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RESUMO

O contexto internacional € um ambiente dinAmica agmplexidade dificulta as empresas
garantir o desempenho actual sem perturbar o fukste estudo introduziu as capacidades
dindmicas como forma viavel de balancear os desaemygeactual e futuro. Além de incluir
um dominio importante as capacidades dinamicas céde); e considerar o contexto
relevante mas pouco estudado da exportacdo, ooettud trés contribuicdes: (1) estende
trabalho prévio, estudando o impacto da orientapdca o0 mercado exportador nas
capacidades dinamicas de desenvolvimento do produtte mercado; (2) € pioneiro a
desenlear os efeitos destas capacidades nos dederspactual e futuro, e (3) testa
coordenacao interfuncional e turbuléncia ambientaimo moderadoras da ligacéo
capacidades dinamicas—desempenho. Aplicou-se unstiopé@io online a fabricantes
exportadores Portugueses. Os resultados sugerenasqdenensdes da orientacdo para o
mercado exportador — cliente e concorréncia — réaetacionam igualmente com as
capacidades dinamicas. A orientagéo para o clartecede as exploitativas e as explorativas,
engquanto a orientacdo para o0 concorrente apenasopeoas exploitativas. Os efeitos das
capacidades dinamicas no desempenho actual e fsfwo distintos. As exploitativas
relacionam-se positivamente com o desempenho a&saxplorativas de desenvolvimento
do produto relacionam-se positivamente com o desehgactual e as de mercado de forma
oposta. As exploitativas de mercado e as explastige desenvolvimento do produto
relacionam-se positivamente com o desempenho fuQuanto aos moderadores, confirma-
se a moderacdo da coordenacdo interfuncional recallg capacidades explorativas—
desempenho. As dimensdes da turbuléncia ambient&dnelogia e mercado — moderam de

forma oposta a ligacédo capacidades dinamicas—desd¢op

Palavras-chaveQOrientacdo de mercado, Capacidades dinamicastagpo, Desempenho

ClassificacfesM31 — Marketing; M10 - General




ABSTRACT

The international context is a dynamic, complexigmment in which it is hard for firms to

secure current performance without hindering futpegformance. This study developed
specific dynamic capabilities as a feasible wayb@ance current and future export
performance. Besides including an important domaimlynamic capabilities (market) and
considering the relevant but understudied contéx¢xporting, the study’s contribution is

threefold: (1) it extends previous work and studiesimpact of export market orientation on
product development and market-related dynamicldbjpes, (2) it is the first to disentangle

the effects of dynamic capabilities on current datlre performance, and (3) it tests
interfunctional coordination and environmental tlémce as moderators of the dynamic
capabilities—performance link. An online survey wadministered to Portuguese export
manufacturers. The findings suggest that exportketaorientation dimensions — customer
and competitor — are not similarly related to dyracapabilities. Export customer orientation
Is an antecedent of both exploitative and expleeatiapabilities, whereas export competitor
orientation promotes only exploitative capabiliti@he effects of dynamic capabilities on
current and future performance are distinct. Exptoie capabilities are positively related to
current performance. Product development explagatizpabilities are positively related to
current performance, whereas market-related expleraapabilities have the opposite effect.
Market-related exploitative capabilities and praddevelopment explorative capabilities
relate positively to future performance. With redp® moderating effects, findings confirm

the role of interfunctional coordination as moderabf the explorative capabilities—

performance link. Environmental turbulence dimensio- technological and market —

moderate the dynamic capabilities—performance lk,do so divergently.

Keywords Market orientation, Dynamic capabilities, Expogj Performance

ClassificationsM31 — Marketing; M10 — General




EXECUTIVE SUMMARY

This research investigates three main issues. if$tadsue is the influence of export market
orientation on dynamic capabilities. An orientatitoward export market knowledge may
help firms develop adequate capabilities to adagivblving markets. The second issue is the
impact of dynamic capabilities on an exporting fsmperformance. The international context
is a complex and dynamic environment, and dynam@pabilities may help firms better cope
with that environment. The third issue is the exmation of specific conditions that may

facilitate or inhibit the effects of dynamic capléhgs on firm export performance.

The study adds substantial contribution to existé@etature. In general, along with the

analysis of product development capabilities, tinelys adds an important domain to dynamic
capabilities (market), and it examines the roledghamic capabilities in the relevant but

understudied context of exporting. More concretély,the study extends previous work and
studies the impact of export market orientationpooduct development and market-related
dynamic capabilities; (2) it is the first to disangle the effects of dynamic capabilities on
current and future performance; (3) and it piondessing of internal and external factors —
interfunctional coordination and environmental tudnce — as moderating variables of the

dynamic capabilities—performance link.

The research was implemented using method triatignjawith exploratory in-depth
interviews and a quantitative online self-admimeste survey of Portuguese export
manufacturers. The research model was tested Withvalid surveys and structural equation

modelling.

The findings suggest that export market orientatlonensions — customer and competitor —
are not similarly related to dynamic capabiliti&pecifically, export customer orientation is
an antecedent of both exploitative and exploratapabilities, whereas export competitor
orientation promotes only exploitative capabiliti@he effects of dynamic capabilities on
current and future performance are distinct. Exptoie capabilities are positively related to
current performance. With respect to explorativepatdlities, product development
capabilities are positively related to current parfance, whereas market-related capabilities
have the opposite effect. Market-related exploitattapabilities and product development

explorative capabilities have a positive relatiopsto future performance. With respect to




moderating effects, findings confirm the role dfkiriunctional coordination as a moderator of
the link between explorative capabilities and penfance. Environmental turbulence
dimensions — technological and market — moderatedynamic capabilities—performance
link, but do so divergently. Technological turbuderenhances the importance of explorative
capabilities and incentivises firms to be more wative and to go along with market
evolution. In contrast, market turbulence represandource of instability and uncertainty that
highlights the costs and risks of making the wrehgices, thereby providing more value to

exploitative capabilities.
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Dynamic Capabilities in International Markets

SECTION 1. INTRODUCTION

Firms face a rapidly changing environment. Worldkets are evolving at a rapid pace, and it
is increasingly challenging for firms to achievesastainable competitive advantage and
superior performance. In particular, the tensiotwken current and future firm performance
iIs more and more in the spotlight. In order for tine to survive and prosper, it must secure
short-term survival (or even success) without himdg long-term viability. The dynamic
capabilities literature has explored firm’s abilityadapt to dynamic markets and their ability
to renew capabilities as main drivers of perforneame quickly changing settings (e.g.
O'Reilly and Tushman, 2004; Ozsomer and Gencti®R3R The dramatic economic shift
from the manufacturing focus to the information &ndwledge focus and the increase in the
contribution of intangible assets toward total near&apitalization of firms has introduced a
new order (Ramaswami, Srivastava and Bhargava, )2089 a result, the source of
competitive advantage and the ability to drive entrand future cash flows and market
capitalization has moved from manufacturing andsptal assets to market-based assets and
capabilities, especially dynamic capabilities. Néveless, the literature has come up short in
providing evidence on which capabilities lead tmdfecial current and future performance
and on the interplay among those effects. Thisystuichs to contribute to furthering the

understanding of this dynamic.

Firms are encouraged to develop dynamic capabilitthat is, to integrate, build, and
reconfigure their capabilities to better adapt bargying environments and to obtain higher
outcomes (Teece, 2007; Teece, Pisano and Shueid). @9 particular, exploitation and
exploration, two organizational learning conceptgve been emphasized as important
dynamic capabilities in this quest (Yalcinkaya, &wbne and Griffith, 2007; Eisenhardt and
Martin, 2000). March (2006, 1996, 1991) was thstfiuthor to refer to these concepts,
distinguishingexploitation which concerns the refining and extending of taxgsskills and
capabilities, an@xploration which entails the challenge of existing ideawiinovative and
entrepreneurial concepts. In addition to being afle on their own, exploration and
exploitation bear a synergistic effect and formyaamic path of absorptive capacity (i.e.,
“the ability of a firm to recognize the value of nexternal information, assimilate it, and

apply it to commercial enisCohen and Levinthal, 1990: 128). This path ciiatds an




additional source of firm advantage and, as sudetarminant of performance (March, 2006,
1996, 1991; He and Wong, 2004; Benner and Tushr®@03; Katila and Ahuja, 2002;
Ancona, Goodman, Lawrence and Tushman, 2001a; Andkhuysen and Perlow, 2001b;
Levinthal and March, 1993).

Although prior research has undoubtedly advancedutiderstanding of how some dynamic
capabilities affect different aspects of firm penfi@nce (e.g. Yalcinkayat al, 2007;
Ozsomer and Genctiirk, 2003), the bulk of studies maainly contemplated technology and
product development capabilities, and have disteghiother possible capability domains,
such as information or relationship building. Ndredess, the exclusive focus on technology
may convey performance problems. Firms may discoegr technological solutions that are
exquisite but whose advantages are difficult to mwamicate to clients (e.g. Ernst, 2002).
Thus, this difficulty leads to product acceptanogbems with inherent costs to the firm. The
mini-disc technology that Sony announced in 199bre example of this. The technology
represented a great advance in over the audio slatage devices existent of the time.
However, the mini-disc had a low uptake and newney significant ground. In contrast,
firms may develop technologically advanced prodietsfail in their timing to market, thus
incurring the bulk of research and development sttt leaving positive returns to late
players. For instance, Xerox invented the compuoieuse and graphical user interface, but it
did not invest in a timely manner in their potehtas such, these products’ profits benefited
other firms. There is a need to complement prevismesk and consider other possible
capability domains than merely the product develepimone (e.g. Uotila, Maula, Keil and
Zahra, 2009). This study adds a capability domaiarket) to the one that is the current focus
of the literature (product development) and ex@dhe impact of both on firm performance.
This inclusion will enhance the existing understagdof exploitative and explorative
capabilities.

The magnitude of markets, and specifically cust@mear the success of firms and their
offerings has been highlighted in previous — newdpct development — literature (e.qg.
Griese, Pick and Kleinaltenkamp, 2010; Yli-Renkal @aanakiraman, 2008; Knudsen, 2007;
Faems, Van Looy and Debackere, 2005; Bonner andkeéija2004; Ernst, 2002; Cristiano,
Liker and White, 2000; Souder, Buisson and Gard€7). The significance of markets is




especially felt in dynamic settings, such as thermational one (e.g. Morgan, Kaleka and
Katsikeas, 2004). The influence of markets may dle ih numerous ways. For instance,
markets may provide useful insights that firms cerorporate into their offerings. Moreover,
markets ultimately will or will not accept the inrations and offerings of firms and, hence,
determine their success. Therefore, the examinatbnmarket-related capabilities is
particularly relevant. The inclusion of such dynamapabilities opens up new research paths.
It should be noted that, though there is a strtwegrietical argument in favour of the balance
between exploitative and explorative capabilitifeats, they reflect two distinct logics and
strategies that firms find difficult to balance ge.Atuahene-Gima and Murray, 2007;
Atuahene-Gima, 2005). Whereas exploitation reflactsore incremental evolution and more
or less stable background, exploration entailsgaifsitant rupture with what is currently
being done. It has been suggested that these atorgliforces can be reconciled by
dynamically balancing exploration and exploitati@eross domains, such as product

development and market (Lavie and Rosenkopf, 2006).

In addition, the antecedents and performance owsonf exploration and exploitation,
together with the need for balancing their effedtaye attracted considerable research
attention (Uotilaet al, 2009; Atuahene-Gima, 2005; Auh and Menguc, 26G5and Wong,
2004). However, this research is mainly concentratethe domestic markets and there is
little empirical work on the role of explorative cduexploitative capabilities in the context of
exporting (for exceptions, see Yalcinkagt al, 2007 and Luo, 2000). This is surprising
considering that (1) growing liberalization of thrld trade, (2) intense domestic market
competition, (3) convergence of worldwide econonsenditions and (4) advances in
communication, transportation, and information tehgies have led an increasing number
of firms to seek opportunities in international keis to obtain growth while safeguarding
their market position and survival (Katsikeas, 2008onidou, Katsikeas and Samiee, 2002).
Exporting is a viable strategic option of interoatlization and is the most frequently used
foreign market entry mode chosen by firms (Zhao Zod, 2002) given its greater flexibility
and cost effectiveness in comparison to other emtigdes (Leonidou, 1995). Hence,
exporting activities are increasingly important fioe survival, growth, and success of modern
firms (Morgan et al, 2004; Golder, 2000). Furthermore, the develogmandynamic
capabilities is highly relevant in international nkets because they are of the highest level of

complexity; the dynamism of international marketakes previous recipes for success less




useful and existent capabilities obsolete (e.gwBrand Eisenhardt, 1998; Achrol, 1991). In
international markets, firms are even more exp@sebrequire greater adaptability.

Against this background, this study adds a don@ohyhamic capabilities (market); and using
the context of exporting, intends to examine (l)ak market orientation as an antecedent of
exploitative and explorative capabilities and (Be tperformance outcomes of product
development and market-related exploitative andogapve capabilities in export markets.
The performance outcomes considered are two elsnoéatirrentexport performance (profit
and market effectiveness), as well fature export performance, in response to Hult and
colleagues’ (2008) call for research on distinetatnts of performance. Finally, in addition
to our main study, we test different moderatorshsas interfunctional coordination and

environmental turbulence.

1.1. THEORETICAL BACKGROUND

The model integrates distinct but intertwined thesr dynamic capabilities, and
organizational learning. The dynamic capabilitieanfework posits that firms that create
flexible strategies to continuously coordinate aedeploy resources are able to adjust to or
even change marketplaces and, as a result, warsargtainable competitive advantage (Song,
Droge, Hanvanich, and Calantone, 2005; Griffith afarvey, 2001; Dyer and Nobeoka,
2000; Eisenhardt and Martin, 2000; Teece et al9719In addition, following the work of
previous studies (e.g. Yalcinkaga al, 2007; Atuahene-Gima, 2005), this research facuse
on two organizational learning concepts that actysamic capabilities, exploitation and

exploration.

According to the knowledge-based view of the fimad anarketing theory, market orientation
can lead to the development of idiosyncratic cdpis, such as knowledge-based
capabilities (Atuahene-Gima, 2005). Firms thatrame prone to heed the market are better
able to adapt to it and to evolve accordingly. &y, firms with international activities
should be oriented toward the export market if thent to succeed in it. As such, export
market orientation is presented as an antecedetynaimic capabilities.




Drawing on the literature of organizational leaminlynamic capabilities, and international
marketing and business we investigate the direfdcist of exploitative and explorative
product-development and market-related capabilit@s current and future export

performance outcomes.

