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Abstract—Strategic alignment is deemed crucial in 

understanding how organisational performance can be improved 

through supporting business strategy with other organisational 

strategies. Whilst previous alignment literature has provided 

foundations for identifying the dimensions and performance 

impacts of the strategic alignment, it is mainly based on dyadic 

relationships between, for example, business and information 

technology (IT), business and marketing, or IT and marketing, 

which could not include other vital variable to develop a more 

comprehensive understanding of strategic alignment and its impact 

on organisational performance. Based on a systematic literature 

review of prior research on strategic alignment, this research 

develops a research model of triadic strategic alignment of 

business, IT, and marketing strategies and its impact on 

organisational performance. It posits that the alignment will result 

in better organisational performance. Relevant hypotheses have 

been proposed, which should provide future research directions. 

Using data collected from 242 managers, and analysed with PLS-

SEM.  

Keywords—Strategic alignment, IT strategy, Marketing 

strategy, Business performance 

I. INTRODUCTION 

HE strategic alignment between business and IT 

strategy has attracted a great deal of scholarly interest [7, 

24]. [30] defined alignment as “the degree to which the 

needs, demands, goals, objectives, and/or structures of one 

component are consistent with the needs, demands, goals, 

objectives, and/or structures of another component”. 

Alignment is the concept at the heart of contingency theory, 

which is central to the development of the theory, to the 

collection of data, and to the statistical analysis of the 

proposition [15]. Contingency theorists have asserted a 

connection between strategic alignments and organisational 

performance, suggesting that organisational performance is 

a consequence of alignment between two or more factors.  

Accordingly, much effort has been put on clarifying the 

relationship between business and IT strategies in the 

literature. The work of [35] and [25] spurred a substantial 

stream of research focusing on this construct‟s definition, 

measurement, backgrounds and consequences. The vast 

majority of the studies investigated strategic alignment 

influence on organisational performance. These studies 

examined the necessity and benefits of aligning IT with the 

rest of the business [8, 24].  
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Much of the work has examined the performance impact 

of aligning business and IT strategies [e.g. 6] and not much 

of researches on the impact of aligning marketing strategy 

with business strategy. However, the link between 

marketing strategy and IT strategy remains unclear and 

under-investigated: only a few articles have attempted to 

study the performance impact of marketing and IT 

alignment in the marketing literature [4, 21, 40].  

There are also two methodological issues exist in the 

literature on strategic alignment. First, these studies have 

measured organisational performance through bivariate 

analysis, which leads to possible inconsistencies amongst 

multiple factors as many other factors can positively 

influence organisational performance. Second, the bivariate 

model is concentrated on measuring the alignment between 

two variables which has its limitations. Despite the sheer 

number of studies in strategic alignment field, research on 

the performance impact of strategic alignment has been 

primarily limited to considering only two strategic factors. 

Thus, this research intends to fill the above research gaps 

by examining the performance impact of the strategic 

alignment among business, IT, and marketing strategies; 

seeking to develop a more holistic understanding of the 

impact of strategic alignment. It contributes to the current 

literature conceptually by developing a triadic strategic 

alignment model and empirically by testing this model. 

The reminder of this paper is organised as follows. 

Section 2 provides a detailed literature review on the key 

types of organisational strategies and the two-way strategic 

alignment. Next, a research framework is developed to 

clearly describe the concept of triadic strategic alignment, 

together with, a set of specific hypotheses. The subsequent 

sections describe the instrument development and the data 

collection processes, and reports on the findings. The final 

section discusses the results and implications.  

II. LITERATURE REVIEW 

A. Business strategy, IT strategy, and marketing strategy 

Business strategy is the general direction in which a firm 

chooses to move in order to achieve its goals and objectives, 

which is classified into prospector, defender, analyser, and 

reactor [28]. They are used for examining organisational 

strategies based on their degree of market aggressiveness. 

