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Introduction

The project reported in this article is part of idev project, the aim of which is to investigate ttontribution
that interaction and networks (IMP) research hadema the field of strategy (Baraldi et al 2006heT
specific aim of the sub-project described hereoiddévelop, from the archive of IMP research, aebett
understanding of both the implicit and the explaontributions that IMP research has made to trategly
field. The method employed is a systematic analysidhe IMP research database, using a contenysisal
approach, with the aim of developing a robust taxoy of strategic research that has emerged frosnbibly
of knowledge. Specifically, this paper concernslitsvith the development of the analytical method this
task, and with the presentation of the results pil@ study conducted on 55 IMP research papetedbthe
analytical approach.

The ‘IMP approach to strategy’

Baraldi et al (2006) compared the ‘IMP approachsti@ategy’ with five important schools of thought in
strategy — rational planning, positioning, resotsesed, emergent, and strategy-as-practice. Irgdsmrthey
attempted to summarise the explicit contributioatttMP researchers have made to the field of gyate
While strategy has not always been an importanti@theme in IMP research, it has played a sigaifit
role in the development of the body of knowledgat thurrounds interaction, relationships and netaork
(Baraldi et al 2006). Intuitively, it seems th&etearlier work in the IMP tradition (Hdkansson829
Turnbull and Valla, 1986, Ford, 1990 and Axelssod &aston, 1992) contained more explicit discussion
strategy than has been the case in recent yearsexBmple: in ‘Understanding Business Marketsedition’
(Ford, 1990) the second section in the book is a#ed toDeveloping Marketing Strategy; the title of
Turnbull and Valla's (1986) work waStrategies for International Industrial Markets: the Management of
Customer Relationships in European Industrial Markets demonstrating a clear and explicit focus on the
strategic management of customer relationships;irtdex to the ‘IMP bible’ (Hakansson 1982) has six
references covering 36 pages to ‘marketing stratemd six references covering 28 pages to ‘puiicigas
strategy’.

However, by the very nature of the research unkientavithin the interaction and networks traditignis
unlikely that strategy will emerge strongly asexplicit theme. Research within this tradition is usualby n
prescriptive; the emphasis is placed on describimd) explaining marketing and purchasing phenomeda a
placing them in a theoretical context, rather tlnattempting directly to answer managerial quastio
Within the IMP research tradition one would expecfind less emphasis on consciously planned styate
and more emphasis on emergent strategy. A promarguiment within the industrial networks literatise
that the individual actor can exert very little a@h from which it follows that deliberate, plarthetrategies
for the ‘development’ of the network from the pesfive of a single actor are unlikely to be realigeord
and Hakansson 2006). It is far more likely that alctor will be able to construct a coherent nareator his
strategy retrospectively — that is to say, usingitkberg’s notion of emergent strategy. In a boot,th
according to the authors, is designed to summé#nsdMP approach for managers and students, Foadl et
(2003) quite explicitly set out to undermine thdiow that strategy in industrial networks can reeaday be
conceptualised as a carefully planned and impleaderdtional response to environmental and competiti
circumstances. They do this through three ‘myth®& myth of action, the myth of independence, dred t
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myth of completeness. These are all important fmrpurposes, but the ‘myth of independence’ isipalerly
important, asserting, bluntly, that it is a myth soppose that a company is able to take stratagiona
independently: “Companies ... have limited freedomact independently and the outcomes of theiasti
will be strongly influenced by the attitudes andi@ts of those with whom they have relationshigsdrd et

al 2003, p6). Similarly, Hakansson and Ford (200037) have argued that: “Interdependence between
companies means that the strategy process is étitera evolutionary and responsive, rather than
independently developed and implemented”.

Within a research tradition which largely avoidegariptivism and which prefers rich descriptionsofmplex
phenomena, we conclude that much of the ‘strategyent’ will be implicit rather than explicit. Frothis we
conclude that an inductive approach is most suieithe task of extracting information about strgtégm
the IMP oeuvre.

Research approach

Empirically, this paper reports on a pilot studpplying a content analysis approach to selected IMP
literature, in which we seek to identify how oftetmategic issues are addressed, what kinds oégicassues
are addressed, and from this analysis to devetapamomy of strategic issues in interaction, retaghips and
networks research.