In addition to the focus on dynamic capabilitieBiststudy incorporates two specific
moderating effects of the dynamic capabilities—ekgerformance link. The inclusion of
these moderators was based on the contingencyyti{eay. Zeithaml, Varadarajan and
Zeithaml, 1988), according to which the influendevariables on a phenomenon vary under
different circumstances. Considering the intermaticcontext in which this study develops,
internal circumstances, namely the firm's interfimeal coordination, and external

circumstances, specifically the environmental tlebce, were taken into account.

1.2. MAIN RESEARCH QUESTION

How does export market orientation affect dynanaipabilities of different domains and what

is the impact of those dynamic capabilities onfitme’s export performance?

1.3. RESEARCH AIMS
1.3.1. General Aim

To identify the relative role of export market ariation as an antecedent of different domains
of dynamic capabilities in international marketsdato identify the impact of dynamic
capabilities on distinct elements of firm’s expperformance.

1.3.2. Specific Aim

To analyze two potential moderators of the dynaroapabilities—export performance

relationship: interfunctional coordination and eowvimental turbulence.




1.4. CONTRIBUTION PROPOSED

This study intends to contribute to both theorétazad managerial knowledge. It integrates
the literatures on organizational learning, dynacapabilities and international marketing
and business. Furthering the previously studiediycb development dynamic capabilities,
the study includes market-related dynamic capaslitwhich are a relevant input to both
literatures. Dynamic capabilities, specifically tt@nsideration of these two different domains
(product development and market) are the centreppiddhe model. Nonetheless, there are
also contributions both upstream and downstrearh véspect to the model’s focus. The
study extends previous work on the sources of dynampabilities (e.g. Atuahene-Gima,
2005) by considering the role of export market mtadon as an antecedent of dynamic
capabilities in international markets. Regarding thutcomes of dynamic capabilities, the

study simultaneously contemplates current and éuispects of export performance.

Internal and external circumstances, interfuncliocaordination, and environmental
turbulence, respectively, are presented as imponterterating variables to consider in the

conversion of dynamic capabilities into export pariance outcomes.

In terms of managerial contributions, the studyemals to clarify the source of distinct
dynamic capabilities in international markets. lpnadmic, highly complex markets, it is
crucial for firms to understand which capabilittesdevelop and how to adapt to the markets.
The study shows how a firm’s organizational climatés as a source of dynamic capabilities’
development. It distinguishes the impact of prodaevelopment and market-related
exploitative and explorative capabilities on cutrand future performance. Likewise, it calls
managers attention to specific internal and extermaditions that may facilitate or inhibit the
effects of dynamic capabilities on firm performaracel, thus, lead to higher or lower export

performance outcomes.




1.5. EPISTEMOLOGY

This study follows a post-positivist approach, @praach that has been gaining supporters
over the past decade (Trochim and Donnelly, 200@®kst-positivism has convergent and
divergent aspects with positivism. Positivism haldat the goal of knowledge is to describe
the phenomenon experienced in a rigorous, nondidgeway. For positivists, science tise
way to understand the world and to focus on whaeaechers can directly observe and
measure (Bryant and Giddens, 1996). Deductive réagas used to postulate theories and
define theoretical hypothesis that will then betddsempirically. On the basis of the
research’s empirical results, scientists acknowdedether the theory fits well with the facts

and whether there is a need to revise that thedpgtter predict reality.

Post-positivism also uses theory to develop hysstieAdopting a top-down perspective, it
uses the hypothetical-deductive method which ensgptbgory about a specific research area
to define research hypotheses (Riley, Woodman kCWilliamson and Szivas, 2000). As in

positivism, the specified hypotheses are thendestepirically. As a result, the observed data

confirms, or not, the hypotheses developed (fidore

Figure 1: Hypothetical-deductive Method

THEORY ' Fit well/not fit ' REAL WORLD

Rm HyPoTHESE <> OBSERVED Acal

Confirm/ DATA work
disconfirn

Source: Adapted from Lau (2010)

Despite the fact that post-positivism shares witsifivism the same ontological view and
uses the same scientific method of testing, it &lrmome criticisms of positivism and

addresses them by conducting research in moreatigtior settings. Post-positivists recognize




that all observation is fallible and that therencs error-free research. So, researchers are not
able to know theeal world. Because of the flawed nature of measurenogt-positivists
emphasize the importance of using multiple measanesobservations. Researchers, as all
human beings, are biased, which affects all ofrtbbservations. Scientists are inherently
influenced by their cultural experiences, worldvggvand so on. They cannot be completely
objective, because they are intrinsically linkedthe context and cannot dissociate it from
their investigation — particularly in the socialestces research. Thus, researchers can never
achieve objectivity perfectly; they can approacbrity through triangulation across multiple

fallible perspectives (Trochim and Donnelly, 2006).

Based in the post-positivism, this research useshipothetical-deductive method so as to
define theory-driven hypotheses. Derived from sodinelories and extant organizational
learning, dynamic capabilities and internationarketing and business literatures, the study
specifies eleven hypotheses. To test the hypothesepirical work was performed.
Methodological triangulation was used, which inveswsing more than one method to gather
data, such as interviews and surveys (Denzin, 2006bugh the combination of quantitative
and qualitative techniques, we assessed whethethd@y fit the data well (Guba and
Lincoln, 1998). Qualitative research methods - Hwady in-depth interviews -—
supplemented our survey quantitative method andighio context and meaning to the

quantitative research findings.

1.6. STRUCTURE OF THE DISSERTATION

Six sections constitute this dissertation (figuje ARfter this first introductory section, we
develop the literature review, which is organizeccaading to four topics: dynamic
capabilities, sources of dynamic capabilities, dayitacapabilities outcomes and moderators.
The third section presents the conceptual modelreselarch hypotheses. The fourth section
introduces the methodology. In the fifth sectioatadanalysis is presented. Finally, the sixth
section presents the discussion of the results)icgspthe theoretical and managerial

implications and concludes the dissertation.




Figure 2: Structure of the Dissertation
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SECTION 2. LITERATURE REVIEW

In trying to access existing knowledge on dynanapabilities, we started by visiting the

literature on dynamic capabilities and organizatldaarning. This helped us conceptualizing
dynamic capabilities and gaining a further undeditag of their importance nowadays. Then,
we focused on the literature on product innovadad new product development, which has
shown advances in the operationalization and agijic of dynamic capabilities — especially
exploitation and exploration. Subsequently, we yred the international marketing and
business literature (specifically the exportingritture) for a full picture of the work done in

this context and to assess the relevance of oustmmis and study in such setting. Our
literature review is structured in four main topi€d) dynamic capabilities, specifically

exploitation and exploration; (2) sources of dynaicapabilities, both internal and external;

(3) outcomes of dynamic capabilities; and (4) matas (internal and external factors).

2.1. DYNAMIC CAPABILITIES ; EXPLOITATION AND EXPLORATION

The resource-based viegRBV) of the firm is one of the most cited theories explaining
firms’ success, competitive advantage and perfoomge.g. Morgaret al, 2004; Dierickx
and Cool, 1989). It envisions the firm as an unigoebination of tangible and intangible
resources(Barney, 1996, 1991; Barney and Zajac, 1994; Aamtl Schoemaker, 1993;
Peteraf, 1993). These resources include all #sséts, capabilities, organizational processes,
firm attributes, information, knowledge, etc., aofled by a firm that enable the firm to
conceive of and implement strategies that areiefficand effective(Barney, 1991: 101).
According to this theoretical perspective, firm3iceess depends on their bundles of
resources, which are, by definition, different frahose of other firms (Hunt and Morgan,
1995; Day, 1994; Day and Nedungadi, 1994; Day amuh$My, 1988). These valuable, rare,
inimitable, and nonsubstitutable resources arertam drivers of competitive advantage. So,
if a firm possesses assets such as economy of, stalpe and efficiency of facilities and
systems, reputation, spatial preemption, brandtgqon a privileged location of activities for
factor costs and government support, it has greab@nces of success. However, the
resources — commonly are referred t@ssets- that the firm possesses and controls are not,

per se a source of competitive advantage (Hsu, Chenland2008).
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To be able to convert resources into customer ydhee firm needs idiosyncratic internal
capabilities (Dutta, Narasimhan and Rajiv, 2005; Winter, 20B3arney, 1996, 1991; Hunt
and Morgan, 1995; Barney and Zajac, 1994; Day, 1824 and Nedungadi, 1994; Amit and
Schoemaker, 1993; Bharadwaj, Varadarajan and FE83; Rumelt, Schendel and Teece,
1991, Day and Wensley, 1988). Capabilities encosgaswledge, skills and related routines
(Day, 1994). They arethe glue that brings assets together and enables tto be deployed
advantageously (Day, 1994: 38). Defining capabilities as routinesflects behaviour
processes that engender procedural knowledge br(lskgut and Zander, 1996, 1992). As
such, capabilities are embedded in the firm andualéely to be either observed directly or
duplicated (Grewal and Slotegraaf, 2007).

According to the RBV, the intricate blend of skikid accumulated knowledge, exercised
through organizational processes, enables firmshi@in competitive advantages. These
advantages happen because of (1) the resourcesiveeimmobility, either because they
cannot be traded (Dierickx and Cool, 1989) or beeahey are much more valuable where
they are currently employed than they would bevehsge (Newbert, 2008, 2007; Reed and
DeFillippi, 1990), (2) the difficulty that competits face in understanding and imitating
firm’s resources as a result of their hard-to-degik nature (Reed and DeFillippi, 1990;
Dierickx and Cool, 1989) and (3) due to the resesirscarcity (Newbert, 2008; Reed and
DekFillippi, 1990).

The RBV has definitely been an influential thearalti framework in researchers’ and
managers’ understanding of firm performance. Noglels, it has been criticized for its
inability to explainhow firms developand deployresources (e.g. Priem and Butler, 2001).
Even though RBV helps explain how firms achieve petitive advantage, it does not
adequately explain how firms achieve that competiadvantage in the context of the fast-
changing environments to which they have to adaefihardt and Martin, 2000). It is clear
that the competitive landscape is changing worléewahd the premises that were once
suitable aren’t working any more. Globalizatiomadirkets and technologies, higher customer
expectations, increasing hypercompetition withnsecompetitive pressure and shorter cycle
times are the trends firms are facing nowadays¢@es and Genctiirk, 2003). The RBV was

developed in a different context and was suiteth&d context. However, the increased and
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increasing speed of change and the escalating eampbf the markets firms deal with has
shown the manner firms were resource determinedhangrevious “success formulas” to be

inappropriate (Brown and Eisenhardt, 1998).

Given the context-based nature of resources, ttadire depends on the characteristics of a
given environment (Zhou and Li, 2010). In additidrgsources also are relatively stickier
than their environment, their changes and adaptetioften lag behind environmental
changes (Teeceet al, 1997: 225). As a result, in rapidly changing kess, firms that
concentrate on core resources may create rigiditias prevent them from adapting their
resources to the new competitive environment (Zaod Li, 2010; Leonard-Barton, 1992).
Now, attention has deviated to dynamic capabiliied their role in creating and sustaining
competitive advantages (Teece, 2007; EisenhardMamtin, 2000; Helfat, 2000; Teeet al.,
1997).

When the dynamic capabilities perspective firstegppd, it was perceived as an extension of
the RBV (Acedo, Barroso and Galan, 2006; Peter8931 Barney, 1991). Some authors
linked it to the knowledge-based view of the fireng. Teece, 2007; Aced al, 2006; Teece

et al, 1997; Nelson and Winter, 1982), because it ste&nowledge-related capabilities as
the most important capabilities to consider (Nisker and Zenger, 2004; Grant, 1996).
Recently, dynamic capabilities have been disen&ghd@lom these theoretical perspectives,
and it has been proposed to assume a more autosorot thedynamic capabilities
framework (Morgan, Slotegraaf and Vorhies, 2009a; Morganrhigs and Mason, 2009b;
Danneels, 2008; Helfat and Peteraf, 2003). Accgrttinthe dynamic capabilities framework,
some firms are better than others at altering thesource base through the addition,
reconfiguration, and deletion of internal and exérresources or competences to address
rapidly changing environments (Danneels, 2008; &e26007; Eisenhardt and Martin, 2000;
Teeceet al, 1997).

Dynamic capabilities are tHgrocesses to integrate, reconfigure, gain and r&degesources
— to match and even create market chari@éey] are the organizational and strategic
routines by which firms achieve new resource coméitions as markets emerge, collide,
split, evolve and die(Eisenhardt and Martin, 2000: 1107). In this ceptualization, we can

acknowledge several unique features of dynamiclabfpas. First, dynamic capabilities are
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processes and routines. They are entrenched ifirthe’ operations and, for that reason,
reflect uniqueness (Grewal and Slotegraaf, 200&rofd, they have an ongoing dynamic
nature. As such, dynamic capabilities are noticestt to the integration and coordination of
resources. They go further and reconfigure andplegiaesources effectively (Yalcinkayd
al., 2007; Eisenhardt and Martin, 2000; Teetal, 1997). Finally, the purpose of developing
dynamic capabilities is to successfully adjust nth&rategic combination to the unique
characteristics of the marketplace (EisenhardtMadin, 2000; Grant, 1996; Pisano, 1994).
The value of dynamic capabilities lies in the re@seuconfigurations they create or enhance,
which in turn enable the firm to pursue opportwstin new, unpredictable markets (Dgving
and Gooderham, 2008). The extent to which a firm davelop and employ superior (and
inimitable) dynamic capabilities determines theumatand amount of intangible assets it
creates and/or assembles and the level of econ@mufits it can earn. In fact, the
development of dynamic capavilities has shown tmegate significant intraindustry
differential firm performance (Zott, 2003).

The dynamic capabilities framework recognizes that firm is shaped by its past but not
necessarily trapped by it. Management can bringialmajor differences, through investment
choices and other decisions. At the extreme, ficars even shape their ecosystem. Dynamic
capabilities endeavour to capture the key varialdad relationships that need to be
“manipulated” to create, protect and leverage igifale assets. These assets enable firms to
achieve superior performance and to avoid zkeo-profit trap However, building and
assembling tangible and intangible assets and mattiange happen is difficult. Managers,
as people, are naturally resistant to change ¢Petti Woodman and Cameron, 2001,
Diamond, 1986). Bringing change into the firm magnesent the destruction of what the firm
already has (Fox-Wolfgramm, Boal and Hunt, 1998&w@r 1998; Kimberly and Bouchikhi,
1995). Inherently, change may trigger managers’ eoithborators’ fears and discomfort
related to the efforts in which they have alreadyested. Nevertheless, long-run success
likely depends on an internal creative rupture withrrent activities, products and
technologies (Walker, Madsen and Carini, 2002; Wigton, Pettigrew, Peck, Fenton and
Conyon, 1999).