The key to success for prospector is the development of 

innovative new products and entry into new markets. For the 

defender, the key to success is focusing more narrowly on 

maintaining a secure position in existing product/market. As 

for the analyser, the key to success is maintaining stable 

domain of core products, whilst seeking new product/market 

opportunities. These typologies have been mainly used to 

assess both the strategy of an organisation and strategic 

alignment and have been subjected to extensive discussion 
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and empirical investigation [37]. Unlike these three 

successful business strategies, reactor is considered a form 

of strategic „failure‟ and has thus been excluded by most 

empirical studies [35, 47]. Similarly, reactor will not be 

included in this research. 

IT strategy is defined as how IT will be used to facilitate 

electronic communication to support business processes and 

needs [5, 20]. It is a part of the overall business strategy 

although the focus is specifically on technology. Porter and 

Millar [34] discussed that IT strategy alters the rules and the 

structure of industries, thus allowing organisations to create 

competitive advantage. The importance of IT strategy to a 

firm is potentially increasing as IT has become a key 

element in competitive positioning [16].  

IT strategies are classified into flexibility, efficiency, and 

comprehensiveness [35]. The flexibility IT strategy refers to 

use IT for observing marketing information and changes of 

market, and providing basis for decision making, which is 

seen to be consistent with firms adopting prospector strategy. 

The efficiency IT strategy, which is ideally relevant to 

defender firms, refers to use IT for monitoring and 

controlling daily operations, facilitating operational 

efficiency, supporting function of information sharing and 

communication to link with customers and suppliers, and 

providing basis for decision making. The 

comprehensiveness IT strategy refers to employ IT for 

observing marketing information and market changes, 

supporting function of information sharing and 

communication to link with customers and suppliers, and 

providing basis for decision making. Also, this is the ideal 

IT strategy for analyser firms [28, 35].  

In addition to business and IT strategies, the marketing 

strategy has been well researched to keep marketing 

strategically aligned with firm‟s strategic goals to achieve a 

better performance. Marketing strategy refers to the 

marketing activities and decisions related to generating and 

sustaining competitive advantage for the business [41]. 

Marketing activities are numerous and varied such as 

research and development, product design, promoting 

product, setting price, etc. These activities are very 

important in scanning environmental variables (customers 

and competitors). In other words, marketing strategy focuses 

on ways in which the firm can differentiate itself effectively 

from its competitors to deliver better value to its customers. 

Marketing strategies are often examined in terms of either 

customer or competitor [31, 42].  

Based on [48], the strategic fit between strategy and 

environmental variables may be significant in determining 

the ultimate success of that strategy. [1] suggested that 

prospector tends to view the industry from its own internal 

perspective and its customer base rather than being 

concerned with the competition, while defender firms take 

their competitors seriously and cautiously as they attempt to 

react swiftly and with an intensive attack to any move by a 

competitor that it deems threatening. Somewhere in between 

these two more extreme forms of organisations are the 

analysers. 

B. Strategic orientation and strategic alignment 

Strategic orientation is a concept widely used in the 

research field of strategic management and strategic 

alignment literature. An organisation‟s strategic orientation 

reflects the strategic directions implemented by an 

organisation to create the proper behaviours for the 

continuous superior performance of the business [31]. The 

relationship between strategic orientation and organisational 

performance is influenced by third-party variables, and the 

different effects of third variables may lead to different 

performance levels [3]. Depending on the strategic 

orientation adopted, the organisation may emphasise more 

or less aspects such as technological position, innovation, 

organisational design and personnel management which 

determines performance levels [11].  

Strategic IT alignment has remained amongst the top 

concerns of researchers for over two decades. Aligning IT 

strategy with business strategy is vitally important to 

improving organisational performance [7, 35]. Conversely, 

the lack of strategic alignment between business and IT 

strategies is believed to be risky and could possibly lead into 

a steady decline in competitive ability. Besides, [25] 

examined the linkage of both strategies asserting that the 

importance of strategic IT alignment is the key success 

factor for a successful firm. Also, [13] stressed to be 

attentive to various business areas such as business vision, 

strategy, and communication that remarked as great 

potential for improving the alignment of business and IT 

strategies. For the most part, aligning business and IT 

strategies proved to enhance firm‟s performance in the long 

term, yet there is a possibility of misalignment of which the 

degree varies from one organisation to another.  

