
Appendix 8: Contemporary matrixes 

 

 

Value-Chain Relationship strategy matrix (Mohammed Ilyas& al. 2007) 

 

 

 

 

 

Product Matrix (Wind and Claycamp, 1976). A hyperspecialized matrix 

 



 

Innovation matrix (Sonfield& al. 2001).A diagonalized matrix.(The same is used in 

[Sonfield&Lussier, 1997]). 

 

 

 

A pure “Box” . (Boyne & Walker, 2004), created to analyse the strategy content of 

Public Service Organizations 

 



 

 

The Jigsaw strategy brand matrix (Lane & Sutcliffe, 2006) 

 



 

 

The “firm patent strategy matrix” (Hemphill, 2007). A Box 

 

 

The “ICMA Strategy matrix” in (Banerjee, 2008) 
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Table 1. Firm patent strategies in De Jure technology standard-setting.

Participation Non-Participation

Disclosure A firm/patent holder complies with

an SSOs Patent Policy, disclosing its

potential essential patent in the

standard being developed, and

assuring (1) royalty-free, or (2)

RAND licensing or (3) is unwilling

to grant a licence.

A firm/patent holder voluntarily discloses

its patent ownership of a potentially

essential patent in a standard being

developed by an SSO and assures

(1) royalty-free, or (2) RAND licensing or

(3) is unwilling to grant a licence — even

though the firm is not an active

participant in the standard-setting process.

Non-Disclosure A firm/patent holder purposely

ignores an SSO Patent Policy,

withholding the information on

potentially essential, patented

technologies requested of

participants in the standard-setting

process.

A firm/patent holder not actively involved

in the standard-setting process does not

voluntarily disclose its potentially

essential patent ownership, or is unaware

of such a patent ownership, in a standard

being developed by an SSO.

development process (Child, 1972).17 In Table 1, an analytic framework (in 2 × 2

matrix format) has been created which formally identifies a set of firm patent strate-

gies, which apply in the de jure technology standard-setting process (hereafter

referred to as the “Firm Patent Strategies Matrix”). This Firm Patent Strategies

Matrix is predicated on two key variables relevant to the standard development

process: first, firms are either active participants in standard-setting committees, or

they are non-participants (“x-axis”), and second, firms are either disclosing appro-

priate information on potentially relevant patented technology (or patent pending

applications on such technology), or they are not disclosing such potentially rele-

vant patented information on technology (or patent pending applications on such

technology), in the standard-setting process (“y-axis”).

The subsequent discussion describes each firm business strategy and associ-

ated competitive tactics (by cell) in the Firm Patent Strategies Matrix (Hunger and

Wheelen, 1997)18:

• Disclosure/Participation: This firm patent strategy fulfills one of the basic

tenets of conducting effective voluntary, consensus technology standards

17Child (1972) argues that an effective analysis of an organisation and the environment must recognise

the ability of its executive management (“decision-makers”) to exercise choice, which when exercised,

reflects executive power to enact or favourably alter their organisation’s environment.
18A competitive tactic is a specific operating plan detailing how a strategy is to be implemented in

terms of when and where it is to be put into action (Hunger and Wheelen, 1997, 101).
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 STRATEGIC BRAND-CULTURE FIT 

of the consumers. To do that com -

munication should be there in a 

convincing manner to plant brand 

heritage in that country. It is like 

telling about oneself both effectively 

and loudly. But, creation of new bene-

fi ts and conversion of those are must 

for remaining successful over a long 

period 

  Initiate - (Weak Brand Heritage – Weak 

Cultural Heritage): When the brand 

heritage is weak and the cultural 

heritage is also weak, marketers in 

different product fi elds should think 

about a possible advancement of its 

brand by initiating a move towards 

creation of brand heritage in respect 

of identity, image and expectancy. An 

extensive communication with the 

consumers to inform them about 

their brand is a right initiative in this 

situation. A focused move in this 

direction offers them a fi rst-mover 

advantage in this fi ercely competitive 

world of business. As a result, the 

brand may transform itself as a fore-

runner in its industry. 

  Assimilate  -   (Weak Brand Heritage –

 Strong Cultural Heritage): Under this 

category of strong cultural heritage 

but weak brand heritage, a brand 

needs to assimilate it to get acceptance 

by the community of the country. 

Here, the basic task is to reshape the 

—

—

brand as per the deep-rooted heritage 

of the country. Under this branding 

strategy, marketers identify cultural 

impediments and reposition or re-

build their brands to overcome those 

obstacles. 

  Match - (Strong Brand Heritage –

 Strong Cultural Heritage): Under this 

category, the brand heritage is strong 

and cultural heritage is also strong. 