Researchers, namely evolutionary theory researchave presented evidence of the need to
break with organizational inertia (Miner, BassofidaMoorman, 2001; Karim and Mitchell,
2000; Leana and Barry, 2000; Tripsas and Gave@)02 Barnett and Burgelman, 1996;
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Miller, 1994; Huff, Huff and Thomas, 1992; Mintzlgeand Westley, 1992; Hannan and
Freeman, 1984; Nelson and Winter, 1982). In shimfis may be more like biological
organisms than some economists, managers andgstratdholars are willing to admit
(Hodgkinson and Healey, 2009). Yet, firms are atswe malleable than some organizational
ecologists are willing to recognize. Even thougéréhmay not be a joyful embracement of the
idea to create organizational change, there iscanoavledgment of its importance to the

future.

The importance and relevance of dynamic capalslifier firm’s prosperityhave been
acknowledged. Even so, there were critics about uhder specification of “dynamic
capabilities” (Kraatz and Zajac, 2001) and, eveneasntly as 2007, empirical work was still
considered to be in its infancy (Newbert, 2007).0Vercome these matters, in the last decade
an increasing bundle of studies have been tryingriderstand which capabilities can be
considered dynamic (e.g. Teece, 2007; Wang and Ah&@07), how can they be developed
(e.g. Danneels, 2008; Rothaermel and Hess, 200We$igg and Kliesch-Eberl, 2007) and
what is their influence on outcomes such as proolntivation, new product development or
firm performance (e.g. Yalcinkayat al, 2007). Adaptive, absorptive and innovative
capabilities (Wang and Ahmed, 2007), sensing, sgiand transforming capabilities (Teece,
2007), and knowledge-related capabilities (e.g. ibgnand Gooderham, 2008; Cepeda and
Vera, 2007; Yalcinkayat al, 2007; Eisenhardt and Martin, 2000) have beentifiled as
dynamic capabilities. Specifically, dynamic capgie$ associated to knowledge creation,
acquisition and transfer have been evidenced dsyarly important (Van Wijk, Jansen and
Lyles, 2008; Garcia, Calantone and Levine, 2003joZand Winter, 2002; Grant, 1996;
Kogut and Zander, 1996).

The knowledge-prevalent role of dynamic capabgitie explained by the dynamism and
turbulence of the business environment to whichima must adapt (Zahra, Ireland and Hitt,
2000; Lyles and Salk, 1996). To be successful arsistain that achievement in dynamically
competitive markets, firms should generate new kadge and recombine or modify existing
knowledge (Schulz, 2001; Easterby-Smith, Crossad, Micolini, 2000; Kogut and Zander,
1996, 1992). In this direction, exploitation angkexation have emerged as relevant dynamic
capabilities. These two knowledge-creation conceptt have been discussed in several
streams of literature, such as organization the@ygy. Burns and Stalker, 1961),

organizational learning (e.g. Levinthal, 1997)astgy (e.g. Burgelman, 2002, 1994, 1991),
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managerial economics (for a review see GhemawatCasth, 1993), and product innovation
(e.g. Rothaermel and Deeds, 2004). Wialloitation generates incremental knowledge,
explorationgenerates new and unsettled knowledge (SchulZ,)2B6th capabilities entail a
dynamic transformation of the firm’s current resms and processes into new capabilities
that better match the environment (Yalcinkagtaal, 2007; Eisenhardt and Martin, 2000).
Even though exploitative capabilities involve smellanges and little deviation from the
firm’s current technology, practices and produdkere is still an evolution. Exploitative
capabilities do not imply the absence of innovatod evolution: rather, they embody a more

incremental type of innovation and evolution (Ataab-Gima, 2005).

In specifying the concepts of exploitation and exglion, one can better understand their role
as dynamic capabilities influencing firm performanExploitation is “the refinement and
extension of existing competencies, technologidspanadigms (March, 1991: 85). Because
exploitation involves the use and development of things already kroflavinthal and
March, 1993: 105), it is associated with terms sashefinement routinization systematic
reasoning risk aversion andstandardization(March, 2006, 1996, 1991; Juran and Gryna,
1988; Deming, 1981). Exploiting firms follow a patbf knowledge deployment and
generation that is closely related to their exgstimowledge bases and current organizational
routines (Wang and Li, 2008; March, 2006, 1996,1)98y refining and extending a firm’s
existing ‘knowledge, skills and processdatuahene-Gima, 2005: 62), exploitation permits
the firm to fully use its limited resources (AtualeeGima and Murray, 2007). The building-
on and replication of prior technological and proEonarket knowledge and experience
allows for learning-curve effects (Shane, 2000yoEr in problem solving are reduced, and
mistakes in, for example, new product developmest avoided. Transactional costs are
minimized and decision-making implementation andticd is more expedited. In addition to
enhanced efficiency, exploitation provides greapportunities for new combinations and
recombination of existing knowledge, from which nisights may emerge (Atuahene-Gima
and Murray, 2007).

Exploitation is established in the minor changesught into the firm and possible efficiency-
related outcomes. Exploitation represents a firattempt to lock a comfortable position in
the marketplace and guarantee the current viabdftythe firm against its competitors.

Through the focus on current markets and currerstooner domains and less intense
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transformations, exploitation is less likely to & resistance to change. It has been perceived
as particularly relevant in situations of stablekets and technologies (Ancoatal, 2001a;
Anconaet al, 2001b; Lewin, Long, and Carroll, 1999; Brown dfidenhardt, 1998).

Building on mechanistic structures and tightly dedpsystems, firms develop exploitative
capabilities to implement exploitatioiExploitative capabilitiesare firms’ ability to refine,
extend and“improve continuously its existing resources andogesses and skills
(Yalcinkayaet al, 2007: 66). They focus on thadevelopmentaspect of the research and
development (R&D) process (Garc# al, 2003; Koza and Lewin, 1999, 1998). These
capabilities reflect a leverage of firm’s existiresources and knowledge in order to generate
synergies, and to obtain greater efficiency anddity (Yalcinkayaet al, 2007; March,
2006, 1996, 1991; Rothaermel and Deeds, 2004). ¢jethe firm refines and fine-tunes
existing competencies and resources and triestemeits products’ life cycles to maximize
profitability and operational efficiency. This puwh the firm’s existing resources ensures its
immediate survival (Lee, Lee, and Lee, 2003; Sitaind Sutcliffe, 1994) and short-term
success (Atuahene-Gima, 2005). Typically, the rstuon exploitative capabilities are
positive, proximate and predictable (e.g. March91)9 which allows firms to maintain
performance levels at the historical performaneadrline (Lewiret al, 1999).

Explorationis the ‘experimentation with new alternative@larch, 1991: 85) and the pursuit
of entirely new skills, processes and knowledgauéene-Gima, 2005). Because it involves
“things that might come to be kndwflLevinthal and March, 1993: 105), exploration is
associated with terms such search risk taking experimentationflexibility, andcreativity.
Explorative firms make a conscious effort to mowag from the existing knowledge base to
capitalize on unexplored opportunities (Wang and2008; March, 2006, 1996, 1991). By
moving to new domains of activity exploration in@ses the firm’s ability to add new variants
of knowledge to its knowledge repertoire (Danne@@08; Jansen, Van Den Bosch and
Volberda, 2006; March, 2006, 1996, 1991; Floyd hade, 2000). Firms vary and play with
ideas, paradigms, technologies, strategies and llkdge with the expectation of finding new
alternatives that are superior to obsolete pragtithis active process feeds the development
of the innovative products required to keep contipetiat bay, and it ensures that the new
products contain emergent ideas that may diffeathem from competitors’ offerings and

lead customers to judge them as superior (KatithAsttuja, 2002). The products and services
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developed also open new business opportunitiethéofirm and provide a basis for long-term

viability.

The goal of exploration is to prevent (marketingyopia, by diverting attention away from
emerging customers and competitors (ChristensenBaneer, 1996). It represents a firm’s
attempt to identify and explore new market and nietbgical opportunities. Through the
focus on emerging markets and technologies, exporaprevents lack of novelty,

technological obsolescence and organizational ilnditee and Ryu, 2002). It has been
perceived as particularly suitable to situationshighly competitive and turbulent markets
and technologies (Ancona, at al., 2001a; Anconal.a?001b; Lewin, at al., 1999; Brown
and Eisenhardt, 1998; Helfat, 1997)

Building on organic structures, loosely coupledtesys, path breaking improvisation,
autonomy and chaos, firms develop explorative c#ipeb. Explorative capabilitiesare

firms’ “ability to adopt new processes, products and sesvibat are unique from those used
in the past (Yalcinkaya et al, 2007: 66). They focus on thesearchaspect of the R&D
process (Garciat al, 2003; Koza and Lewin, 1999, 1998). Exogenouse®y including
competition or technology advances pressure tine tor continually refresh the value of its
offerings and to renew its product, process, oviserlines (Garciaet al, 2003). In this
direction, explorative capabilities enable firms recognize the intrinsic value of other
resources or to develop novel strategies befor@ ttwmpetitors. The addition of new
competences to the firm’s repertoire is importamt the firm’s continued prosperity in a
changing environment (Danneels, 2008; Floyd andel&000; Leonard-Barton, 1992;

Dierickx and Cool, 1989).

It is believed that firms cannot achieve long-tesaoctcess or survival without explorative
capabilities. Positive performance outcomes areeebepl because of the possibility of the
firm either discovering a new competency that skape rules of the competitive game or
expanding into new or emerging markets (Lubatkims®k, Ling and Veiga, 2006; Brown
and Eisenhardt, 1997). Through the development >qfloeative capabilities, the firm

increases its likelihood of achieving performanegels significantly above or below its

historical trend line (Lewirt al, 1999).
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However, the distance in time and space between the locleanfing and the locus for the
realization of returns is generally greaten the case of explorative capabilities than he t
case of exploitative capabilities (March, 1991:.8%he firm acts without strong prior
experience, and therefore requires more time teivedhe returns of those activities (Hutt,
Reingen and Ronchetto, 1988). Likewise, albeit mpiaély profitable, explorative outcomes
involve a high degree of uncertainty. That is whplerative capabilitiesrhight be effective
but due to[their] long term nature[they] might lack a high degree of efficiefighuh and
Menguc, 2005: 1653).

Firms, especially those involved in internationatimess, must be able ¢aploit the present
and explore the futur@O’Reilly and Tushman, 2004). The value of balagdhese seemingly
contradictory tensions has been identified (GuSmith and Shalley, 2006; Benner and
Tushman, 2003; Katila and Ahuja, 2002; Brown andyidd, 2001; Eisenhardt and Martin,
2000; Adler, Goldoftas and Levine, 1999; Tushmad &iReilly, 1996; Volberda, 1996;
Burgelman, 1991). No firm can build a constantlgtainable competitive advantage because
today’s strength becomes tomorrow’s weakness (DIAE994). Therefore, instead of trying
to create stability and equilibrium, firms mustieely work to disrupt their own advantages
and the advantages of competitors by creating i@ssef temporary advantages (D'Aveni,
1994), that co-evolve (Rindova and Kotha, 2001)e Blrategic logic is to counterbalance
exploitation with exploration. The decision betweexploration and exploitation can be
compared to asubtle duel between portfolios of projects withhhigriability in timing and
payouts and less risky portfolios concentrated @mtaining market presence by enhancing
core technologi€yGarciaet al, 2003: 324). A mix between both types of projeatisich are

characterized by distinct risk and payouts, is rdddr a balanced portfolio of projects.

The decision to develop and apply one type of déipato the detriment of the other has
undesirable costs and can be the firm’s downfad. (Herkar, 2003; March, 1991). However,
it is appealing for firms t@aim solely for exploitationWith exploitation, not only are the
returns immediate and knowable but also the datigiaexploit existing capabilities is more
comfortable, as it draws on the firm’s current axgece (March, 1991). The refinement of

existing knowledge and learning from experienceucedtransaction costs and speed up
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decision-making implementation and control (Cyertd &arch, 1992). However, there are
perils associated with the focus on exploitation.

The lower cost and less effort required of exptmtaare likely to guide firms to specialize in
inferior routines because initial choices and aisted returns appear more favourable than
unexplored alternatives (Herriott, Levinthal and rbkg 1985). By relying on established
routines and adapting to current environmental aelmaexploitation may foster structural
inertia and guide firms to focus merely on the esafuture (Hannan and Freeman, 1984). As
a result, firms may find themselves trapped in gtibmal equilibriums and in pursuing
efficiency in an outdated area (Kyriakopoulos andolkinan, 2004; Ozsomer and Genctiirk,
2003). Firms can also be directed to what Ahujalasrdpert (2001) call theamiliarity trap,
which means they are enclosed in current knowleakggfication. Leonard-Barton (1992)
describes this as theapability-rigidity paradox as core capabilities improve product
development, they may evolve into core rigiditiésittlimit innovation. Then, firms can
undergo technological exhaustion (Yalcinkayeal, 2007; Leeet al 2003) and face product
obsolescence (Levinthal and March, 1993). At thieeexe, a sole focus on exploitation can
lead to firm ineffectiveness (Yalcinkaga al, 2007) and even induce self-destruction (March,
2006, 1996, 1991).

The excessive focus on current market conditiong Ineaportrayed as a myopic choice (Lee
et al, 2003; Levinthal and March, 1993) that directsnf to acompetency traflLeeet al,
2003; Lewinet al, 1999; Levitt and March, 1988) or, as Levinthadl &arch (1993) call it, a
success trapExploitation may act assélf-imposed straitjackets created through slayishl
following existing customers(Theoharakis and Hooley, 2008: 71). It may affeoe t
replication of firm’s initial market success (Chessen and Bower, 1996), in that the firm is
likely to ignore emerging technological and mar&enditions that deviate substantially from
current skills (March, 2006, 1996, 1991; Benner amdhman, 2003; Levinthal and March,
1993). Accordingly, the firm may miss valuable letegm investments and opportunities
(Auh and Menguc, 2005). In addition, firm’'s attemtiis diverted away from new and
emerging customers and competitors (ChristenserBamgbr, 1996). Thus, there is a lock-in
effect: once a firm accumulates sufficient expereewith one technology, one way of doing
things or one type of customer or market, it casilgabe trapped in this technology,

behaviour or market and be blinded to alternatmeootunities.
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The natural, self-reinforcing favouritism of exghtion inhibits experimentation and
discovery (March, 1991), decreases variation inaoizational routines and prejudices
explorative capabilities (Levinthal and March, 198 fact, many firms that are adept at
exploiting existing capabilities fail to simultanedy develop new ones (O'Reilly and
Tushman, 2004; Dougherty, 1992). The firm’s adjwsihto novel situations is more difficult
(He and Wong, 2004) and probably will hold the fiback (Cyert and March, 1992). In
addition, the easy achievement in exploitationngjtieens present expertise and makes returns
from exploration evenléss certain, more remote and organizationally naisgant from the
locus of action and adaptatidMarch, 1991: 73).