The strategic alignment between business strategy and 

marketing strategy is factor to increase an organisation‟s 

growth [48]. Marketing managers believe this alignment 

facilitates the achievement of business objectives and 

positively affects a firm‟s performance. On the other hand, 

[39] demonstrated that strategic misalignment leading to 

confusion amongst business and marketing managers could 

be caused by various reasons at different organisational 

levels. Still, research on the strategic alignment of business 

strategy and marketing strategy is limited.  

The positive impact of IT and marketing alignment on 

business performance has been reported in the literature, for 

example, an internet-mediated marketing improving 

business performance [29]. IT strategic use can be assessed 

by the way firms utilise market information system (e.g. 

collecting customer and competitor information) to support 

its business strategy and marketing activities. In practical 

terms, alignment of these strategies ensures that IT provides 

marketing with the systems that marketing needs to 

accomplish its goals, or as [19] claimed that IT strategy 

supports marketing through the development of products 

and services. Therefore, IT strategy can enhance firm‟s 

performance better when it is aligned with marketing 

strategy. 

C. Research gaps and theoretical development 

The literature shows that prior studies mostly adopted the 

bivariate interaction model [15] to investigate the 

performance impact of alignment [7]. However, dyadic 

alignment is seriously limited as the bivariate model is 

concentrated on measuring the alignment between two 

variables ignoring the considerations of other crucial 

International Conference on Engineering Technologies and Big Data Analytics (ETBDA’2016) Jan. 21-22, 2016 Bangkok (Thailand)

http://dx.doi.org/10.15242/IIE.E0116005 6



relationships. For example, [25] stated that marketing 

strategies might be potential antecedents to strategic 

alignment between business and IT and thus should not be 

excluded from strategic IT alignment. Alternatively, [19] 

stated dyadic alignment can lead to “possible inconsistencies 

amongst multiple forms of interrelated bivariate”.  

Unlike the bivariate, a multivariate relationship including  

multiple variables could give a richer and realistic view of 

strategic alignment [35] and greater explanatory power [45] 

because of its ability to retain the complex and interrelated 

nature of the relationships between constructs. Additionally, 

[44] argued that alignment is achievable amongst three or 

more factors. For example, [8] believed that aligning 

marketing strategies with business and IT strategies in a firm 

may enable it to achieve higher levels of alignment and 

better performance. [2] and [36] have empirically tested that 

multivariate relationships could create a competitive 

advantage. It is quite clear that multivariate relationships 

enable a firm to act as a whole in achieving the firm‟s goal. 

Thus, this research follows [15] to emphasise the need to 

adopt a multivariate analysis to examine patterns of 

consistency amongst dimensions of organisational context, 

strategy, and performance. Specifically, this research 

develops a triadic alignment among business, IT, and 

marketing strategies to provide a richer view of strategic 

alignment and its performance impact (Fig. 1). To our 

knowledge, this has not been done by anyone. 

  

 

Fig. 1 The research model 

D. Hypotheses 

Thus, the key hypothesis of this research is:  

H. The alignment between business strategy, IT strategy, 

and marketing strategy is positively associated with better 

firm performance.  

Theoretical patterns of alignment depend on the 

constructs used to assess alignment domain [2]. The 

reviewed literature evidently proved that different business 

strategies require the support of different IT strategies and 

different marketing strategies.  

Based on this, every business strategy has an ideal IT 

strategy and marketing strategy that can lead to better 

organisational performance. Since the prospector is 

continually innovating new products and entering new 

markets [28], it seeks flexibility in IT to respond quickly to 

changing market [35] in order to solve customer needs [38]. 

Then, this research expects prospector firms aligned ideally 

with IT flexibility strategy and customer-focused strategy 

will perform better than those prospector firms aligned with 

other IT or marketing strategy, which will be referred to as 

misalignment in this research.   