The first difficulty in any study of ‘strategy’ idefinitional. Conventionally, a distinction has hedrawn
between ‘corporate strategy’ (decisions made attigorate level about the strategic business imitghich
the corporation chooses to invest, formulation wérall corporate mission and goals, and so on) and
competitive strategy (decisions made at the busingg level about how to achieve the goals detxiyad the
business unit by the corporate headquarters). i@ialipresumption is that when strategy is disedsaithin
IMP papers it will largely or exclusively be comjpiee strategy that is concerned. Furthermore, aad
exemplified by the coverage of strategy in Hakangd®82), it is very likely that the great majoriby the
competitive strategy issues addressed in IMP reBeamcerrfunctional strategy, specifically marketing and
purchasing strategy. The first component of theassh approach will be to refine these observatiottsa
sound operational definition of strategy in the IM&dition, which can then be used in developingpding
framework to apply to the existing body of litenagu

The notion of strategy is easier to operationaliza theoretical context which assumes that anrzgéion
has control over its resources, is merely respantbnenvironmental forces, and by following a prfeds=
series of environmental analyses can choose amwaigte strategic approach to maintain its marksitpn
(e.g. Ansoff, 1965). IMP researchers have generajected this highly formalised conception oastgy and
have considered the problems relating to the iotea nature of strategy, addressing issues suchasd
access to resources (e.g. Hakansson and Sneh®, 18is intended that the taxonomy will ideptihe core
elements that relate to strategy in an interaatowgext (i.e. relating to either relationships etwnorks).

Analytical method and sampling

The analytical method used was based on those getblyy Easton, Zolkiewski and Bettany (2003), apd b
Furrer, Thomas and Goussevskaia (2008). The methaalves coding the abstracts identified in the
conference proceedings to identify ‘strategic th&€mEhe strategic themes (codes) may either bealatane,

or may be hierarchically related, so that ther@ Inserarchy of codes. In this article we refer awlyirst-order
codes and second-order codes, although one caeddlychwork with third and higher-order codes, ahii
likely that this will be the case when the analyisisextended beyond the scope of this pilot stuidye
strategic themes (codes) may &eriori (derived from prior theoretical literature, foraemple) orin vivo
(derived from the articles themselves). For thistmtudy we adopted &an vivo coding strategy (comparable
with Furrer, Thomas and Goussevskaia, 2008). At #tage the codes we used have not been reviewed
independently by experts in the field. However ofthe steps we will use to develop this studyhter will

be to have our codes reviewed by experts from tthin and outside the IMP area. Indeed, presgrttiis
material at the IMP conference is a first stephat fprocess.
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For the pilot study we selected a sub-sample aflestfrom the online IMP research database, wbattains
a total of 1,342 research papers (for comparisoa,recent study of the ‘IMP network’, Henneberglet
(2007) used a database of 2,172 IMP research pdpgerause they included the papers from older
conferences for which electronic databases aravelable). We considered the use of a random sagpl
approach, but rejected this on the grounds thavarged to concentrate our pilot analysis on re$etrat
was likely to include some ‘strategy content’ —ngasoned that a fairly small, random sample ofladifrom
the IMP database could, conceivably, contain vewy drticles containing strategic themes. Accorginge
selected for our sample the 55 articles in thelzes@ that had included ‘strategy’ as a keyword. 8dstracts
for these papers were combined into a single Maftagord document to facilitate coding and eachtraios
was given a unique number. Coding was undertajkehrbe individual coders, all of whom have been
involved in research in the IMP tradition for a rhen of years and who, therefore, could be consitlerde
experienced in the field. Each coder coded betwdeand 22 papers. To cross-check agreement veiiece
to allocation of codes, three abstracts were chgedll three judges; all the coders derived theesantdes
(with some minor differences of nomenclature thatewesolved through discussion) for these abstraidtis
result could be considered surprising since ondagpect some subjective interpretation of thditatve
data, but is perhaps explained by the relativelglsamount of material that was coded and the égpee of
the coders in the area. The reliability of thegemhent (as suggested by Perreault and Leigh, 1@&9hot
calculated at this stage, but will be calculate@mfurther rounds of analysis are conducted.

The rationale for using abstracts rather thanduiltles was the same as that followed by Eastah(@003)
and acknowledges the benefits and limitationstthatentails. Using abstracts as a proxy enabtee m
articles to be included in the sample, yet it ognized that some abstracts may not be truly septative of
the material contained in the paper. One of thpnruestions that must be resolved following thilst
project is how to extend the work to cover moreemat; it is possible that abstract coding couldibed as a
method to identify core articles that are takenvind for further detailed analysis.