In contrast, firms that ar®®o oriented toward exploratiosuffer the costs of experimentation
without gaining many of its benefits, which resuftsafailure trap in which firms spend too
much time searching and experimenting and not @mduge exploiting what they have
learned. The avoidance of exploration may be cailmedl) discomfort in exploring and
dealing with unknown territories, (2) high risksdacosts, and/or (3) the nature and timing of
payoffs. Entry into unknown territories usually éacresistance. People are likely to impede
change from happening. They can feel threatenedhbychanges themselves or by the
eradication of their existing work and efforts (eljamond, 1986). The short-term costs of
change are expectedly high (Hattal, 1988). An example of these costs is the ineficy in

problem solving that result from experimenting waiid often inventing new approaches.

Firms may have new product features and benefdas dhe underdeveloped, unrefined or
incompatible with customer needs (Atuahene-GimaMuoday, 2007). There might b&db
many undeveloped ideas and too little distinctivempetence (Levinthal and March, 1993:
105). The multiple development of too many (or tadical) ideas and change actions may be
difficult to coordinate. Specifically, not takinghito account continuity could generate
organizational chaos (Levinthal and March, 1993prébver, a failed explorative effort may
disrupt successful practices in a firm’s existimgains, without any significant success in
the new domain to compensate for the loss in egdiusiness (He and Wong, 2004; Mitchell
and Singh, 1993). In addition to high costs, tine fmay never gain returns on its explorative
knowledge (Levinthal and March, 1993). Exploratoapabilities’ envisioned outcomes and
paybacks are uncertain and may be recovered onby distant future, if ever (Auh and
Menguc, 2005).
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Given the undesirable effects of investing excleliwon exploitation or exploration, the value
of balancing these seemingly contradictory tenslwass been in the spotlight (e.g. Katila and
Ahuja, 2002; Brown and Duguid, 2001; Adletr al, 1999).The arguments in favour of the
need for theiintegrationare well established and accepted (March, 20085,12991; Benner
and Tushman, 2003; Ancored al, 2001a; Anconet al, 2001b; Eisenhardt and Martin,
2000; Levinthal and March, 1993; Dougherty, 1993pecifically, firms are advised to
“engage in enough exploitation to ensure the orgdiura’s currentfand short-termyiability
and engage in enough exploration to ensure itsréufand long-termjviability” (Levinthal
and March, 1993: 105). This balance is perceiveal @smplex capability that is an additional
source of competitive advantage, beyond those éRptoitative or explorative activities
provide individually (Teece, 2007; Atuahene-Gim@Q2; Colbert, 2004; Teec al, 1997;
Grant, 1996; Kogut and Zander, 1992). Exploitatwnel explorative capabilities are central to
a firm’s advancement and are inextricably linkedafth, 2006, 1996, 1991; Holmqvist, 2004,
2003; Rothaermel and Deeds, 2004; Oliver, 2001gyTére likely to be interdependent in
such a way that a firm benefits from engaging ithkigpes of learning in an ongoing way,
depending on the needs of different situations ¢0ws and Genctiirk, 2003).

The active management of the tension between tipdoieation’s path dependence and
exploration’s vulnerability is required for firm'®ng-term survival and success. The firm
must act as a juggler, balancing its capabilitesdampete in mature markets (where cost,
efficiency, and incremental innovation are vitatidato develop new products and services
and/or to enter emerging markets (where experinientaspeed, and flexibility are critical)
(Tushman and O'Reilly, 1996). On the one hand; important to fapidly build ] intuition
and flexible options in order to learn quickly alb@nd shift with uncertain environmehts
(Eisenhardt and Tabrizi, 1995: 91). On the othexdh#he firm needs tocteate structure and
motivate pace in these settings, because the @american create paralyzing anxiety about
the futuré (Eisenhardt and Tabrizi, 1995: 91). Thus, exphgit current technologies,
resources and existing capabilities enables time fir secure efficiency and endows it with
short-term success. Creating variation and renewand replacing those technologies,
resources and capabilities with entirely new oneken long-term survival possible (Teece,
2007; March, 2006, 1996, 1991; Garetaal, 2003; Leeet al, 2003; Teecet al, 1997).

In particular, it has been argued that exploitateows the firm with a foundation of

continuing operation on which it can carry out ieskexploration (Yalcinkayat al, 2007).
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The accumulated knowledge stock and the exploratfarew knowledge are interdependent
(Katila and Ahuja, 2002; Penrose, 1959). The axjstknowledge stock, associated with
exploitative capabilities, not only provides indeas to acquire new knowledge through
explorative capabilities but also shapes their sam direction (Wu and Shanley, 2009). So,
exploiting existing capabilities is often essential exploring new capabilities, and the
exploration of new capabilities augments a firmisrent knowledge base (Katila and Ahuja,
2002). Exploration is a costly — but possibly abaverage-profitable — endeavour that
requires significant cash flows. Exploitation caifiibs allow the firm to provide value to its
existing customer base, which is the basis of arisiwstream of capital inflow that the firm
can use to continue investing in exploration capgads (Garciaet al, 2003). So, rather than
trapping the firm, current competencies may be uaedleverage points to add new
competencies. These capabilities can in turn grentechnological assets and capabilities for
the renewal of exploitation capabilities. Particlylan rapidly changing environments there is
an intense pressure to change technologies andurcescstructure to adapt to new
environmental opportunities (Makadok, 2001; Karina &itchell, 2000).

The integration of exploitation and exploration leeen attracting increasing attention from
scholars. Even though its theoretical argumentse haeen widely presented, the actual
implementation of this integration still lacks iegt In practice, few firms can successfully
manage the balance of exploitation and exploratioren their different logics, strategies and
structures (Bierly and Chakrabarti, 1996). The sets of capabilities compete for resources
and thrive under different organizational condiipwhich makes them difficult to combine
(O'Reilly and Tushman, 2004). March (1991) perceiwexploitation and exploration as
fundamentally incompatibldnertia and absorptive capacity impose conflgtpressures in
attempts to balance exploitation and exploratiordamains. Managing these pressures is
challenging and forces restraint afdtural behavioural tendencies and cognitive camsts’
(Lavie and Rosenkopf, 2006: 804).

In addition, the short-term positive feedback oblexation or exploration can create learning
traps and encourage the firm to abandon a balasteesbn the two approaches (Levinthal and
March, 1993). Unless the tensions raised in thengit to pursue them both are well
managed, firms may end up worse off. The attemputsue different strategies may result in
firms being stuck in the middle or mediocre at bexiploration and exploitation (Ghemawat

and Costa, 1993). Nevertheless, previous studegsréfer to the balance of the two sets of
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capabilities as impracticable have focused on @lesidomain of capabilities (product
development). Organizational impediments may prevems from seeking to reconcile
explorative and exploitative capabilitiegthin domains. Trying to rely on existent knowledge
and search for completely new knowledge with thees@bject in mind leads inevitably to

irreconcilable tensions. It may be seen as pudthiadimit and likely creates confusion.

As such,alternative forms of balanceay be taken into account. As Lewin and Volberda
(1999: 523) note, These forms need not be contradictory processegy Tdan be
complementary, and organizations must learn howawy out both forms In particular,
firms may balance explorative and exploitative talgges across domainssuch as product
development or relationship building. Consideringleitative and explorative capabilities in
different domains, the tensions between simultasigodealing with distinct logics and
strategies are minor. So, the simultaneous pudduéxploration and exploitation becomes
viable through their conceptualization as orthodgmaaiables (Janseat al, 2006; Lubatkin
et al, 2006; Auh and Menguc, 2005; Beckman, Haunsamld Phillips, 2004; He and Wong,
2004; Nerkar, 2003; Katila and Ahuja, 2002; Rothasly 2001; Baum, Li and Usher, 2000;
Koza and Lewin, 1999, 1998).

Considering exploitation and exploration as orthmdp it is possible for firms to

simultaneously nurture organizational routines tiegulate exploitation in one domain, such
as market, while investing in absorptive capaattystipport exploration in other domains,
such as technology (Rosenkopf and Almeida, 2003¢eRkopf and Nerkar, 2001). In doing
so, the firm can, for instance, combine its efféotsmprove existing products and introduce
them into new markets or it can develop completedyv products by capitalizing on its

existing market presence.

2.2. SOURCES OFDYNAMIC CAPABILITIES

Knowledge and skills underlying capabilities ardicaeed to be tleveloped by learning

through trial and error, feedback and evaluatioChandler, 1992: 84) as firm managers
solve problems. The creation of capabilities ignthan incremental and path-dependent
process of learning from the firm’s own experien¢dglson and Winter, 1982). One can
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distinguish internal and external factors that mjuiand feed the development of dynamic
capabilities.

2.2.1. Internal Factors
2.2.1.1 Strateqic Orientation

The firm’s strategic orientation reflects the sb&arning and selection mechanisms that aim
to preserve coherence between management’s stratggnt and the firm's operational
activities (Atuahene-Gima and Ko, 200The strategic orientation is based on the béefiaf t
there is a deep, culture-driven characteristicrobayanization that influences both the firm’s
internal processes and its strategies (Noble, Sarth Kumar, 2002). As such, strategic
orientation has been treated as a subdimensionltire. It reveals the firm’s philosophy on
how to conduct business by encouraging appropribaviours to achieve superior
performance (Gatignon and Xuereb, 1997; Narver Sfader, 1990). Thus, the strategic
orientation shapes how firm deals with processrmédion and reacts to the environment. It
guides how a firm interacts with external entitissich as customers, competitors and

technology (Gatignon and Xuereb, 1997).

As a strategic choice, strategic orientation ied that helps firms build dynamic capabilities
in fast-changing environments. It reflects an outllaoking view of the fit between strategic
choices and environment. Therefore, strategic tatem drives how firms acquire, allocate,
and use resources to create dynamic capabilitibeuZand Li, 2010). The nature of the
systems and rewards that strategic orientation retege encourages and supports desired
behaviours. For instance, the firm can be motivatedbe more open to risk and
experimentation (and to develop explorative caji#s) or, oppositely, to maintain the status

quo and encourage efficiency seeking (i.e., toilege exploitative capabilities).

Despite some studies sustaining a direct associsiween strategic orientation — namely
market orientation — and firm performance, the eiogl evidence is not totally consistent
(Olavarrieta and Friedmann, 2008; Theoharakis andléy, 2008; Zhou, Brown, Dev and

Agarwal, 2007; Olson, Slater and Hult, 2005). Thee mixed results, specifically regarding
the link between market orientation and firm perfance (Langerak, 2003; Greenley, 1995;
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Diamantopoulos and Hart, 1993; Jaworski and Kd#93). Some studies found a positive
direct relationship (e.g. Matsuno, Mentzer and @mp 2002; Slater and Narver 1994;
Ruekert, 1992; Narver and Slater, 1990). Some esuf@iled to find a statistically significant
direct relationship between customer orientatiod parformance (e.g. Noblet al, 2002;
Han, Kim and Srivastava, 1998). Others even foundgative influence of market orientation
on firm performance after a crisis (e.g. Grewal diathsuhaj, 2001). A possible explanation
for the occurrence of inconsistent results is thther variables may mediate the effect of
strategic orientation on firm performance. Consetjye a growing bundle of studies —
especially more recent ones — have dedicated tmiaeathe mechanisms by which market
orientation is transformed into improved firm perfance (Taylor, Kim, Ko, Park, Kim and
Moon, 2008; Singh and Ranchhod, 2004; Guo, 2002).

Employees relationship commitment (Taylelr al, 2008), instrumental use of information
available (Gotteland and Boulé, 2006), innovatiod anovative activities (De Luca, Verona
and Vicari, 2007; Theoharakis and Hooley, 2008 c&irJayachandran and Bearden, 2005;
Zhou, Yim and Tse, 2005; Leskiewicz and Sandvikj®2Manet al, 1998; Hurley and Hult,
1998), intangible resources (Olavarrieta and Frezam 2008) and — dynamic — capabilities
(Harmancioglu, Grinstein and Goldman, 2010; Jaakkdhagy and T616, 2010; Morga al,
2009b; Vorhies and Morgan, 2005) have been denaisstas important variables that enable

the conversion of strategic orientation into higfen performance.

The business and marketing literature have refeiweseveral strategic orientations. In our
quest for possible variables to understand howsfibmild dynamic capabilities, we analyzed

the most studied strategic orientations.

Market orientation is probably the most cited ggat orientation. Nevertheless, it may be
myopic to presume that it is the only valid guidimgdel for business success (Nobteal.,
2002). Other models such as technological orierate.g. Gatignon and Xuereb, 1997),
entrepreneurial orientation (Zhat al, 2005), and innovation orientation (Simpson, Sigu

and Enz, 2006), just to name a few, were also gatemmtion by authors.
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2.2.1.1.1 Market Orientation

Over the past decades, the marketing, product atrmv and business literatures have
extensively studied market orientation. It is bywn@ well-established concept. It is
understood as (1) a firm-level belief or unifyimgrhe of reference that emphasizes serving
the customer (Homburg and Pflesser, 2000; DeshpaRddey and Webster, 1993) or
understanding buyers’ current and latent needgdate value for them (Slater and Narver,
1999; Narver and Slater, 1990), (2) a collection fiomwide processes involving the
generation, dissemination and responsiveness adig@nce pertaining to current and future
customer needs (Jaworski and Kohli, 1993; Kohlwaraki, and Kumar, 1993; Kohli and
Jaworski, 1990), and (3) a firm-level capabilitathinks a firm to its external environment
and enables the business to compete by anticipatiagket requirements ahead of
competitors and by creating durable relationshifis wustomers, suppliers and distributors
(Day, 1994). The first two roles, that is, cultwed behaviour, are closely related and have

been dominant in the market orientation research.