Thus, poor performance could be the result of 

misalignment [32]. This will provide insight as to whether a 

firm that has achieved triadic strategic alignment would 

perform significantly better than a firm that has not. For 

example, alignment of IT flexibility strategy with prospector 

strategy is likely to work well than being aligned with 

defender strategy. This suggests the following: 

H1. Prospector firm focused on customers aligned with 

IT flexibility strategy is more strongly associated with better 

performance than those prospector firms with other forms of 

alignment.   

This research expects that defender firms are best aligned 

with the IT efficiency strategy and competitor-focused 

strategy. Otherwise, aligning defender firms with other IT 

and marketing strategies will cause misalignment. This 

suggests the following: 

H2. Defender firm focused on competitor aligned with IT 

efficiency strategy is more strongly associated with better 

performance than those defender firms with other forms of 

alignment.   

Likewise, analyser firm is a combination of the above two 

strategies. It maintains a stable domain of core products, 

whilst seeking new market opportunities [28]. [35] 

suggested that IT comprehensiveness strategy is better 

aligned with analyser firm as it enables comprehensive 

decisions and quick responses through knowledge of other 

organisations.  

Also, analyser firm monitors customer reaction and 

competitors‟ activities [33]. Nonetheless, analyser firms can 

also be affected by misalignment if aligned with either IT 

flexibility or IT efficiency strategy. This suggests the 

following: 

H3. Analyser firm focused equally on competitor and 

customer aligned with IT comprehensiveness strategy is 

more strongly associated with better performance than those 

analyser firms with other forms of alignment.   

III. RESEARCH METHOD 

A. Sample and data collection 

To address the research hypotheses, a survey of private 

firms registered in the Ministry of Industry and Trade in 

Yemen from different industries has been conducted with IT, 

business, and marketing managers randomly selected from a 

sampling frame containing 1,201 firms. A pilot study has 

been conducted testing the questionnaire with minimum ten 

managers chosen from the list. The questionnaire was pre-

tested and led to minor adjustments.  

350 hard copy questionnaires were distributed to 

managers and executives in person on July 2014. One week 

later 187 were returned and a reminder was sent to the 

others. At the end of July a total of 257 questionnaires were 

collected for a response rate of 73%. Table I summarises the 

profile of the respondents and their firms.  

A data screening was performed which involved in the 

removal of unusable data to prevent the study from being 

biased. As a result, a total of 15 cases were excluded.  
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TABLE I 

RESPONDENT PROFILES (N=242) 

Firm Profile  (%) Respondent Profile (%) 

Industry  Job Position  

Telecom 29.8 Business Manager 12.0 
Banking  25.2 IT Manager 6.2 

Manufacturing 11.2 Marketing Manager 5.8 

Retail 5.8 Other Managers 76.0 
Service 4.1   

Property 3.7   

Other 20.2   

B. Measurements 

In order to measure the performance impact of triadic 

strategic alignment (TSA), 32 indicators have been adopted 

based on several studies. Likert 7-point scale ranging from 

“strongly disagree” to “strongly agree” was used to assess 

the level of alignment amongst business, IT, and marketing 

strategies.  

Business strategy orientation (BSO) has been measured 

using nine indicators adapted from [14, 28] regarding a 

firm‟s proactiveness, defensiveness and analysis.  

IT strategy orientation (ITSO) can be measured using 

nine indicators from [14, 35] to indicate IT strategy‟s 

flexibility, efficiency and comprehensiveness.  

Marketing strategy orientation (MSO) can be measured 

using nine indicators adapted from [31, 33] to indicate 

whether a firm is customer-focused or competitor-focused 

[27].  

Organisational performance (OP) can be measured using 

five indicators adapted from [12, 25] to reflect the 

respondent‟s perception of a firm‟s sales growth, market 

share, and return on investment [43]  

IV. RESULTS 

PLS was used to test the hypotheses using the dataset of 

242. The analysis procedure involved testing the reflective 

measurement model, the formative measurement model and 

the structural model.  