Brief details of these 55 articles are shown in éqgix 2. Table 1 summarises our sample in terniseof
country of affiliation of the first-named authooiFpurposes of this pilot study it is sufficientdbserve that
Table 1 shows no strong bias, and includes authamsall of the principal IMP countries, in propioms that
would not surprise any regular conference partitipa

Table 1: Country of affiliation (by first authorshi p)

Country of affiliation of 1* author Frequency

UK

Sweden

Finland

Australia

France

Norway

Italy

Portugal

Denmark

NWW AR OIO|O|00©

Other — once each
(USA, Hungary, Slovenia, Poland, Tanzania, Japassia)

Findings

Table 2 shows the frequency distribution for thenbar of times that the article abstracts were codbe
mean number of codes attached to each abstra@.@aghat is to say that, on average, we coded ekitte
55 articles to 2.6 ‘strategic themes’. This compdoean average of 3.6 codes per article reporngdelbrer et
al (2008) in their similar study of 2,125 articiesstrategic management journals. However, in tiedF et al
(2008) study the researchers examined the whoéadh article, whereas for this study we have adoite
method employed by Easton et al (2003), and hadedtheabstracts rather than the entire article (for a
discussion of the reasoning behind this approaelEsston et al (2003)). Therefore, while it maythz this
indicates a lower density of strategic issues e IMP literature, the result could be the outcorhslightly
different analytical methods.
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Table 2: Number of codes used per abstract

Number of terms used to code abstract Frequenceyl{auof abstracts
1 16

2 16

3 12

4 4

5 3

6 3

7 1

The complete set of first and second-order codaswlas used in the analysis can be seen in Appehdix
Table 3 shows the 28 first-order codes, and thgu&acy with which each of these codes was used (for
comparison, Furrer et al (2008) had a list of 2&jon keywords”). Of our 28 first-order codes, l4revesed

at least twice, and 14 were used only once. larsllly surprising that ‘strategy’ emerges as thetrnomimon
first-order code, since the abstracts were precsaleto have ‘strategy’ as a keyword. The more ildeta
analysis of the second-order codes within the dvstrategy code, presented in Table 4, is motanihating

in this respect. Nevertheless, what Table 3 doesvsh that more ‘traditional’ conceptions of maiket
strategy — such as competition and the environmeatte far from absent from IMP studies. However, as
expected, they are less common in our sample tmarcdre IMP concepts of ‘network’ and ‘relationship
Notice that, in our analysis, we have selectedreafes to ‘network’ and ‘relationship’ that demoatt a
strategic orientation; instances where the authuase referred to networks or relationships purely
descriptively, with no strategic content, were caded for this study. See sub-codes in Appendix 2.

Greater detail is provided about the first-ordedectstrategy’ in Table 4. This Table shows the seleorder
codes of ‘strategy’, and the frequency with whibbyt were employed in the analysis. There are 2dnskc
order codes associated with ‘strategy’, of whichwEde employed at least twice, and 14 were usedante.
The largest single sub-category of ‘strategy isrkating strategy’ (frequency 10), which suggestsfirat
sight, that marketing aspects of strategy are be#presented than other aspects of strategy wibhin
sample. However, the other cornerstone of the IMBu@, namely procurement, is also well represented.
Both purchasing/sourcing strategy and supply/sepptnanagement fall within the general field of
procurement, and they have an aggregate frequdntylying between marketing strategy and procumme
strategy we find ‘relationship strategy’ and ‘irdetion/interactive strategy’, which can be thoughias a
dyadic approach to either or both of marketing panoturement strategy. On the basis of this pilott
therefore, it appears that 50% of the referencéstrtmtegy’ concern marketing or purchasing strateghin a
buyer-seller dyad.

Table 3: Frequency with which first-order codes wee used

Concept Freguency

Strategy 50

Network 15

Relationship 11

Value

Environment

Competition

Internationalisation

Core competences

Strategic supply

Strategic development

Market positioning

Strategic acting

Organisational learning

Competitive advantage

RININN WA N

Other — used once each
(Strategic resource; Competitive behaviour; Codpsraess; Dynami¢
capabilities; Strategic implementation; Strategi@nagement; Strateg|c
theorizing; Strategic alliances; Strategic netwqulrtners; Governance;
Vertical integration; Bidding strategy; Global d&gy; Expectatiorn
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management; Marketing control)

Table 4: Frequency with which sub-codes of ‘strateg were used

Concept Frequency
Marketing strategy 10
Relationship strategy 4
Interaction/interactive strategy 4
Purchasing/sourcing strategy 4
Supply/supplier management (supply base) 3