The perception of market orientation as the impletawgon of the marketing concept
philosophy allows the consideration of it as aumalt orientation. Authors such as Slater and
Narver (1995: 67) define market orientation ttee“culture that (1) places the highest priority
on the profitable creation and maintenance of sigrezustomer value while considering the
interest of the other stakeholders; and (2) prosideorms for behaviour regarding the
organizational development and responsiveness t&ehaformatiori. It has been identified
as an important cultural foundation of the learnimganization (Slater and Narver, 1995). As
a strategic orientation, market orientation re#ieat culture and a climate that encourages
organizational behaviours that create and perpesigterior customer value (Deshpandé and
Webster, 1989). The niarket-driven culture supports the value of thotougarket
intelligence and the necessity of functionally ctwated action directed at gaining a
competitive advantafe (Day, 1994: 43). Even though these authors identifgrket
orientation as a reflection of culture, they meastr through behavioural components
(customer orientation, competitor orientation antkrfunctional coordination) and decision-
making criteria (a long-term focus and a profitdsg (e.g. Narver and Slater, 1990). Market
orientation measurement components compriiee “activities of market information
acquisition and dissemination and the coordinateshtion of customer valtigNarver and
Slater, 1990: 21).
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Authors such as Cadogan and colleagues (Cadogaivalimen and Sundqvist, 2009;
Cadogan, Souchon and Procter, 2008; Cadogan, Diapwmrnos and Siguaw, 2002;
Cadogan, Diamantopoulos and de Mortanges, 1999pdaadand Diamantopoulos, 1995)
have offered a more process-driven model. In tluBvity-centred perspective, market
orientation is a set of behaviours and processehl{lét al, 1993; Kohli and Jaworski, 1990).
Its essence is the generic activities associatddtive generation, dissemination and response
to market intelligence. In accordance, market aaton is represented by three behavioural
components — intelligence generation, disseminaiwh responsiveness — plus an integrative

dimension, coordination.

Independently of whether it is perceived as an @speculture or a set of behaviours and
processes, it has been argued that a firm’s mamkentation creates the context in which
exploitation and exploration cawlross-pollinaté (Kyriakopoulos and Moorman, 2004: 224).

First of all, market orientation has been conceivokds a precursor to capability building (e.qg.
Hurley and Hult, 1998; Day, 1994). Particularly, rket orientation’s role as a source of
dynamic capabilities development has been idedtifeeg. Yalcinkayaet al, 2007). Second,

market orientation systematically endorses synsrietween exploitative and explorative
capabilities, thus creating opportunities for coempéntarity between them. It acts as an
organizational factor that can ensure simultangausstments in both the exploitation of

current capabilities and the exploration of newso@uahene-Gima, 2005).

Some authors have argued that being too markemntedelocks the firm into its existent

customers, thereby thwarting opportunities in enmgrgnarkets (Christensen and Bower,
1996; Hamel and Prahalad, 1996). Others have po#iE a market orientation cannot be
confused with being led by customers (Slater andk@&a1999, 1998). That would represent a
reactive approach and the consideration of merety @lement of the market. In fact, Slater
and Narver (1999) have posited that market oriemtabenefits the firm and that those
benefits evolve over the time. Hence, they conttatlie idea that market orientation can
promote only exploitation. The capture and dissatmm of information of not only current

elements of the market — such as customers or ddorge- but also of potential ones can

encourage explorative activities.
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Market orientation can have a crucial influencenow to properly deal with the development
of exploitative and explorative capabilities. Tloeds of firms on exploitative capabilities can
direct them to become centred and rigid, therelsntp touch with customers’ changing
needs. This tendency can likely be attenuated wisinket orientation, because the firm is
constantly pushed to consider new customers andweeys of satisfying existing customers.
Furthermore, it warrants that customer insightsite®y from exploitationare disseminated in
the firm, which can then employ them in innovatiaativities. Along with influencing
exploitation, market orientation has also demotetrabeing of help in developing
exploration Firms that cultivate exploration will lean to heg the potential of the learning
curve, which lessens their ability to gain rentarirnew discoveries (Bierly and Chakrabarti,
1996). That is why strong explorers often pavewag for the imitators who outperform them
(Levinthal and March, 1993). To prevent this froappening, market orientation motivates
the firm to work hard to exploit the commercialipat potential of new knowledge.
Moreover, it can conduct the customer insights ehatlorative capabilities generate toward
refining exploitation efforts in current businessnthins (Kyriakopoulos and Moorman,
2004).

2.2.1.1.2 Technology Orientation

Technology orientation reflects the philosophy téchnological push(Zhou et al, 2005:
45). Firms guided by this orientation accumulatenpful technological knowledge stores
through their past experience and processes (ZhdulLsa 2010). Investments in R&D,
acquisition of new technologies, and collectiorupfto-date technology information are some
examples. The foundational argument of opting fachsan orientation is that consumers
prefer technologically superior products and s&wicl'o respond to this inclination, the firm
develops a product-oriented management whose fyriasi making good products and
improving them over time. As a result, technologyemtation represents a potential for
greater competitive advantage (Gatignon and Xuet@87).A technologically oriented firm
can use its technical knowledge to build a newrteeh solution and thus meet new customer

needs.

A technology orientation enables firms to recognereerging or potential technological
trends and to reconfigure resources to capitalizéhose opportunities (Zhaat al, 2005). A

28



technology-oriented firm champions the use of #tedt technologies in its new products and
heavily devotes its resources to R&D (Zheual, 2005; Gatignon and Xuereb, 1997). It
advocates openness to new ideas and favours thasenploy state-of-the-art technologies.
The creativity and invention environment of thegen$ drives the path to breakthrough

innovations and, thus, explorativecapabilities (Zhowt al, 2005).

2.2.1.1.3 Entrepreneurial Orientation

Entrepreneurial orientation reflects a firm’s imetion to engage ifithe pursuit of new
market opportunities and the renewal of existingaar of operatioh (Hult and Ketchen,
2001: 901). Entrepreneurial orientation focuseshenuse of knowledge-based resources and
captures specific aspects of decision-making stytesthods, and practices. Entrepreneurial
firms invest in out-of-the-box strategy-making adecision-making processes (Baker and
Sinkula, 2009; Avlonitis and Salavou, 2007). Thpsacesses facilitate firm action based on

early signals from its internal and external enmiments (Wiklund and Shepherd, 2003).

Values such as being highly proactive toward maokgtortunities, being tolerant to risk, and
being receptive to innovations are encouraged (&toal, 2005). As such, entrepreneurial
orientation motivates the firm to embark on prozetand aggressive initiatives to alter the
competitive scene to its advantage (Avlonitis amda®u, 2007; Atuahene-Gima and Ko,
2001). The emphasis on proactivity toward new oppaties cultivates capacities that enable
firms to create products not only ahead of competibut also before existing customers
become aware of their needs (Slater and Narve5)1%9is possible, however, that the high
tolerance to risk leads firms to devote efforts aodvexploring opportunities that result in
costly fiascos (Zhoet al,, 2005).

In highlighting the spirit of creating new businessit of ongoing practices and of
rejuvenating stagnant firms, entrepreneurial oagoh leads to frame-breaking activities.
Firms with entrepreneurial cultures are more wglito exchange ideas and information and
are more open to adopting outsider ideas. Thush $ums are more likely to acquire
knowledge through exploration (Brockman and Morg2@03; Slater and Narver, 1995).
Entrepreneurship can act as a learning and sefeniechanism that engenders exploratory
and risk-seeking behaviours. It may also lead &dteation of new resource combinations
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that may require competencies not currently avhlab the firm (Atuahene-Gima and Ko,
2001). It induces the firm to question previouslglch assumptions about customers,
competition, and the environment, and as suchromptes exploration (March, 2006, 1996,
1991). Not surprisingly, it has been found thateprteneurial firms foster tech- and market-
based innovations (Zhoet al, 2005), as well as a firm’s ability to introdunew products
(Avlonitis and Salavou, 2007), two outcomes thatlaghly linked tcexploration

2.2.1.1.4 Innovation Orientation

An innovation orientation involves the implementatiof new ideas, products or processes
(Zaltman, Duncan and Holbek, 1973). This orientatiovolves a set of organization-wide
shared beliefs and understandings that drive adiatility to innovate continuously (Siguaw,
Simpson and Enz, 2006; Calantone, Cavusgil and ,Zk@@?). An innovation-oriented firm
focuses on developing key organizational compessnio resource allocation, technology,
employees, operations and markets so as to colystambvate (Simpsoet al, 2006). More
innovative firms are timelier, creative, prolifie the introduction of new products or services
and quicker in modifying existing offerings so as provide superior benefits to their
customers (Moorman, 1995; Deshparetéal, 1993). The innovation-oriented knowledge
structure has been proved to enhance performange Heilt, Hurley and Knight, 2004;
Deshpandét al, 1993), stock market value (e.g. Sharma and La2@94), order of market
entry (e.g. Manu and Sriram, 1996), market suc¢@ssahene-Gima, 1996), generation of
innovations and ideas (Haat al, 1998) and innovative productivity; shorten cytfees and
timing of innovation modifications; and to encougagontinuous incremental innovation,
amongst other outcomes (Simpsral, 2006). For those reasons, it can be coupledhvath
exploitativeandexplorativecapabilities.

2.2.1.1.5 Resource Orientation

Resource orientation reflects the extent to whiclira is oriented toward developing
valuable and unique resource bundles in the fierefore describing the degree to which a
firm practices the RBV (Paladino, 2008). Resourderted firms focus on developing and
deploying their resources. They are concerned agttumulating a unique resource base that

is immobile, heterogeneous and difficult and costlyimitate (Barney, 1991). To provide

30



these features to their resources, firms attemptild synergy, uniqueness and dynamism in
their resources and routines. In addition, thesadfifoster collective learning and transfer
information and skills to facilitate innovation. @ then use the resultant resource base to
exploit any opportunities or to neutralize any #isethat arise from the external environment.
Specifically, resource orientation has had a pesitinfluence on innovative outcomes,
namely product quality, new product success anduation (e.g. Paladino, 2008). These

innovative outcomes comprise elements associatbdthexploitationandexploration

2.2.1.1.6 Orientation Toward the Future

Orientation toward the future reflects firms’ atien to events that have yet to occur (Tellis,
Prabhu and Chandy, 2009; Chandy and Tellis, 1998ns with a future focus are keenly
aware of market-related developments and theirnpaleeffects (e.g. Hamel and Prahalad,
1996). This orientation decreases the likelihoat the firm is preoccupied exclusively with
concerns of the past and present. This orientdirmadens the horizons of managers and
alerts them to new technologies, competitors amstbooers (Deshpands al, 1993). Greater
attention on the future facilitates the pursuit atdaining of innovation outcomes (Telk$

al., 2009; Chandy and Tellis, 1998). Firms orientediard the future acknowledge the
restrictions of the current technology and the gmece of a new generation of technology
that may become dominant in the future (Tedtisal, 2009; Christensen and Bower, 1996).
Not only are those firms more aware of opportusjtlaut they also tend to be prepared for the
changes in the technological and market landscapesce, firms focused on the future have
been shown to develop extraradical innovationschvire intrinsic texplorativecapabilities
(Tellis et al, 2009).

2.2.1.2 Resources

Resources are th@ssets, capabilities, organizational processes) fattributes, information,
knowledge, (...) controlled by a fifnjBarney, 1991: 101). According to the RBV, resoarce
are key to a firm’s positional advantage and penéorice (e.g. Newbert, 2007; Morgan,
Vorhies and Schlegelmilch, 2006; Piercy, Kaleka Katsikeas, 1998). In general, resources
and capabilities have been distinguished as diksinResources are the firm-controlled asset

stocks that constitute the raw materials availdbleéhe firm, whereas capabilities are the
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processes by which the firm deploys available regmiand combines and transforms them
into value offerings for the market (e.g. Morgatnal, 2004). Hence, resources are inputs to

capabilities.

Several types of resources have been mentionedosasivp influences on capability
development in existing literature (e.g. Morgah al, 2006). For example, reputational
resources are intangible image-based assets deatl@abthe firm, such as brand equity.
Financial resources concern the ability to accest @and capital. Human resources refer to
the number and characteristics of personnel availebformulate and implement strategy,
such as managers or export personnel’s experi&nogjledge, and skills. Cultural resources
concern the shared values, beliefs, and assumpti@tgprovide the behavioural norms that
shape planned competitive strategy. Relationalurees concern the number, strength and
quality of existing relationships with key consétis such as customers and distributors.
Informational resources refer to data that haven lneerpreted and given meaning concerning

various domains pertinent to competitive strategy.

Resources such as human, physical, organizationbtacial capitals have been highlighted
as important to promoting dynamic capabilities andovative activities. Human capital,
namely professional know-how and operational andaygarial knowledge has been shown to
positively influence innovative activities (Tellet al., 2009; Wu, 2007; Subramaniam and
Youndt, 2005; Ozsomer and Genctiirk, 2003). Findraeid physical capital, that is, money,
land, buildings and equipment have likewise beematestrated to influence dynamic
capabilities (Telliset al, 2009; Wu, 2007). Organizational capital, or thstitutionalized
knowledge and codified experience residing in aseduhrough databases, patents, manuals,
structures, systems and processes, positivelyeinfies incremental innovative capability
(exploitation) (Subramaniam and Youndt, 2005). antigular, the existence of formalization,
or of following rules and procedures in performiage’s job, is a source of exploitation
(Ozsomer and Genctiirk, 2003). Similarly, processagament, that is, combined efforts to
map, improve, and adhere to organizational prosesseperceived as important to both
exploration and exploitation (Benner and Tushmd&®32. Social capital, or the knowledge
embedded in, available through, and used by inferec among individuals and their
networks of interrelationships, has also been detnated to play a significant role in both
incremental and radical innovative capabilitiesi@maniam and Youndt, 2005). Similarly,

it has been found that the socialization of a fgsremployees influences exploitation and
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exploration (Ozsomer and Genctiirk, 2003). Thusuees can source boéxploitationand

exploration

2.2.1.3 Slack Resources

Slack resources, or organizational slack, are ressuthat the firm does not consume in its
continual daily operations (Garcét al, 2003; Singh, 1986; Bourgeois, 1981). Specificall
organizational slack isthat cushion of actual or potential resources whighows an
organization to adapt successfully to internal pregs for adjustment or to external
pressures for change in policy, as well as to awéichanges in strategy with respect to the
external environmeht (Bourgeois, 1981: 30). Overdesigned equipment, caserves,
overqualified personnel, undiscovered improvements current technology, relaxed
managerial control procedures and underused kngeldédses are some examples of such
uncommitted resources (Gar@gal, 2003). They represent an excess stock of regsuhat
are available to spend on explorative activitiesqy, Sirdeshmukh and Voss, 2008; Nohria
and Gulati, 1996). For instance, cash reserveseamirces available to hire new experts or to
buy new equipment or materials that are not diyeatlated to the firm’s current activities
(Danneels, 2008).

