashionable business rhetorics may not be appropriate in such studies. Rather, it may be necessary to observe mutations in the implementations of business techniques only qualitatively, in order to capture how fashionable business techniques’ rhetorics and implementation are reinvented and translated as they move in time and across organizations, organizational sectors, and national boundaries (For an important step in this direction see Czarniawska-Joerges & Sevón, 2005.) Only then could we begin to understand more fully the interrelation between the two sides of the business fashion market. 
Third, in this article we decided to employ the terms “use” and “spread” of business techniques, rather than “adoption” and “diffusion” (Ryan & Gross, 1943). It is true that Rogers (1995 p. 17) who used the terms “adoption” and “diffusion” also reviewed literature going back to the 1970s on “reinvention” which was “…defined as the degree to which an innovation is changed or modified by a user in the process of its adoption and implementation.” This is what scholars from the translation perspective now call “interpretive viability” (Benders & Van Veen, 2001). Rogers (1995 p. 17) even took the argument one step forward,  distinguishing both when artifacts might have interpretive viability and when not. He stated “Some innovations are difficult or impossible to re-invent; for example, hybrid seed corn does not allow a farmer much freedom to re-invent, as the hybrid vigor is genetically locked into the seed for the first generation in ways that are too complicated for a farmer to change. Certain other innovations are more flexible in nature, and they are re-invented by many adopters who implement them in a wide variety of different ways.” 
Unfortunately, the terms “adoption” and “diffusion” carry too many connotations from chemistry. They carry with them the notion that the position (adoption) of unchanging molecules (invariant business techniques) moves entropically (diffuses without agency) across a stable liquid (static organizations) (Czarniawska-Joerges & Sevón, 1996). Theory and research from the behavioral perspective do not fit the term “adoption” which is defined as the use of an invariant business technique. The rich case studies from the translation perspective  reveal extensive “reinvention” (Rogers, 1986) or “translation” (1996). These terms do not always fit the metaphorical “diffusion” if “diffusion” is defined as the implementation of an invariant business technique across stable organizations.  
Most importantly, the translation perspective also rejects, as Rogers (1995 p. 16) does as well,  “the passive role of just implementing a standard template.” Adopters reinvent what they adopt. Yet, translation theory goes well beyond Rogers (1995) in emphasizing the active role of organizations in the universalization, travel, and particularization of business techniques across time, organizations, industries, sectors and nations (Czarniawska & Sevon, 2005). 
Finally, fashion theory in business techniques has had and will have to continue grappling with many fundamental questions deserving of one or more articles bearing on the coevolution of supply and demand in markets for fashions in business techniques’ rhetorics and implementations. Namely, do business techniques exist as either rhetorics or implementation or as varying degrees of mixes of both? Do their characteristics vary according to their spread across different parts of organizations (Nicolai & Dautwiz, 2009)? Do they vary with respect to the depth with which they infuse organizational identities and their related persistence over time (Heusinkveld & Benders, 2001; Zeitz et al., 1999)?  Do certain organizations have “immune systems” that cause them to resist or reject foreign rhetorical and implementation “pathogens?” Do fashions in business techniques provide not just rhetorics without implementations or implementations without rhetorics, but also rhetorics for what organizations have already implemented or new implementations under the same rhetoric? (Cole, 1999). Do rhetorics and their implementation fade from organizational memory, yet predispose these organizations to similar rhetorics and business techniques years later?   
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The data reporting adoptions was taken from the Bain database and the articles data from ABI inform. We discuss both databases in detail below. 
Table 1