A. Reflective measurement model 

Assessing reflective measurement model for the first-

order constructs and the criterion (performance) is 

determined by the quality of internal consistency (composite 

reliability), indicator reliability, convergent validity (average 

variance extracted (AVE)), and discriminant validity [17]. 

Based on [17, 23, 26], the above four indicators are assessed 

and summarised in Table II and III. The test results indicate 

that the reflective measurement model is satisfactory.  

B. Formative measurement model 

The estimates of second-order outer loadings and outer 

weights can be obtained along with structural relationships 

and their significance. According to [17], formative 

measurement is assessed by collinearity issues, and the 

significance and relevance of the formative indicators. Also, 

the formative measurement has to be investigated in terms 

of nomological validity to determine the quality of the 

measurement model [18]. Our results suggest that the 

formative measurement model is satisfactory. 

 

 

 

 

TABLE II  

CONVERGENT VALIDITY AND INTERNAL CONSISTENCY VALIDITY 

Reflective 

First-order 

Constructs 

M.I. O.L. I.R. AVE C.R. α 

Proactiveness 

PRO1 0.71 0.50 

0.51 0.75 0.51 PRO2 0.72 0.51 

PRO3 0.71 0.51 

Defensiveness 

DEF1 0.81 0.65 

0.61 0.82 0.67 DEF2 0.83 0.70 

DEF3 0.69 0.48 

Analysis 

ANA1 0.81 0.65 

0.69 0.87 0.78 ANA2 0.84 0.71 

ANA3 0.85 0.73 

Flexibility 

FLEX1 0.64 0.40 

0.64 0.84 0.72 FLEX2 0.86 0.74 

FLEX3 0.88 0.77 

Efficiency 

EFF1 0.81 0.66 

0.66 0.85 0.74 EFF2 0.84 0.71 

EFF3 0.77 0.60 

Comprehensive

ness 

COMPR1 0.88 0.77 

0.71 0.88 0.79 COMPR2 0.88 0.78 

COMPR3 0.76 0.58 

Customer-
focused 

CUS1 0.76 0.58 

0.57 0.87 0.81 

CUS2 0.80 0.64 

CUS3 0.79 0.62 

CUS4 0.63 0.40 

CUS5 0.78 0.60 

Competitor-
focused 

COMP1 0.78 0.61 

0.65 0.88 0.82 
COMP2 0.85 0.72 

COMP3 0.85 0.73 

COMP4 0.73 0.54 

Performance 

PERF1 0.83 0.70 

0.75 0.94 0.92 

PERF2 0.90 0.82 

PERF3 0.90 0.82 

PERF4 0.88 0.77 

PERF5 0.81 0.66 

M.I–Manifest Indicators, O.L–Outer Loadings, I.R–Indicator Reliability, 

C.R–Composite Reliability 
 
 

TABLE III  
INTER-CONSTRUCT CORRELATIONS 

Constructs 1 2 3 4 5 

1   BSO n/a     

2   ITSO 0.71 n/a    

3   MSO 0.67 0.73 n/a   

4   PERF 0.45 0.41 0.54 0.87 

 5   TSA 0.85 0.91 0.91 0.53 n/a 

Note: Diagonal elements are the square root of AVE and highlighted in 

bold;  n/a –not applicable to formative constructs 

C. Structural model 

Estimating the structural model involves examining the 

model‟s predictive capabilities and the relationships 

between the constructs such as assessing collinearity issues, 

significance and relevance of the structural model 

relationships, the level of coefficient of determination (R
2
 

value), and the predictive relevance (Q
2
 value) [17]. It is 

important before assessing the structural model to check for 

collinearity issues as it arises in the context of structural 

model evaluation when two constructs are highly correlated. 