Corporate strategy

Business strategy

Soft-assembled

3
2
Communication strategy 2
2
2

Key account management strategy

Other — used once each 14
(Exit strategy; Conflict strategy; Differentiatisirategy; Adaptation; Long
term; Network; Individual; Relationalism; NetworlgnGlobal; Restructuring;
Outsourcing/insourcing; Supply base; Intended)

Total 50

We turn now to the final analysis to be considéretthis working paper. This is the analysis thdtess most
from the small sample that has been used for thet giudy, and so for the present purpose should be
considered illustrative of what might be achievalileen the analysis is applied to a larger dat&efar our
analysis has considered only the one-dimensionaication of each strategic theme (code) to the P
abstracts). Clearly, however, interesting conclusimay emerge from the analysis of ‘intersectidetiveen

the strategic themes (codes). Each abstract musbdied against at least one strategic theme; otbemv
would be excluded from the study. However, manyrabts (according to Table 1, the great majoring a
coded against several different strategic themes'itersection’ is defined as one instance of aatract
being coded at two different strategic themes.

Table 5: Intersections between the ‘top 6’ codes

Intersection Frequency

Three-way intersections

Strategy-Value-Network 1

Strategy-Environment-Network

B

Strategy-Environment-Competition

Two-way intersections

Strategy-Network

Strategy-Relationship

Strategy-Environment

Strategy-Competition

Strategy-Value

Relationship-Competition

OINNWW|~|OT

Other two-way intersections (once each)
(Relationship-environment; Relationship-network;tWark-value; Network-
environment; Value-competition; Environment-competi)

Feasible two-way intersections with zero frequency 0
(Network-competition; Relationship-value; Value-gnnment)

Because of the small scale of our pilot datasetthee comparatively few intersections to analgse, it only
makes sense to examine the intersections for thensst frequently occurring first-order codes (&igy,
Network, Relationship, Value, Environment, and Cetitpn). Between 6 separate variables there arg=15
0.5 n(n-1)) feasible two-way intersections. TablshBws that, for our sample, three of these aretyermsjx
occurred once, and six occurred more than onceeSstrategy’ is much the commonest code, it agpear

5



Abstract preview

the five most frequent two-way intersections (amali of the three-way intersections that were fbimthis
analysis — see the top of Table 5). At this sthgestope of the study is too limited to enable kasians to be
drawn from this analysis; nevertheless, even tlvist fglimpse suggests that the analysis of coding
intersections could provide some interesting insigh

Conclusion

This paper draws on a pilot study, limited in scapd depth. However, some tentative conclusionsliaen,
also indicating directions for extending the study.

First, from a total of 1,342 papers on the IMP Hate at the time of the analysis, 55 (4.1%) coathin
‘strategy’ in the abstract. From this we concludgttin line with expectations, a relatively snmatbportion of
IMP papers deal with strategy explicitly. Howevarsimilar search on ‘strategic’ provided 99 hitsA%),
which suggests that by adding near synonyms foategy’ we can usefully extend our analysis. Siryila
many of the first- and second-order codes develdpad this pilot project could be used to searatotigh
the 1,342 abstracts in order to identify more aussr that deal with strategic aspects within IMP.
Furthermore, IMP research is often considered & deth strategy implicitly, that is to say makinge of
strategy, or generating clear implications for tefgg, without any explicit mention of the concephis
suggests a need to approach the development of esdesub-codes in an iterative way in order tatera
clearer picture of the use of, or implications $tnategy in its widest sense within IMP as a fiegfldesearch.

Second, the pilot study shows that the conceptrafegjy is used in a variety of ways within IMP pex as
illustrated in Appendix 2. A large proportion ofettpapers deal with strategy in relation to network,
relationship, interaction, supplier and customeaplying, as expected, a focus on ‘business urateqy’, as
opposed to ‘corporate strategy’. However, it ishp@s surprising that some more traditional strategi
concepts such as the environment and competiteralap used fairly frequently. This variety is puially
interesting, and may form a foundation for develeptrof a systematic classification or taxonomytodtegic
concepts used in IMP research. In addition to Adpeg&, Tables 3 and 4 are first steps in this diogc In
simple terms, this will consolidate our knowleddevbhat IMP work has been done addressing stratadysa
make it easier to define future strategic studies will add to knowledge in this field.