Bain and ABI labels

	
	Bain labels
	ABI/Inform labels

	1
	Activity Based Management
	Activity Based Management

	2
	Balanced Scorecard
	Balanced Scorecard

	3
	Core Competencies
	Core Competencies

	4
	Benchmarking
	Benchmarking

	5
	Business Process Reengineering
	Business Process Reengineering

	6
	Customer Service Management
	Customer Satisfaction

	7
	Customer Retention
	Customer Retention

	8
	Group Ware
	Group Ware

	9
	Pay for Performance
	Pay for Performance

	10
	Portfolio Analysis
	Portfolio Management

	11
	Self Directed Work Teams
	Self Directed Work Teams

	12
	Strategic Alliance
	Alliances

	13
	Total Quality Management
	Quality Management

	14
	Knowledge Management
	Knowledge Management

	15
	Strategic Planning
	Strategic Planning

	16
	Outsourcing
	Outsourcing

	17
	Supply Chain Integration
	Supply Chain Management

	18
	Customer Relationship Management
	Customer Relationship Management

	19
	Change Management Program
	Management of change

	20
	Contingency Planning
	Contingency Planning

	21
	Corporate Ethics
	Corporate Ethics

	22
	Downsizing
	Downsizing

	23
	Economic Value Added
	Economic Value Added

	24
	Stock Buy Back
	Stock Buy Back


Table 2
Description of Variables

	Variable
	Mean
	Std. Dev.
	Min
	Max

	Demand-side organizations’ consumption of a fashionable business technique
	0.248
	0.108
	0.055
	0.559

	Supply-side organizations’ supply of a fashionable business technique
	0.00113
	0.00223
	0
	0.016

	Age of fashion in years
	8.9
	7.1
	0
	32


Table 3

Correlation Matrix

	
	1
	2
	3
	4
	5
	6

	Supply-side organizations’ supply of a fashionable business technique at time t

	
	
	
	
	
	

	Supply-side organizations’ supply of a fashionable business technique at time t-1


	0.9901
	
	
	
	
	

	Supply-side organizations’ supply of a fashionable business technique at time t-2


	0.9790
	0.9900
	
	
	
	

	Demand-side organizations’ consumption of a  fashionable business technique at time t


	0.5709
	0.5964
	0.6075
	
	
	

	Demand-side organizations’ consumption of a  fashionable business technique t-1


	0.5199
	0.5474
	0.5663
	0.9391
	
	

	Demand-side organizations’ consumption of a  fashionable business technique t-2


	0.4827
	0.5133
	0.5339
	0.8974
	0.9334
	

	Age of technique
	0.7435
	0.7333
	0.7321
	0.3595
	0.3288
	0.2939


Table 4

Two-Step Fractional Probit Models
	Dependent Variable
	Demand-side organizations’ consumption of a fashionable business technique at time t

	
	(4.1)
	(4.2)
	(4.3)

	Supply-side organizations’ supply of a fashionable business technique at time t
	119.90**
	
	

	
	(41.106)
	
	

	Supply-side organizations’ supply of a fashionable business technique at time t-1
	
	111.75**
	

	
	
	(35.727)
	

	Supply-side organizations’ supply of a fashionable business technique at time t-2
	
	
	115.65**

	
	
	
	(27.978)

	Age of technique
	0.006
	-0.010
	-0.020

	
	(0.035)
	(0.035)
	(0.035)

	Constant
	-0.656**
	-0.680**
	-0.677**

	
	(0.251)
	(0.246)
	(0.241)

	Observations
	107
	107
	107


All regressions use year fixed effects

Robust standard errors in parentheses

+ significant at 10% * significant at 5%; ** significant at 1%

Table 5

Two-step Fractional Probit Models
	Dependent Variable
	Supply-side organizations’ supply of a fashionable business technique at time t

	
	(5.1)
	(5.2)
	(5.3)

	Demand-side organizations’ consumption of a  fashionable business technique at time t
	0.749*
	
	

	
	(0.318)
	
	

	Demand-side organizations’ consumption of a  fashionable business technique at time t-1
	
	0.624+
	

	
	
	(0.349)
	

	Demand-side organizations’ consumption of a  fashionable business technique at time t-2
	
	
	0.485

	
	
	
	(0.389)

	Age of technique
	0.005
	0.008
	-0.024

	
	(0.024)
	(0.040)
	(0.029)

	Constant
	-3.831**
	-3.824**
	-3.892**

	
	(0.181)
	(0.260)
	(0.203)

	Observations
	107
	65
	77


All regressions use year fixed effects

Robust standard errors in parentheses

+ significant at 10% * significant at 5%; ** significant at 1%

Table 6

Two-step Fractional Probit Models

	Dependent Variable
	Demand-side organizations’ consumption of a fashionable business technique’s rhetoric at time t
	Supply-side organizations’ supply of a fashionable business technique’s at time t