The VIF values of the analyses are between 1.23 and 3.11 

which are below the threshold 5 representing no collinearity 

issue in the structural model.  
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The essential criterion for assessing the structural model 

is examining the R
2
 values of the endogenous constructs 

[22]. The coefficient of determination is a measure of the 

proportion of an endogenous construct‟s variance that is 

explained by its predictor construct [17]. The R
2
 value of 

performance construct is 0.28 which is slightly lower than 

moderate 0.33 [9]. Nonetheless, the performance construct 

has one exogenous dependent construct (i.e. TSA) with R
2
 

value 0, therefore it is accepted. Looking at the path 

coefficient in Table IV, one finds that the triadic strategic 

alignment ultimately influences the key target construct, 

performance, via the formative constructs (BSO, ITSO, and 

MSO). The confidence intervals of the path coefficient was 

determined by setting the confidence intervals 90% (1.65), 

as recommended by Hair, Hult [17], then computed using 

the path coefficient value and standard error obtained from 

PLS. The total effect refers to the sum of the direct effect 

and all indirect effects linking two constructs. 

 
TABLE IV  

STRUCTURAL ESTIMATES. 

Path 
Total 

Effect 
β 

Standard 

error 
ρ value 

90% 

Confidence 
Interval 

BSO -> TSA 0.56 0.28 0.02 0.0000*** (0.25, 0.31) 

PRO -> BSO 0.08 0.27 0.03 0.0000*** (0.23, 0.33) 

DEF -> BSO 0.15 0.45 0.03 0.0000*** (0.41, 0.50) 
ANA -> BSO 0.15 0.56 0.03 0.0000*** (0.51, 0.62) 

ITSO -> TSA 0.28 0.40 0.02 0.0000*** (0.38, 0.43) 

FLEX -> ITSO 0.51 0.34 0.02 0.0000*** (0.32, 0.38) 
EFF -> ITSO 0.12 0.42 0.02 0.0000*** (0.39, 0.46) 

COMPR-> ITSO 0.22 0.38 0.02 0.0000*** (0.36, 0.41) 

MSO -> TSA 0.57 0.43 0.02 0.0000*** (0.41, 0.47) 
COMP -> MSO 0.13 0.57 0.02 0.0000*** (0.55, 0.61) 

CUS -> MSO 0.25 0.51 0.02 0.0000*** (0.49, 0.55) 

TSA -> PERF 0.45 0.53 0.05 0.0000*** (0.45, 0.62) 

***: p<.001      
 

Next, we calculate the predictive relevance (Q
2
 value) 

which is critical to assess the predictive validity of a 

complex model [9]. Calculating the Q
2
 value is based on 

blindfolding procedure [17]. It shows how well the data 

collected empirically can be reconstructed with the help of 

model and the PLS parameters [46]. The Q
2
 values of BSO, 

ITSO, MSO, TSA, and performance endogenous constructs 

are 0.35, 0.50, 0.50, 0.37, and 0.20 respectively. The rule of 

thumb indicates that all Q
2
 values are above 0 [46]. Hence 

the observed values are well-reconstructed providing 

support for the model‟s predictive relevance 

Thus the overall result indicates that the concept of triadic 

strategic alignment of business, IT, and marketing strategies 

with organisational performance is rather strong (H. The 

alignment between business strategy, IT strategy, and 

marketing strategy is positively associated with better firm 

performance). We find a significant, positive impact of 

triadic strategic alignment on organisational performance 

(Table IV; TSA -> PERF β=0.45, p<0.001, R
2
=0.28).  

Thereafter, we can compare forms of triadic strategic 

alignment based on the mean value of performance to 

clearly distinguish alignments level from one another. In 

order to compare the forms of triadic strategic alignment, we 

started classifying the level of alignment based on the 

business strategy typologies using the split file function in 

SPSS. The classification procedure is done by removing 

cases that did not score between 5 and 7 (somewhat agree, 

agree, and strongly agree) at PRO1, PRO2, and PRO3. This 

defines the firms that adopt prospector typology. Once the 

data has been classified the forms of triadic strategic 

alignment can, then, be categorised. For instance, prospector 

typology was categorised into three forms, namely, ideal 

alignment, medium alignment, and low alignment. Based on 

the reviewed literature, the ideal alignment for prospector 

firms is the relationship amongst prospector (business 

strategy), flexibility (IT strategy), and customer-focused 

(marketing strategy). Hence, we eliminated the cases that do 

not represent flexibility strategy and customer-focused 

strategy leaving 39 cases. Simultaneously, medium 

alignment for prospector firms is defined as having one ideal 

strategy, either flexibility strategy or customer-focused 

achieving 57 cases. Added to that, low alignment for 

prospector firms explains the adoption of neither flexibility 

strategy nor customer-focused strategy recording 3 cases in 

this study. The same procedure is applied for defender and 

analyser firms.  