Third, the pilot study makes use of IMP papers.dBing so, some tentative conclusions are drawrnrdaua
the share of papers that deal with strategy, aadséniety of ways in which this concept is usedwdeer,
after having extended these findings, they shoeld¢ddmpared with similar studies of bodies of knalgke
outside the IMP research field. Such comparisomgdccomprise the share of papers that deals witttegty,
and how strategy is used (the variability in the akthe terminology), either for specific acadejoiarnals or

for bodies of work produced by fairly well-definedhools of thought. In particular, different intexfations

of terms concerning strategy are of potential ggerin IMP research scholars are encouraged tahase
network of business relationships as the unit oélyais and to investigate interdependencies among
companies. In the more conventional strategy lkiteeaone expects that the unit of analysis willmalty be

the individual firm and investigations will focushndow the firm (regarded as capable of planning and
implementing an independent strategy) deals withllehges and opportunities at the industry and macr
environmental levels. A comparison of differentdi&s may point out similarities and differencesa@ning

the way that strategy is conceptualised. As a sexample of a comparison that deals with the caufes
strategy, our sample contains on average 2.6 cpeesrticle, whereas the study by Furrer et al0820
contains 3.6. This may be taken as tentative ecildnat IMP literature, even literature pre-selgédte deal
with ‘strategy’ — does contain less ‘strategic emtt than mainstream strategic management litezatur
However, a systematic search for implicit use thtegy’ as suggested above may change this picture

To sum up, our principal conclusion is that thdtfaring of this pilot study is worthwhile, and thiashould
be extended in line with the above mentioned divast

References

Ansoff, H. Igor (1965 Corporate Strategy. USA: McGraw-Hill Inc.
Axelsson, Bjérn and Geoffrey Easton (eds.) (1988ustrial Networks, A New View Of Reality. London,
UK: Routledge.

6



Abstract preview

Baraldi, Enrico; Ross Brennan, Debbie Harrison, &isa Tunisini and Judy Zolkiewski (2006) ‘Strategi
Thinking and the IMP Approach: A Comparative Andgysin proceedings of the 2% IMP
Conference, Milan, Italy, September 2006

Easton, Geoff; Judy Zolkiewski and Shona Bettan08 'Mapping Industrial Marketing Knowledge: a
Study of an IMP Conferencéournal of Business and Industrial Marketing, Vol. 18, No. 6/7, pp.
529-544.

Ford, David (ed.) (1990)ynderstanding Business MarketsSan Diego, California: Academic Press.

Ford, David, Lars-Erik Gadde, Hakan Hakansson amdn | Snehota (2003Managing Business
Relationships 2" edition, Chichester, U.K.: Wiley

Ford, David and Hakan Hakansson (2006) ‘IMP: Softiags achieved, much more to d&uropean
Journal of Marketing, Vol. 40, No. 3/4, pp. 238-248

Furrer, Olivier, Howard Thomas and Anna Gousseesk2008) ‘The structure and evolution of the styite
management field: A content analysis of 26 yearstaftegic management researdhternational
Journal of Management ReviewsVol. 10, No. 1, pp. 1-24

Henneberg, Stephan, Zhizhong Jiang and Peter N&0d5) ‘The Network Researchers’ Network: A Social
Network Analysis of the IMP Group 1984-2006’, pmoceedings of the 28 IMP Conference,
Manchester, UK, August 2007

Hakansson, Hakan (ed.) (198Bjernational Marketing and Purchasing of Industrial Goods John Wiley
& Sons Ltd., Chichester, England.

Hakansson, Hakan and Ivan Snehota (1989) 'No BssiteeAn Island: The Network Concept Of Business
Strategy’, reprinted in Ford, David (ed.) (199Mderstanding Business Markets San Diego,
California: Academic Press.

Hakansson, Hakan and Ford, David (2002) ‘How shaoltipanies interact in business networkd@yrnal
of Business Researchvol. 55, No. 2, pp. 133-139

Perreault, Jr., William D. and Laurence E. LeigBg9) ‘Reliability of Nominal Data Based on Qualat
Judgments’Journal of Marketing Research Vol. XXVI (May), pp. 135-148.

Turnbull, Peter W. and Jean-Paul Valla (eds.) (}3&6ategies For International Industrial Marketing .
London: Croom Helm.

