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More is Not Always Better; The Pivotal Role of
Environmental Determinants of Contract Manufacturing Services
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Outsourcing and offshoring activities by both corporations
and government agencies in the United
States have received much coverage in the popular press as well as attention from researchers in
marketing, management and economics (Aeppel, 2004; Bhagwati, 1984; Bhagwati et al., 2004; Dorgan,
2006; Koku 2009). Much of the research efforts, perhaps for the right reasons, have been directed at
blue-collar jobs in manufacturing sector and lower level clerical jobs at call centers and the like.
Because of the erroneous assumption that professionals such as doctors,
ineers
eng and accountants are
immune to outsourcing, very limited research efforts have been directed at studying the professional
services with respect to outsourcing. The recent recession experienced in the United States and many
Western economies has, however, poked a hole in the assumption that professionals in the United
States are immune to outsourcing. This study therefore examines outsourcing practices in three of the
major professional services in the U.S.- accounting, medicine, and law. It conclud
e s that far from
being isolated cases, offshoring and outsourcing of professional services in the U.S. are more than
thought. The study also develops a normative framework and a contingency model that should not
only guide decision makers on whether to ou
tsource/offshore, but also help those who are engaged in
the three professions to evaluate the likelihood that their jobs could be outsourced. It also offers a
detailed discussion of the legal implications73of outsourcing/offshoring of professional service
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