The means of the four performance components are 

presented in Table V excluding sales growth since its 

homogeneity is less than 0.05. Table V reveals the ideal 

alignment level for each strategic orientation in every 

performance component is greater than medium and low 

except for low defender alignment, which is high compared 

to ideal and medium.  
 

TABLE V 

ALIGNMENT FORMS 

Business 

Orientation 

Level of 

Alignment 
n 

Market 
Share 

Mean 

ROI 

Mean 

Net 
Profit 

Mean 

F.L. 

Mean 

Prospector 

Ideal 39 5.64 5.64 5.41 5.49 

Medium 57 4.60 4.47 4.40 4.49 
Low 3 3.33 3.33 2.67 3.00 

F-ANOVA 
11.39 

*** 

14.04 

*** 

12.30 

*** 

11.00 

*** 

Defender 

Ideal 64 5.91 5.61 5.52 5.66 

Medium 55 4.67 4.64 4.51 4.56 

Low 3 5.33 5.33 5.67 5.67 

F-ANOVA  
21.56 

*** 

11.56 

*** 

12.13 

*** 

14.07 

*** 

Analyser 

Ideal 
13
1 

5.38 5.28 5.11 5.33 

Medium 73 4.47 4.74 4.62 4.67 

Low 9 3.56 3.89 3.44 4.11 

F-ANOVA  
13.58 

*** 

9.31 

*** 

9.72 

*** 

9.49 

*** 

***: p<.001      

V. DISCUSSION AND CONCLUSION 

The main purpose of this research is to examine the role 

of triadic strategic alignment in the relation between 

business strategic orientation, IT strategic orientation, and 

marketing strategic orientation and business performance. 

Specifically, our study intends to uncover whether the 

association between the three strategic orientations have a 

significant effect on business performance. Our results have 

revealed a significant number of new results concerning the 

correlation between triadic strategic alignment and business 

performance. 

A. Conceptual implication 

One of the most important contributions of this study is 

the development of a definition of triadic strategic alignment 

that is robust enough to be applied to a wide variety of 
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situations. The findings of the study have extended the 

existing research regarding strategic alignment [e.g. 2, 25, 

33, 35]. Based on the theoretical context, this research 

proposed that the triadic strategic alignment should be 

defined as a third-order multidimensional formative 

construct. The second-order multidimensional formative 

constructs are appropriate when the objective is to assess 

triadic strategic alignment. When the objective is to confirm 

interrelationships of constructs, the proposed higher-order 

formative constructs are theoretically convincing structure.  

Another important contribution of this study is that it 

empirically confirms that triadic strategic alignment 

enhances the relation between business, IT, and marketing 

strategies and business performance suggesting that firms 

with high degree of strategic orientation are more likely to 

influence performance positively. As theorised, all first-

order dimensions were found to be significant reflective 

indicators of the second-order constructs. In turn, business 

strategic orientation, IT strategic orientation, and marketing 

strategic orientation significantly influenced organisational 

performance.  

Nevertheless, in this study, the low and medium 

alignments are considered as “misalignment” due to the fact 

that this research is focused on examining the hypotheses 

(Table VI) of the ideal strategic orientations in the triadic 

strategic alignment context. The overall findings reveal that 

perceived potentials of triadic strategic alignment have a 

significant impact on the perceived organisational 

performance. The findings contribute to the understanding 

of alternative strategic orientations showing that there is a 

significant presence of all different alignment levels of 

strategic orientation. It was possible to determine from the 

findings that organisational performance is better compared 

to the other combinations of strategic orientations of a firm. 