The type of effects of slack resources on explonaéind exploitation is not consensual. One
perspective states that slack provides the margicessary for the firm to undertake
explorativeactivities (Danneels, 2008; Garaaal, 2003; Ozsomer and Genctiirk, 2003). A
firm without slack resources might prefer the immaéel return of exploitative activities given
the time-distant nature of the explorative retutnghis line of thought, the existence of slack
“encourages search activities that cannot be jestifn terms of their expected return for the
organizatiori (Levinthal, 1991: 309) and even new ideas in adeaof actual needs. In this
regard, slack enables organizations to divert atteraway from fire-fighting to focus on
expansive thinking and risky, innovative venturaghvpotentially high payoffs (Nohria and
Gulati, 1996). The opposing perspective states than though the firm has uncommitted
resources, it will not necessarily use them, a®ds not feel the pressure to do so. In this line
of thought, slack leads to risk aversion, whichulissin low exploration, passivity in
organizational responses and increased motivatioapitalize on known competencies
(Levinthal and March, 1993).
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Voss and colleagues (2008) have identified sevdiraénsions of slack, to better understand
its effect on dynamic capabilities: customer reladl slack, operational slack and human
resource slack. Customer relational slack issllaek attributable to relational, or committed,
customers, which is difficult to build and negativenfluences product exploration. Managers
tend to protect such hard-earned and difficulte¢ceup resources and are unwilling to stray
from ongoing value-creating activities central twiséing relationships (Christensen and
Bower, 1996). So, they might be cautions in purgwerplorative activities that can lead to
reputation failure and compromise relational cdpi@perational slack derives from unused or
underused operational resources, such as excessiciom capacity (Bourgeois, 1981).
Because operational slack is usually tied to aipegourpose in a firm, it is difficult to
readily reallocate it to alternative uses. So, ighh lead to risk aversion and a focus on
restricting losses, thus negatively influencing lexation and favouring exploitation. Human
resource slack refers to specialized and skilleshduresources, which are hard to acquire,
especially in competitive markets. Competitive nedskfoster efforts to retain and protect
skilled, specialized people given their importantce long-term competitive advantage
(Barney, 1991). These human resources are allotatde firm’s current operations and are

difficult to reallocate in the short term, whichcaragexploitation

2.2.1.4 Willingness to Cannibalize

Willingness to cannibalize might enhance exploratidVillingness to cannibalize is
conceptualized as the extent to which a firm igppred to reduce the actual or potential value
of its investments in assets and organizationaimes (Chandy and Tellis, 1998). The reason
of this detachment to already-made investmentsbeatwofold. First, firms may be more
willing to cannibalize their investments than té ¢é@mpetitors affect them. This way, they
would be quicker than competitors having more chario outperform them. Second, it eases

the search for new areas and domains.

Over time, firms develop routines, which represaniost cost investment specific to the
firm’s historical domains of activity (Danneels, GB). If the firm is devoted to its current
resource base and engages only in new directiatdfithts existing resources, it will shun
initiatives that diverge from what it is currentlping, thus inhibiting exploration. In contrast,
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if the firm is willing to invest in what possiblyilvmake its existing resources obsolete, it
will enhanceexploration(Danneels, 2008, 2002; Chandy and Tellis, 1998ng$-that express
this attitude will review and might sacrifice cumtgrofit-generating assets, including current
profitable and successful innovations, to get ahedld the next generation of innovations
(Tellis et al, 2009).

2.2.1.5 Constructive Conflict

Given the enticement of multiple views and optiam)structive conflict has been considered
an antecedent to exploration (e.g. Danneels, 2008nstructive conflict involves firm
members’ vigorous debate of ideas, beliefs andnagBons (Danneels, 2008). There is a
clear distinction between constructive and dyshanetl conflict. With constructive conflict,
opposing views are openly discussed, thus fadiigatthe generation and a careful
consideration of alternatives. Conversely, with fdgstional conflict, there may be a
withholding or even distortion of information. Ascansequence, there may be a breach in
behind-the-scenes politicking, as managers migld back information as a strategy to
obtain the desired outcomes. In addition, there lsgher probability for conflict regarding a

specific task turning it into personal attacks (Deels, 2008).

Constructive conflict encourages firm collaboratimrspeak freely and challenge the premises
of other members’ viewpoints without the threatofer, resentment, or retribution. Thus, by
creating an environment in which controversial,sdiging, or minority opinions can be
expressed and explored, this type of conflict ptesia safety net for new ideas (Danneels,
2008; Levinthal and March, 1993). Becawselorativeactivities challenge the status quo,
they have a favourable background in firms thabaraege constructive conflict.

2.2.1.6 Tolerance for Failure

Firms that express a tolerance for failure regaiiife as inescapable on the path of reaching
new directions (Danneels, 2008). As such, unsutdeprojects do not become scapegoats
and are even perceived as opportunities to leaewiifithal and March, 1993). In contrast,
firms that are intolerant to failure or risk haveuanitive climate in which firm members are

disheartened from taking any risky actions.
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This risk and trade-off do not come naturally tonagers. Therefore, risk-taking actions are
likely to trigger opposition. Exploration and ex@tive capabilities involve uncertainty and
greater risk of failure (e.g. March, 2006, 199691 Investing in explorative activities
involves trading a current, sure stream of prdbtsa time distant, uncertain stream of profits.
A punitive climate thwarts exploration, becauseeinforces the natural avoidance of risk and
possible failure. However, the fostering and praortof a risk-tolerant climate enhances
explorative activities (Telliset al, 2009), particularly technological explorativetiaities
(Danneels, 2008).

2.2.1.7 Environmental Scanning

Environmental scanning reflects the extent to whicms make an effort to learn about

events and trends in their environment (Dannedl®8R The screening and analysis of the
environment fosters the recognition of opportusitia terms of new markets and new
technologies (exploration). It can be implementadough the participation in industry

associations: in professional and trade activied in the development of relationships with
peers and centres of knowledge, trade and professibterature. These sources of
information increase the richness of knowledgedi@ghe firm and promote the identification

and pursuit of opportunities fexploration(Danneels, 2008).

2.2.1.8 Empowerment and Incentives

Empowerment is the process of increasing the cgpatfirm members to make choices and
transform those choices into desired actions artdomes (Markham and Griffin, 1998;
Shane, 1994; Howell and Higgins, 1990). Throughk titactice, a firm gives permission and
resources to an individual so that he or she catoex research and build on promising but
uncertain technologies (Tellst al, 2009). The motivation of a person’s initiativedathe
provision of authority and resources to put it nagtice benefits innovation and explorative

capabilities.

The firm needs to establish incentives (Zenger laamkarini, 2004). A firm’s incentives are

rewards that aim to incite action or greater effofkri, Lane and Gomez-Mejia, 2006). If
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managers are rewarded for their explorative capiaisiland finding off new perspectives,
they have the motivation to overcome the initighrée associated with exploration. The
existence of incentives to firm members who explaréuild new businesses for the firm

assist radical innovations aedplorativeactivities (Telliset al, 2009).

In conclusion, internal factors may promote dynarcépabilities. Strategic orientation —

specifically market orientation — and resources (fossession of specific resources and
having slack resources) are the factors that haceived more attention as sources of
dynamic capabilities. More recent studies have dewoad the antecedent alternatives to
include factors such as willingness to cannibalcmstructive conflict, tolerance for failure,

environmental scanning and empowerment and ina@stiNevertheless, innovative activities
and dynamic capabilities are influenced not onlyfioy factors but also by elements outside

the firm.

2.2.2. External Factors

Environmental determinants of the setting in whioh firm operates may provide incentives
or deterrents for a firm to develop innovation gmamic capabilities (Cui, Griffith and
Cavusgil, 2005). Researchers have identified comneeintensity and market dynamism as
being directly associated with firms’ strategic gsaf knowledge resources (e.g. Jap, 1999;
Jaworski and Kohli, 1993). Firms, particularly tedaavolved in international activities, face
the challenge of competing with numerous competitond of quickly reacting to dynamic
changes in the market. Thus, firms must developwleage-creation and management
capabilities to cope with such competitive condisio(Cuiet al, 2005). The existence of
firm’s partners and their willingness to cooperae provide extra resources should be taken

into account given their importance in helping fine develop dynamic capabilities.

2.2.2.1 Competitive Intensity

Competitive intensity refers to the degree to wradirm faces competition in a given market
(Grewal and Tansuhaj, 2001; Jaworski and Kohli, 319®orter, 1985). In markets

characterized by intense competition, customerse haany alternatives and firms must
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monitor and respond to customer needs to ensugecth@ose their offerings over those of
competitors (Kohli and Jaworski, 1990). In such kegs, firms strive to develop greater
knowledge capabilities to enhance their understandi customer needs (Cet al, 2005).

When competition becomes fierce, identifying tharses of a defensible, hard-to-duplicate
competitive position becomes critical (Rumettal, 1991). As a result, high competitive
intensity adds pressure to develegplorative capabilities. Conversely, low competitive
markets release the burden to continually look Hfew ways of doing business and to
continually innovate. In such markets, firms carreneasily — and for a longer period of time

— sustain a competitive position weploitativecapabilities.

2.2.2.2 Market Dynamism

Market dynamism refers to the degree of changegiven market (Jap, 1999; Achrol, 1991),
such as modifications in customer demand, techyotobgcompetitor structure (Cuwat al,
2005). The conceptualization of dynamic capabgitscompasses market dynamism as an
influential factor for firm capability developmernd evolution (Eisenhardt and Martin,
2000). In highly dynamic markets, there are frequehanges in customer demand,
technology and business practices, changes thapealofirms to developexplorative
capabilities to remain competitive (Wang and Ahm2a07; Cuiet al, 2005). The firm is
forced to innovate and move along with the marKatsvants to survive in them. Therefore,
exploration will be privileged. Alternatively, lesiynamic markets have a relative stability in
customer demand, technology and business practidesh requires less product or service

modifications. Hence, in such markeggploitationwill be more valued.

2.2.2.3 External Partners’ Willingness to Cooperate

Firms are not islands. They develop relationshigh wther firms or organizations, such as
customers, suppliers and even competitors. Paatigul they can rely on downstream
channels to get their products to end users, or the partner with research institutions to
access new technologies. Thus, other firms or azgaans can provide a firm resources that
are necessary or that complement its existing ressu(Wu, 2007). External partners’
willingness to cooperate refers to other firms’ Iwdness to provide the extra,

complementary resources necessary to the firm (@QQ7). The importance of the
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cooperation of support firms in obtaining accesth®requisite complementary resources has
been highlighted in the alliances literature (&.gvana, 2008; Tiwana and Keil, 2007), the
embeddedness literature (e.g. McEvily and MarcQ852McEvily and Zaheer, 1999) and the
network studies literature (e.g. Gulati, 1999). Miingness of support firms to cooperate
and even provide complementary resources positimélyences the development of dynamic
capabilities (Wu, 2007). The abundance of thesereat resources permits the integration,
reconfiguration and learning of resources, suchttiey become meaningful. Therefore, both

exploitationandexplorationwill be developed.

2.3. OuTCOMES OF DYNAMIC CAPABILITIES

Performance, namely innovation performance and fierfiormance has been proposed as an
outcome to be expected from dynamic capabilitieg. (@tuahene-Gima, 2005; Ozsomer and
Gencturk, 2003). Even though there has been a pearhitheoretical evolution of the
influence of exploitation and exploration or botyndmic capabilities in several dimensions
of performance, there have been fewer empiricalissu Since March (1991) first proposed
the exploitation and exploration concepts, numerstuslies have built on his work. These
studies can be split into two groups: (1) those f@ave used objective data and (2) those that
have opted to develop or use existent multi-itenasnees. The first group of studies, mainly
from the strategic and business literatures, tenase financial and R&D databases to assess
the influence of exploitation and exploration orrfpemance (e.g. Uotilaet al, 2009). To
measure exploitation and exploration, these stutlipgally have used objective, single
items, such as R&D intensity (i.e., the percentafysales invested in R&D). These studies
have made some advances in disentangling short-eerch long-term effects on firm
performance through the use of longitudinal techegy The latter group of studies, from the
product innovation and new product developmentditees, have made progress in building
multi-item measures of exploitation and exploratiqe.g. Atuahene-Gima, 2005;
Kyriakopoulos and Moorman, 2004). These studievigeoa deeper understanding of the

dynamic capabilities and exploitation and explamatctivities themselves.
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2.3.1. Firm Performance

Firm performance is among the most researched depérvariables in the management
literature (for a review of export performance, Seeisa, Martinez-Lopez and Coelho, 2008;
Zou and Stan, 1998). It isah indispensable guide for any company analyziageavel of

success, both in the domestic and internationahase(Lages, 2000: 32). Even though there
is no uniform definition of the term, firm performee can be described athé extent to

which a firm’s objectives, both economic and siatg...) are achieved through planning
and execution of (...) marketing stratégCavusgil and Zou, 1994: 4). Although this
definition captures effectiveness, other concem@s be equally important to measuring
performance (for a framework of export performansee Diamantopoulos and Kakkos,
2007). In particular, efficiency, that is, the catf performance outcomes to the inputs

required to achieve them is usually observed tagetlith effectiveness.

There is some discussion as to whether firm perdoca should be assessed at the firm level
or at a lower level, such as the export venturelléve., a single product or product line
commercialized in a single market). The main theoae justification for adopting a firm-
level perspective is internalization which posit&tt in imperfect markets, firms should
internalize their specific advantages to obtain wh®ost economic rent (e.g. Buckley and
Casson, 1985). This way, firm’'s advantages arerestrained to a particular product or
venture but are associated with the total learpmogess of the firm. In fact, for some firms it
does not make sense to examine export succese aetture or product levels (Katsikeas,
Leonidou and Morgan, 2000). A different view confesm supporters of a venture level
approach (e.g. Morgaet al, 2004; Cavusgil and Zou, 1994) that argue thatethare
considerable variations in performance across umarfgroduct-market ventures of the same
firm. Firms with multiple ventures are unlikely have the same results in all ventures, even if
they adopt the same marketing strategy. In cormhyghere is no consensus in the literature
regarding which level of analysis is most apprdprialthough there is some agreement that
the level depends on the aim of the research (Setuah 2008). If a researcher is studying
interfirm variation, then variables of interest magcur at the broader multiproduct market
level (i.e., things that happen across the firmarkats) or may be specific to the firm (e.qg.,
the firm’s culture) and not just in a single markedr the purposes of our study, capabilities,

namely dynamic capabilities, develop in markets avel time, but eventually they are firm-
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level capabilities. As a result, one would expesmpabilities to have a halo-like effect on
performance across the firm’s ventures and, theigaptured at the firm level.