Appendix 1: Summary of the articles used in the aalysis

Year Location 1 author affiliation Authors

2000 Bath UK Cousins, Spekman

2000 Bath Finland Helander, Hirvonen

2000 Bath Sweden Johanson (M.)

2000 Bath France Lemaire

2000 Bath France Durrieu, Mandjak

2000 Bath Sweden Rundh

2001 Oslo Sweden Baraldi

2001 Oslo Sweden Brunninge

2001 Oslo Norway Buvik, Gulbrandsen, Sandvik
2001 Oslo France Cova, Crespin-Mazet, Salle
2001 Oslo Australia Barrett, Fletcher

2001 Oslo Australia Freeman

2001 Oslo Finland Tornroos, Hedaa

2001 Oslo Norway Jevnaker

2001 Oslo USA Johnson (H.), Johnson (W.C.)
2001 Oslo Denmark Jargensen

2001 Oslo UK Harland, Walker, Knight, Sutton
2001 Oslo Finland Jarvelin, Mittila

2001 Oslo UK Mouzas

2001 Oslo France Sauvée

2001 Oslo Hungary Lanyi, Mandjak, Veres

2001 Oslo Slovenia Breneie, Zabkar

2002 Perth UK Ford, Hakansson, Snehota, Gadde
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2002 Perth Sweden Axelsson, Agndal

2002 Perth Sweden Lindberg-Repo

2002 Other Australia Wilkinson, Young

2002 Other Australia Wilkinson, Debenham

2003 Lugano Portugal Brito, Roseira

2003 Lugano Italy Ancarani, Shankar

2003 Lugano UK Brady

2003 Lugano Portugal Brito, Roseira

2003 Lugano Italy Stocchetti, Volpato, Buzzavo
2003 Lugano Portugal Ferreira

2003 Lugano France Pardo, Georges, Guenzi
2003 Lugano Australia Olaru, Purchase

2003 Lugano Sweden Rundh

2003 Lugano Italy Tunisini, Snehota

2003 Lugano Poland Talarczyk

2003 Lugano Finland Halinen, Tikkanen

2003 Lugano Norway Pedersen, Holmen, Hakansson
2004 Copenhagen UK Gilchrist, Easton, Lenney
2004 Copenhagen UK Canning, Brennan

2004 Copenhagen UK Cunningham (M.)

2004 Copenhagen Denmark Freytag

2004 Copenhagen Denmark Mikkelsen, Freytag

2004 Copenhagen Norway Solberg, Durrieu

2004 Copenhagen Finland Westerlund

2005 Rotterdam Sweden Dubois, Wynstra

2005 Rotterdam UK Ford, Redwood

2005 Rotterdam Finland Lindblom, Olkkonen

2005 Rotterdam Tanzania Mukasa, Jaensson, Rutashoby
2005 Rotterdam Japan Hosoi, Ohnishi, Takemura, Wand
2005 Rotterdam Russia Tretyak, Sheresheva

2005 Rotterdam Italy Tunisini, Bocconcelli

2005 Other Australia Wilkinson, Young
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Appendix 2: Codes & sub-codes used in the analysis

Code

Sub-codes

Strategy

Marketing strategy; Relationship
Interaction/interactive strategy; Purchasing/sagg
strategy; Supply/supplier management (supply ba
Corporate strategy; Business strategy; Communitg
strategy; Soft-assembled; Key account managef
strategy; Exit strategy; Conflict strategy; Diffati&tion
strategy; Adaptation; Long-term; Network; Individu
Relationalism; Networking; Global; Restructurin
Outsourcing/insourcing; Supply base; Intended eyt

strategy;

1se);
tio
ment

g;

Network

Network strategy; Strategic network; Network pasiti
Interorganisational strategy; Strategic interdepeid;
Centrality as network strategy; Supply network posing;
ARA strategy.

Relationship

Building relationships; Relationship orientatig
Relationship marketing; Relationship portfolio; &iéygic
alliance.

n;

Value

Value creation process; Relationship value; Value
customer; Value dimensions; Value-driven management

Environment

Environmental pressures; Market environment; Irggomal
environment; Business environment; Systems pragerti

Competition

Competition intensification;  Competitive
International competition; Market competition; Caatigion
analysis; Competitive tension.

situatign;

Internationalisation

Internationalisation strateByport marketing strategy.

Core competences

Competence framework

Strategic supply

Supply strategy

Strategic development

Market positioning

Strategic acting

Organisational learning

Learning & knowledge

Competitive advantage

Strategic resource

Competitive behaviour

Cooperativeness

Marketing practices

Dynamic capabilities

Strategic implementation

Strategic theorizing

Strategic network partners

Strategic alliances

Vertical integration

Governance

Bidding strategy

Global strategy

Expectation management

Marketing control