Although low alignment defender firms were found to have 

better performance in all performance components, this 

might have been found lower had the sample size been 

larger.   

Furthermore the structural equation modelling is one of 

the well-known advanced methods utilised in strategic 

alignment literature. This research presents an empirical 

support for hypotheses 1, 2, and 3 lending further support to 

the antecedent‟s strategic alignment that triadic strategic 

alignment improves business performance.  
 

TABLE VI  

SUMMARY RESULTS OF HYPOTHESES TESTING 

 Hypothesised Path Path Coefficient 
Empirical 

evidence 

Hypothesis TSA -> PERF 0.45*** Yes 

Hypothesis 1 

Prospector with Ideal 

alignments perform 

better than 
misalignment 

Larger mean value 
in performance 

components 

Yes 

Hypothesis 2 

Defender with Ideal 

alignments perform 
better than 

misalignment 

Larger mean value 

in performance 

components 

Yes 

Hypothesis 3 

Analyser with Ideal 
alignments perform 

better than 

misalignment 

Larger mean value 

in performance 
components 

Yes 

***: p<.001   

B. Empirical implication 

In reconciling our research findings with previous 

theoretical and empirical work, potential implications can be 

drawn. There is now a substantial body of research that 

suggests that successful IT and marketing strategies 

implementation is required to adapt to business strategy for 

superior performance. Also it suggests that marketing 

strategy plays a crucial role in strategic alignment and is 

contingent on the specific strategy in use.  

This research also has perspective implications for 

managers. Since our study differentiate between high 

performance and low performance firms throughout the 

level of alignment, managers can use the findings from our 

study to assist performance improvement. Results from this 

study indicate multiple levels of alignment impact 

differently on performance depending on the firm‟s business 

strategic orientation. 

Moreover, this research has attempted to provide 

empirical illustration of the impact of triadic strategic 

alignment on organisational performance by using a higher-

order multidimensional formative construct on multiple 

measures of performance. It becomes evident that 

researchers need to be aware of the conceptual differences 

between reflective and formative measurement model 

approaches. The analysis of formative constructs in PLS-

SEM is an easy task and it is more suitable in handling 

hierarchical model. 

C. Limitations 

Despite the above contributions, there are two limitations 

of the study that suggested caution in interpreting and 

applying research findings. First, this study suffers from the 

issue of a small sample size. It has utilised a participation of 

242 managers, which is relatively limited. Although the 

sample represents a wide range of industries, they are 

mainly from the telecom and banking sector. As indicated 

by Chung [10], a larger sample size can minimise the 

opportunity for biased results and improve the generalisation 

of the results established.  

Secondly, the new model should be tested in different 

contexts to establish external validity. It is currently not 

known how well this research‟s higher-order model and its 

findings will generalise beyond the specified conditions in 

this research such as utilising PLS path modelling which 

cannot use the formal testing procedures allowing for the 

assessment of the validity of global model fit [49]. 

D. Future research 

Despite the preceding limitations, this study theoretically 

and empirically links three strategies to triadic strategic 

alignment and business performance. The research model 

describes the relation between three strategies that are 

hypothesised to create triadic strategic alignment that 

facilitate business performance. Results show strong 

associations between the triadic strategic alignment and 

business performance. However, future research is 

encouraged to investigate the generalisability of the 

proposed second-order multidimensional formative 

constructs in other settings. Another interesting route for 

future research is considering the moderating role of other 

facilitators‟ i.e. organisational structure or environmental 
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dynamisms would have been able to give more 

understanding to the relationship. The triadic strategic 

alignment constitutes a valid theoretical foundation on 

which to further investigate the fundamental strategic 

orientations of organisations.  

Given the relatively low R
2
 value measure for 

performance, future research may consider additional 

constructs such as organisational structure or environmental 

dynamisms. It would be also useful to utilise different path 

modelling such as CB-SEM, and to compare performance 

under a number of different conditions such as sample size, 

hierarchal model complexity, number of indicators per 

construct, etc.  
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