There is concrete evidence of exploitative and @gpive capabilities on the firm’s financial
and economic performance (e.g. Uotitaal, 2009; Wang and Li, 2008; Wu, 2007; Ozsomer
and Gencturk, 2003), market performance (Yalcinkatyal, 2007), firm value (e.g. He and
Wang, 2009; Dgving and Gooderham, 2008), effecésenand efficiency (e.g. Auh and
Menguc, 2005; Songt al, 2005; Ozsomer and Genctiirk, 2003), and revendenaargin
growth (Morgaret al, 2009a).

When considering the outcomes of exploitative axplagative capabilities, it is relevant to
distinguish between long-term performance and sleomd performance. Although long-term
performance (of an export venture) can be genedlias the financial and strategic
performance and the firm’s satisfaction with th@ax venturé (Zou, Taylor and Osland,
1998: 41), short-term performance refers to thatisfaction with short-term performance
improvement, short-term exporting intensity improeat and expected short-term
performance improvement over a one-year perihages and Lages, 2004: 40). It has been
argued that exploitative capabilities enable a fionenhance its short-term performance
(Rothaermel and Deeds, 2004; Garetaal, 2003; Leeet al, 2003) through moderate but
certain and immediate returns. By leveraging a’frexisting products and services, these
exploitative capabilities enable it to deepen itédue delivery in an existing target market
(Yalcinkayaet al, 2007), to improve efficiency (Ozsomer and GenGt2003), to increase
present performance (Rothaermel and Deeds, 200424 al, 2003; Leeet al, 2003), and

to ensure the firm’'s immediate survival (Lee al, 2003; Sitkin and Sutcliffe, 1994) and
short-term success (Atuahene-Gima, 2005). Thereforethe short term, this stable,
predictable flux of benefits is expected, and iehdy, a positive influence of exploitative
capabilities on short-term performance is also etqee(March, 2006, 1996, 1991; Lewin, et
al., 1999). Exploitative capabilities’ effect omipterm performance is likely lower than the
effects of successful explorative capabilitiesuras (Yalcinkayaet al, 2007). Exploration
activities are traditionally risky (Lewiat al, 1999), but are crucial to long-term performance.
Explorative capabilities provide less certain anorendistant outcomes but possibly greater-

than-average outcomes. They may have a positivadtgnly on a long-term basis.
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2.3.2. New Product Development

New product development and performance are atfdxyeboth exploitative capabilities (e.qg.
Atuahene-Gima and Murray, 2007; Ozsomer and Gekc2D03) and explorative capabilities
(e.g. Yalcinkayaet al, 2007). New product development is considerectialuto firm
performance and survival (Atuahene-Gima and Mur2®)7; Kleinschmidt, de Brentani and
Salomo, 2007; Montoya-Weiss and Calantone, 1994@flects the process of bringing a new
product or service to the market. The building asplication of existent technological and
product-market knowledge and experience enablefirthéo improve its current capabilities,
to reduce errors in problem solving and to avoidtakes in new product development
(Atuahene-Gima and Murray, 2007). As a result,filma’s efficiency (Shane, 2000), and the
product development process (Cyert and March, 1B8@)ove. However, a focus on current
capabilities might make the firm privilege familienowledge and avoid newer knowledge
that deviates substantially from its current skiBenner and Tushman, 2003; Levinthal and
March, 1993; March, 1991). Because a firm’s purpsséo reduce variety and improve
productivity, the firm maintains minimal extensiofiem its existing products and service
portfolio (Yalcinkayaet al, 2007; Danneels, 2002; Christensen and Bower£)19bhis
knowledge ossification and favour of existent prast leads the firm to disregard innovations
that are very different from what the firm currgniias (Danneels, 2002; Christensen and
Bower, 1996). Hence, investment in exploitativeatalities affects new product development
because it represents a restraining force in wegards, for instance, the inclusion of new
features (e.g. Atuahene-Gima and Murray, 2007; @es@nd Genctiirk, 2003).

The development of explorative capabilities encgesathe firm to introduce entirely new
products and services into the market. They arecaged with issues such as risk taking,
radical innovation or disinnovation and discovefyuahene-Gima, 2005). This introduction
of new products and services can help the firmawee some prior limitations and can help
enhance the delivery of value to current custoraadsthe extension of products and services
to new customers (Yalcinkay al, 2007). The resultant new products will contaimeegent
ideas that may differentiate them from competitaf$erings and be considered superior by
customers (Katila and Ahuja, 2002). Hence, expionatnight also be related — positively — to

new product development and performance.
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2.3.3. Innovation Performance

Overall, new product development represents thegdesd launch of a firm new offering.
Although some studies have treated new productldevent as a whole (e.g. Yalcinkaga
al., 2007), others have distinguished the type obwation each new product enclosed (e.g.
Atuahene-Gima, 2005). Particularly, the latter grad studies have stated that exploitative
and explorative capabilities have distinct effeots different types of innovations and
introduced the innovation performance outcome cohcklnovation performance can be
defined as theriumber of new product innovations introduced by fim, percentage of
sales of new product innovations and the relatiregdency of introducing innovations
compared with competitdrgAtuahene-Gima, 2005: 65). There are two typesnabvation
performance: incremental and radical. Incrementalovation performance relates to the
“product improvements and line extensions that aelly aimed at satisfying the needs of
existing customefs(Atuahene-Gima, 2005: 65), whereas radical innowagperformance
refers to the fundamental changes in technology for the firmiciaity address the needs of
emerging customers, are new to the firm and/or stigh) and offer substantial new benefits to
customers (Atuahene-Gima, 2005: 65).

Exploitative capabilities, which build on an exigfiset of resources or capabilities under the
firm’s control (March, 2006, 1996, 1991; Rothaernagld Deeds, 2004), tend to rely on
problem solutions in the neighbourhood of the fesraurrent experience (March, 2006, 1996,
1991; Atuahene-Gima, 2005). Exploitative capaleditifocus on current customer needs,
existent markets, familiar technologies and proslu@nd they aim for efficiency and
productivity. Firms that develop exploitative capiéies will better adapt to current
environmental conditions and to existing customaegds (Lubatkiret al, 2006). They will
benefit from small changes and reduced deviationsperations, thus increasing a firm’s
incremental innovations (Atuahene-Gima, 2005; Lediizarton, 1992).

Explorative capabilities involve acquiring entiratgw knowledge, skills and processes and
aim for greater flexibility and novelty (March, 28001996, 1991). Consequently, the firm
tends to deviate from its current know-how and egpes an ability to add new variants of
knowledge to its knowledge repertoire (Atuahene-&iamd Murray, 2007; March, 2006,
1996, 1991). Because of the importance given t@mxgentation and the focus on emerging
markets and technologies, explorative capabilipesduce radical innovations that offer
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entirely new value to customers (Atuahene-Gima,520Then, the firm can promptly
capitalize on formerly unexplored opportunities &hene-Gima, 2005) and become
proficient in proactively responding to environmenthanges by looking for revolutionary
innovations (Lubatkiret al, 2006). Therefore, explorative capabilities repré fundamental
changes and an increased deviation from the wayfithe has traditionally operated
(Atuahene-Gima, 2005; Leonard-Barton, 1992).

Distinct product innovations (e.g. Danneels, 206&nard and Szymanski, 2001) and
incremental and radical new product innovationg.(&tuahene-Gima, 2005) are some
outcomes of dynamic capabilities that have rececgettrete evidence.

2.4. M ODERATORS

According to contingency theory, there is no siniggst way to strategize, and no strategic
choice is universally beneficial in all conditiofGinsberg and Venkatraman, 1985; Lawrence
and Lorsch, 1967). This theory emphasizes the itapoe of contingency factors, including
external and internal factors, in moderating theergjth of the strategy—performance
relationship (Zhotet al, 2007). A moderator variable systematically miedifeither the form
and/or the strength of the relationship betweemediptor and criterion variable (Baron and
Kenny, 1986; Sharma, Durand and Gur-Arie, 1981mdderator variable does not explain or
mediate the relationship between the predictortaedcriterion variables; that is, it does not
imply a causal relationship and it does not opeaata facilitator by allowing the relationship
to be possible. It moderates the relationship, Wwhreeans that it produces changes in the
relationship or modifies the relationship. The inmtpoce of testing moderator variables
effects has been already recognized (Hall and Riogkri991) When the literature reaches
an adequate level of sophistication and developmesuich as what is currently happening in
the exporting literature, for example — researchersl not only to focus on detecting the
main effects of independent variables but alsonaly@e moderating effects (Soustal,
2008).

A recent review of the exporting literature indaxd that the effects of several firm
characteristics on export performance depend ospheificcontextof the firm (Sousat al,
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2008). That is, there are contingent circumstartbats should be taken into account when
studying export performance. Specifically, one datinguish between internal and external

moderators of the relationship between firm charéstics and export performance.

2.4.1. Internal Factors

2.4.1.1 Interfunctional Coordination

Interfunctional coordination is described #ise coordinated utilization of company resources
in creating superior value for target custome(blarver and Slater, 1990: 22). Organizational
knowledge creation, management and transfer hase inereasing considered crucial to the
creation of competitive advantage. Neverthelesewkedge transfer in particular presents
some difficulties (e.g. Charles Galunic and Rodd®98; Szulanski, 1996). To have that
effect, the integration of differentiated knowledge required (Van Wijket al, 2008).
Interfunctional coordination reflects a coordinatdtbrt to create superior value (Narver and
Slater, 1990) and reflects an organization-wideaasibility for market-oriented activities
(Kohli and Jaworski, 1990). It ensures that madwnted activities are carried out
effectively and efficiently (Cadogan and Diamantojos, 1995). The competitive advantage
and improved performance that a firm’s capabilitesmfer depends on the efficiency with
which the firm integrates those capabilities (Day aVensley, 1988; Granovetter, 1985).
Interfunctional coordination is a key (informal)dwledge integration mechanism (Gatignon
and Xuereb, 1997; Olson, Walker and Ruekert, 1995).

Interfunctional coordination aligns the goals ofndtional areas. Marketing and
manufacturing, for example, may experience coifigctgoals. Whilst marketing wants to
satisfy the needs of intermediaries and customgrensuring timely delivery of products,
manufacturing wants to avoid the additional costsuired from meeting the different
delivery requirements (Zhang, Hu and Gu, 2008)irBggrating and balancing the diverging
needs of the functional areas, interfunctional dow@tion improves firms activities (Cadogan
et al, 2002). This coordination prevents conflicts andtrust among functions and allows
the firm to effectively use its capabilities (Zalaad Nielsen, 2002). As a result, the firm can
use its resources to obtain innovation and perfoo@autcomes (Troy, Hirunyawipada and
Paswan, 2008; Gatignon and Xuereb, 1997). Its natider effect has been observed in the
weakening of the negative effect of exploitativepatalities on radical innovation
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performance and on the strengthening of the pasiiffect of explorative capabilities on
radical innovation performance (Atuahene-Gima, 2005

2.4.1.2 Entrepreneurial Orientation

As discussed in point 2.2.1.1.3. of this dissesta{pages 29-30), entrepreneurial orientation
constitutes a firm’s strategic orientation. Entesprurial orientation can enhance other firm
resources and capabilities and enhance the imgaasources and capabilities over firm
performance (Wiklund and Shepherd, 2003). A firmlvesdowed with knowledge-based
resources performs even better if it is entrepraakuf a firm possesses knowledge-based
resources, it knows where to look for opportuniied can more accurately assess and extract
their value (Cohen and Levinthal, 1990). Nevertbglef the firm is reluctant to grasp and
enthusiastically pursue such opportunities, theAkedge-based resources and capabilities are
likely to be underused (Wiklund and Shepherd, 2008)this direction, entrepreneurial
orientation is crucial in the motivation of the sgafor opportunities and the benefit from
these opportunities. This suggests that the wiliesg to be innovative, proactive and take
risks boosts the positive impact of explorativeatalities on performance.

2.4.2. External Factors

2.4.2.1 Environmental Turbulence

Environmental turbulence reflects the degree ofngka in composition of customers,

customer preferences and competitor strategies k@naturbulence) and technology

(technological turbulence) (Tu, 2010; Jaworski &uwthli, 1993; Narver and Slater, 1990). It

has been shown to affect the nature and extentgahazational learning (Menon, Bharadwaj,
Adidam and Edison, 1999; Slater and Narver, 1998kufa, 1994). Both market and

technological turbulence can make existent firm atélgies obsolete (Carbonell and

Rodriguez, 2006; Tushman and Nelson, 1990) andspresa firm to refine its current

capabilities and develop new ones (Day, 1994). Agsallt, the contribution of dynamic

capabilities, namely exploitative and exploratiepabilities, to performance depends on the
amount of turbulence in the firm’s environment (Qmer and Genctiirk, 2003).

46



Stable environments are relatively well understaod do not require firms to make major
changes in their practices or in the products ttwymercialize. So, in stable markets, firms
tend to develop exploitative capabilities, whichlyreon refinement, control and
implementation (Ozsomer and Genctirk, 2003). Intrest, turbulent environments imply
constant changes in technology and customer prefese which require more flexibility and
experimentation, as well as more frequent adaptsitémd introduction of new products. So,
turbulent markets place greater value on explogatiapabilities, associated with search,

variation and discovery (Ozsomer and Genctiirk, 2008nd Atuahene-Gima, 2001).

Turbulence appears to decrease the value of eafoitand increase the value of exploration
(Ozsomer and Genctiirk, 2003). For instance, Cowil &levin (1989) found that
environmental turbulence enhanced the effectivenégsoduct innovation, which is highly
related to dynamic capabilities. In their studymé#&) firms in volatile andhostile
environments generated greater performance frordugtoinnovation than did firms that

operated in stable afmbnignsettings.