Task is diffi cult here. In this situation, 

marketers are able to identify the 

major cultural barriers. But with a 

glorious brand heritage in their 

credentials, it is not at all easy to melt 

it very quickly for the sake of 

absorbing host country-culture. A 

proper matching is the rule of the 

game. To get success, strategy should 

be in favour of tailormade one to 

cement the gap.     

 Communicate the changes 

 Identifi cation of right strategy to bridge 

the gap leads to implementation of the 

same. Marketers should well communicate 

the changes to the target market to create 

an ambience of trust and interest. Three 

step strategies should be followed for 

proper implementation of the same. 

Marketers should  ‘  elucidate  ’  the changes in 

an innovative way,  ‘  endorse  ’  those changes 

with the creative help of creative offerings 

—
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  Figure 2           ‘ I-C-M-A Strategy ’  matrix  



 

 

(Azmi, 2008).  A twisted matrix 

 

 



 

 

A variant of the ANSOFF matrix (Interpolation function weakest tha in the original). 

(Palatkova, 2011) 

 

 



 

A highly diagonalized Matrix. The product-Process matrix in (Spencer & Cox, 1995) 

 



 

 

A hyperspecialized matrix (Fiegenbaum, 1996) 

 



 

A classical highly diagonalized matrix. (Tavana, 2002) 

 

 

A diagonalized matrix. (Paramo Morales, 2005) 

 



 

Another variant of Ansoff’s Matrix.(Pleshko&Heiens, 2007). 

 

 

 

An avatar of the Arthur D. Little Matrix.(Tudor &Valeriu, 2011). 

 

Re-use of the MacKinsey matrix on the official Website of Mc Kinsey & Company 

Re-use of the BDG Growth Share matrix on the official Website of the Boston 

Consulting Group. 

 

 Pleshko and Heiens 
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(PD    +    IMD), (vii) both current and new products 

plus current markets:  intensive product development  

(IPD), (viii) both current and new products plus 

new markets:  market development plus intensive product 

development  (MD    +    IPD), and (viii) both current 

and new products plus both current and new 

markets:  intensive growth  (IG).   

 MARKET ORIENTATION 
 Perhaps the most fundamental philosophical 

assumption of modern marketing theory is the 

centrality of the marketing concept. According to 

the marketing concept, in order to achieve 

sustained success, fi rms should identify and satisfy 

customer needs more effectively than their 

competitors. Firms that adopt and implement the 

marketing concept are said to be market 

oriented.  11   It follows then that market-oriented 

fi rms engage in activities related to the generation 

and dissemination of customer and competitor-

related market intelligence.  12   

 Li and Calantone  13   point out that those fi rms 

more adept at generating market knowledge will 

be able to achieve better performance because 

they will have better access to information about 

consumer preferences. Yet market-orientated fi rms 

go beyond the mere collection of market-related 

information. Firms with an MO also actively 

share this information across departments. The 

result is to create greater customer value and 

satisfaction, a prerequisite for long-term success.  14   

 In addition, those fi rms exhibiting high levels 

of market orientation are likely to identify, and 

seek to take advantage of, opportunities presented 

in their markets.  15   For instance, Im and 

Workman  7   fi nd a relationship between new 

product success and market orientation. In fact, 

much of the research investigating the market-

orientation concept suggests that fi rms that have 

better market knowledge are often more creative 

and innovative overall.  7     

 HYPOTHESES 
 According to Im and Workman  7   creativity that 

focuses on meaningful differentiation provides a 

competitive advantage, and their work seems to 

suggest that MO has a positive impact on the 

development of both new products and related 

marketing programmes. Therefore, it can be reasoned 

that market-oriented fi rms, with their superior 

knowledge and penchant for creative marketing 

plans, are likely to pursue product-market strategies 

involving an emphasis on new products, new markets 

or some combination of the two. Consequently, the 

following hypothesis is offered for testing. 

  Hypothesis 1:   As levels of MO increase, 

so will the use of more 

aggressive product-market 

growth strategies involving 

new products, new markets, or 

some combination of the two.  

 With regard to the impact of MO on profi tability, 

the predominant view is that MO is positively 

related to organisational performance.  12   For 

instance, Kumar  et al.   16   report that fi rms with 

higher levels of MO exhibit higher performance, 

especially when pursuing a differentiation strategy 

rather than a cost leadership strategy. 

 As we postulate in the fi rst hypothesis, we 

expect market-orientated fi rms to utilise aggressive 

product-market growth strategies involving new 

products, new markets or some combination of the 

two. This preference for innovative product-market 

growth strategies is likely a result of these market-

oriented fi rms ’  expectations of superior 

performance. Evidence from the fi nancial services 

industry appears to concur. Specifi cally, Pleshko 

and Souiden  17   report that fi rms emphasising new 

markets in their growth strategies are signifi cantly 
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  Figure 1  :        Product-market growth strategies  