	
	(6.1)
	(6.2)
	(6.3)
	(6.4)
	(6.5)
	(6.6)

	Supply-side organizations’ supply of a fashionable business technique’s rhetoric time t
	119.90**
	
	
	
	
	

	
	(41.106)
	
	
	
	
	

	Supply-side organizations’ supply of a fashionable business technique’s rhetoric time t-1
	
	111.75**
	
	
	
	

	
	
	(35.727)
	
	
	
	

	Supply-side organizations’ supply of a fashionable business technique’s rhetoric time t-2
	
	
	115.65**
	
	
	

	
	
	
	(27.978)
	
	
	

	Demand-side organizations’ consumption of a  fashionable technique’s rhetoric time t
	
	
	
	0.749*
	
	

	
	
	
	
	(0.318)
	
	

	Demand-side organizations’ consumption of a  fashionable technique’s rhetoric time t-1
	
	
	
	
	0.624+
	

	
	
	
	
	
	(0.349)
	

	Demand-side organizations’ consumption of a  fashionable technique’s rhetoric at time t-2
	
	
	
	
	
	0.485

	
	
	
	
	
	
	(0.389)

	Age of technique
	0.006
	-0.010
	-0.020
	0.005
	0.008
	-0.024

	
	(0.035)
	(0.035)
	(0.035)
	(0.024)
	(0.040)
	(0.029)

	Constant
	-0.656**
	-0.680**
	-0.677**
	-3.831**
	-3.824**
	-3.892**

	
	(0.251)
	(0.246)
	(0.241)
	(0.181)
	(0.260)
	(0.203)

	Observations
	107
	107
	107
	107
	65
	77


All regressions use year fixed effects

Robust standard errors in parentheses

+ Significant at 10% * significant at 5%; ** significant at 1%
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 ADDIN 
� In certain instances, business techniques may become institutionalized—attaining “…a relative permanence of a distinctively social sort” � ADDIN EN.CITE <EndNote><Cite><Author>Hughes</Author><Year>1936</Year><RecNum>572</RecNum><record><rec-number>572</rec-number><foreign-keys><key app="EN" db-id="tvfa9xvw3f9df3etvs2v90r2df9vrd9xxr2w">572</key></foreign-keys><ref-type name="Journal Article">17</ref-type><contributors><authors><author>Hughes, Everett</author></authors></contributors><titles><title>The ecological aspect of institutions</title><secondary-title>American Sociological Review</secondary-title></titles><periodical><full-title>American Sociological Review</full-title></periodical><pages>180-189</pages><volume>1</volume><dates><year>1936</year></dates><urls></urls></record></Cite></EndNote>�(Hughes, 1936)�. Then, the popularity of fashionable business techniques erodes gradually Cole � ADDIN EN.CITE <EndNote><Cite ExcludeAuth="1"><Author>Cole</Author><Year>1985</Year><RecNum>126</RecNum><record><rec-number>126</rec-number><foreign-keys><key app="EN" db-id="tvfa9xvw3f9df3etvs2v90r2df9vrd9xxr2w">126</key></foreign-keys><ref-type name="Journal Article">17</ref-type><contributors><authors><author>Robert E. Cole</author></authors></contributors><titles><title>The Macropolitics of Organizational Change: A Comparative Analysis of the Spread of Small-Group Activities</title><secondary-title>Administrative Science Quarterly</secondary-title></titles><periodical><full-title>Administrative Science Quarterly</full-title></periodical><pages>560-585</pages><volume>30</volume><number> 4</number><dates><year>1985</year></dates><urls><related-urls><url>http://links.jstor.org/sici?sici=0001-8392%28198512%2930%3A4%3C560%3ATMOOCA%3E2.0.CO%3B2-D</url></related-urls></urls></record></Cite></EndNote>�(1985)�, or over extended periods of time � ADDIN EN.CITE � ADDIN EN.CITE.DATA ����(Heusinkveld & Benders, 2001; Strang, 2010; Zeitz, Mittal, & McCauley, 1999)�. 









