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Identifying and Exploiting the Inter relationships

between Technological and Marketing Capabilities
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Conclusion

The paper presents the application of a new approach to measuring technological and marketing
capabilities in an integrated fashion in the case of Gorenje. While the use of a singular case study
limits the generalisation of the findings, this case study raises important questions that indicate in-
triguing avenues for further research. First, it identifies two strategically important “integrators”
between core technological and marketing capabilities, namely industrial design as a technological
capability, and product development as a marketing capability. It would be of great theoretical and
practical significance to be able to identify other integrators that create greater value for firms by co-
ordinating existing firm capabilities. There is also the issue of whether breaking the functional

boundaries when defining capabilities (not just as technological or marketing-related ones) would
facilitate the process of identifying key core capabilities and laying the foundations for strategy for-
mulation. Another interesting research question that deserves more attention is to examine what
moderates the role played by these two integrators.
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