2.4.2.2 Competitive Intensity

Competitive intensity is a situation in which cortipen is fierce because of the number or
strength of competitors in the market and the latkpotential opportunities for further
growth. In particular, competitive intensity is ookthe factors contributing to environmental
hostility (Zahra and Covin, 1995). As such, comipei intensity pressures firms to invest
more in exploratory activities and strategic renegeuh and Menguc, 2005; Zahra and
Covin, 1995). When competitive intensity increagegsdictability and certainty diminish and
firms cannot be certain of the best actions to.tZkérm’s behaviour is likely to be highly
influenced by its competitor's actions and contimges. Consequently, the firm needs to
engage in risk-taking and proactive activities, &mthnovate in both products and processes.
In addition, it is pushed to explore new markatspider to find new ways to compete and try
to differentiate from competitors (Auh and Meng®f05). Thus, competitive intensity

influences the conversion of dynamic capabilitrés iperformance.
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SECTION 3. CONCEPTUAL MODEL AND RESEARCH HYPOTHESES

In this section we introduce our conceptual moded axplain the theoretical arguments
supporting the research hypotheses. The model misegbe relationships between the
constructs chosen and suggests the research hgpsttieat will be empirically tested. Our
model and hypotheses are theoretically driven. dibect hypotheses are based on dynamic
capabilities and international marketing and bussniteratures and organizational learning

theory whereas the inclusion of moderators ha®itsdation on contingency theory.

3.1. CONCEPTUAL M ODEL

The extant dynamic capabilities literature has sstgg that the achievement of an enduring
competitive advantage in dynamic markets (as tternational) depends on firms’ ability to
obtain, integrate and reconfigure available ressmirty ways that match their evolving
environment (e.g. Teeast al, 1997). To coordinate and redeploy resourcesiftdy and
thus create timely responses and flexible strategfems must possess appropriate
capabilities (Teece, 2007; Yalcinkaga al, 2007; Songet al, 2005; Griffith and Harvey,
2001; Eisenhardt and Martin, 2000; Teetal, 1997). The idiosyncrasy of these capabilities
is built on their embeddedness in firm’s routin€sant, 1996) and in internal processes and
efforts, with consequent uniqueness and diffictdiymitate (Zhou and Li, 2010; Grewal and
Slotegraaf, 2007; Griffith and Harvey, 2001; Da994). So, some firms are more proficient
than others at changing their resource base throlighpossession and renewal of these
capabilities (Danneels, 2008; Yalcinkagial, 2007; Eisenhardt and Martin, 2000; Teete
al., 1997). Through developing dynamic capabilitidsms can respond promptly and
implement flexible strategies to adapt to the uaigbaracteristics of the marketplace (Teece,
2007; Songet al, 2005; Griffith and Harvey, 2001; Grant, 1996sd?o, 1994).

Dynamic capabilities’ relevance and importance itmg, specifically in the nowadays
dynamic business world, is recognized. As suchbeatame crucial to ascertain which
capabilities were dynamic and how to develop thémmongst the dynamic capabilities
identified, knowledge-creation capabilities suchexploration and exploitation have been
highlighted as particularly important to firms (¥alkayaet al, 2007; Eisenhardt and Matrtin,

2000). Both exploitative and explorative capal@itientail a dynamic transformation of the
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firm’s current resources and processes into newlwhiges that better match the environment
(Yalcinkayaet al, 2007). Exploitative capabilities involve refigirand extending existing
paradigms (March, 1991), as well as knowledgelsskitd processes (Atuahene-Gima, 2005).
Explorative capabilities involve testing, searchfog and applying new options to capitalize
on formerly unexplored opportunities (March, 199They involveacquiring entirely new
knowledge, skills and processes (Atuahene-Gima,5R0With explorative capabilities,

fundamental changes in the firm’s current practam@smore pronounced.

The path of knowledge and studies about dynamicalulfles has been accumulating,
especially in the last decade. Nevertheless, tiiamic capabilities field is still rather recent
and empirical work is in an initial phase (Newb@07). Researchers are striving to broaden
and deepen the understanding of dynamic capabilaied much is left to be discovered.
Specifically, the exploitative and explorative chiliies’ work has been mostly developed in
the product development area. Recently, researclaflesd attention to the need of inclusion
of other capability domains rather than merely pheduct development one (Uoti& al,
2009). Product, and product development, is immporfar firms, but it is not the only
responsible element for the firm’s success. Otlagability domains such as distribution or
marketing communication can also be seen throughdynamic capabilities perspective
(Morganet al, 2009b). A particularly relevant domain is markgdie to its significance to
firm’s success, specifically innovation succesg.(&li-Renko and Janakiraman, 2008). Not
only can markets, and more predominantly custoraedsdistributors, provide useful insights
to firms, but they can also determine the survarad success of firms through the acceptance
of firm’s offerings. Thus, the firm needs to appriagely manage its presence in the markets

and the relationships it develops with marketsiradats (such as customers or distributors).

With the inclusion of the market domain along witie product development domain, we
broad the variety of dynamic capabilities to foypds: product development exploitative
capabilities, market-related exploitative capaiedif product development explorative
capabilities and market-related explorative capisdsl Product development exploitative
capabilities involve existing product modificatiomr improvement. Market-related

exploitative capabilities entail the reinforcementthe firm’s presence and relationships in
current markets. Product development explorativgpalodities involve new product

development. Market-related explorative capabditiavolve searching new markets and

developing new relationships with customers anttidigors in those markets.
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It is important not only to understand dynamic daliges per se but also to know how to
develop them. There have been some studies ohtkeatlents (e.g. Danneels, 2008) and the
necessary conditions (e.g. Rothaermel and Hess7)2@0 nurture dynamic capabilities.
However, these have been mostly applied to domesdikets. Other contexts, characterized
by high levels of dynamism, have been disregariibd.exporting context emerges as highly
pertinent to dynamic capabilities, considering th@gnitude exporting activities have on the
success of firms (e.g. Golder, 2000) and the cemphd dynamic nature of international
markets (e.g. Brown and Eisenhardt, 1998). So,haseto check if the antecedents identified
in the domestic context are also applicable toakgorting context or if there are specific
antecedents to this latter context. We opted tbdgsreviously found antecedent — market

orientation — to confirm if this sourcing role istended to the exporting context.

Market orientation, which is a strategic orientatmwith the creation oSuperior customer
value in mind (Slater and Narver, 1995: 67), has beeactly associated to performance.
However, there were mixed results which have cteatmme stir among researchers (e.g.
Langerak, 2003). A possible explanation to thosmmsistent results is that the effect of
market orientation may be mediated by other vaembsuch as dynamic capabilities (e.qg.
Harmancioglu et al, 2010). Specifically, the mediating role of protiudevelopment
exploitative and explorative capabilities in thdéat@nship between market orientation and
performance has been previously tested and cordirfegy. Atuahene-Gima, 2005). Hence,
we build on previous work and test the antecedel® of market orientation in dynamic

capabilities in a new context and considering afditeonal domain.

The potential outcomes of dynamic capabilities atal for more empirical studies. The
influence of exploitation and exploration on firm’gerformance, such as financial
performance (e.g. Wu, 2007) or efficiency (e.g. Aurtd Menguc, 2005) has been tested in a
domestic context and in a moment in time. Firmsraegoing to invest in the development
of dynamic capabilities unless they feel that itwesit pays off. So, it is also relevant to
ascertain the effects dynamic capabilities havéraoris outcomes on more than one period of
time. Due to the conceptual differences of expinigaand explorative capabilities, there are
potentially distinct effects in different periodstone — present and future. Even though there
is theoretical work dedicated to the distinction exfploitation and exploration’s potential

effects on the short run and on the long run (glarch, 1991), empirical work is needed to
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concretely test and confirm — or reject — the exisé of those effects. In this direction, our

study has current and future export performanadyaamic capabilities’ outcomes.

We propose that export market orientation can tedde development of different domains —
product development and market — of dynamic cajpigisil Furthermore, we propose that
these dynamic capabilities are directly relatedctorent and future export performance.
Briefly, export market orientation acts as an aedent of a firm’s (1product development
exploitativecapabilities, (2market-relatedexploitativecapabilities, (3product development
explorative capabilities, and (4)market-related explorative capabilities, which in turn
influence firm’scurrent export performance terms ofprofit and market effectivenesand
future export performance.In addition to the test of these direct effects, imelude
moderating effects. Particularly, an internal fac{mterfunctional coordinatiop and an
external factor gnvironmental turbulengeboth market and technological) are studied as
moderators of the dynamic capabilities—export perénce relationship. Figure 3 presents an

overview of the research model.
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Dynamic Capabilities in International Markets

Figure 3: Conceptual Model of Dynamic Capabilitiesn the International Market
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Dynamic Capabilities in International Markets

3.2. RESEARCH HYPOTHESES

The rationale behind the hypotheses exhibitedyuré 3 is now discussed.

3.2.1. Sources of Dynamic Capabilities

Among the multiple possible sources of dynamic bdjies, given the international nature
and context of the study, we chasgort market orientatianThe knowledge-based view and
marketing theory suggest that market orientatidlu@mces the development of capabilities.
Knowledge, specifically market knowledge can bedusegenerate idiosyncratic capabilities
(Winter, 2003; Hunt and Morgan, 1995; Day, 1994;idamd Schoemaker, 1993; Bharadwaj
et al, 1993; Barney, 1991; Rumaedt al, 1991; Day and Wensley, 1988), such as dynamic
capabilities (Atuahene-Gima, 2005; Griffith and &y, 2001; Hurley and Hult, 1998; Slater
and Narver, 1995).

Market orientation consists of three behaviouralmponents (customer orientation,
competitor orientation, andhterfunctional coordination) and comprisethe' activities of
market information acquisition and disseminatiordahe coordinated creation of customer
valu¢' (Narver and Slater, 1990: 21). Specifically, custororientation entails generating
information about current and future customers @disdeminating and applying it in the firm
(Jaworski and Kohli, 1993; Narver and Slater, 1990pmpetitor orientation refers to
generating information about current and future getitors and disseminating and applying it
in the firm (Jaworski and Kohli, 1993; Narver anidt8r, 1990). Interfunctional coordination
constitutes thécoordinated utilization of company resources inatieg superior value for
target customers(Narver and Slater, 1990: 22).

Consumer and competitor orientations aim to gathed disseminate information.
Interfunctional coordination acts as an informakegration mechanism of the information
gathered from the two orientations (customer anmdpsditor) into a firm’s activities. Because

of their crucial role in the capture of informatjaustomer and competitor orientations have
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received extra attention from some authors (e.guZind Li, 2010; Baker and Sinkula, 2009;
Theoharakis and Hooley, 2008; Gotteland and Ba20®6). Moreover, even though some
researchers believe that the two components areptuelly of equal importance (Slater and
Narver, 1994; Narver and Slater, 1990), others aetpat customer orientation is the most

fundamental aspect of market orientation (Zkbal, 2007).

The investment on an export market orientation been highlighted as key to export firms
(Cadoganet al, 2002). Greater export market orientation represgreater knowledge of

export customers and competitors which will provikeowledge bases for developing
dynamic capabilities (Griffith and Harvey, 2001 heBe firms tend to be more aware of the
inadequacies of existing capabilities for exportergpons and of the need to adapt

(exploitation) or develop new ones (explorationy(é&tuahene-Gima, 2005)

Export customer-oriented firms show a continuousagtive disposition toward identifying
and meeting export customers’ expressed and laeeds (Haret al, 1998). They have
“sufficient understanding of one’s target buyerd¢oable to create superior value for them
continuously (Narver and Slater, 1990: 21). Not only do thésms excel in creating and
maintaining bonds with their export customers; théso obtain timely feedback from them
(Zhou and Li, 2010). So, export customer-orientechs are more aware of the potential

obsolescence of existing capabilities and the reqent to adapt them.

Hi.: Export customer orientation is positively related to (a) product aévelopment

exploitative capabilities and to (b) market-relatedexploitative capabilities.

Export competitor orientation involves the priadtion of the competition, materialized by
in-depth assessments of competitors’ objectivesategjies, offerings, resources and
capabilities. By actively collecting competitorat#d information and monitoring rivals’

behaviour, export competitor-oriented firms identiheir strengths and weaknesses in
comparison with their competitors in terms of reses, cost position and financial

performance (Narver and Slater, 1990; Day and Végndl988). By deeply understanding
their rivals, firms can assess their relative posijt determine appropriate strategies and

respond quickly to competitors’ actions. The aimtloé orientation is to keep pace with or
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remain ahead of competitors (Hat al, 1998). Through being aware of competitors’
strategic moves and their relative market positexport competitor-oriented firms are more
prone to adapt to the changing environment anditond. Furthermore, their perception of
both their own and their competitors’ strengths avebknesses permits them to identify

possible inadequacies of existing capabilities.

Ho: Export competitor orientation is positively related to (a) product eévelopment

exploitative capabilities and to (b) market-relatedexploitative capabilities.

Export market-oriented firms take into account entrexport market conditions and they
anticipate future export market conditions (Chaady Tellis, 1998; Slater and Narver, 1995;
Day, 1994; Kohli and Jaworski, 1990). By proactyveapturing and disseminating customer
information, they can detect rapid changes. To d&al alterations in customers’ preferences,
firms can promote adequate investments. Accordjriiby can invest the necessary resources
to develop appropriate new products or servicefpeeproduction processes and offer a
flexible product line to cater to customers’ champpreferences (Zhou and Li, 2010; Slater
and Narver, 1998). Hence, export customer-oriefitess are more prone to invest in the
development of new (explorative) capabilities sacasespond to — or even act in advance of

— market changes effectively.

Hs: Export customer orientation is positively related to (a) product evelopment

explorative capabilities and to (b) market-relatedexplorative capabilities.

Competitor-oriented firms recognizéhé short-term strengths and weaknesses and long-te
capabilities and strategies of both the key curr@mdl the key potential competitdbr@Narver

and Slater, 1990: 21-22). The superior understgnofircompetitors hastens exporting firms
to foresee and respond to export competitors’ mstibikewise, it facilitates firms’ ability to
calibrate the necessary activities for change qrépare for necessary adjustments ahead of
competitors (Teecet al, 1997). The capture and dissemination of cureamd potential
competitors’ information helps firms adapt to markgifts rapidly and in an appropriate
manner (Zhou and Li, 2010). The insights obtairredhfcompetitors’ scrutiny may lead firms

to conclude that their existing capabilities are ap to the required level. As a result, the
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development of new capabilities emerges as a needffectively adapt to intensively
competitive conditions (Makadok, 2001).

H4: Export competitor orientation is positively related to (a) product eévelopment

explorative capabilities and to (b) market-relatedexplorative capabilities.

3.2.2. Outcomes of Dynamic Capabilities

Although exploitative and explorative capabilitiegolve from different directives, they are
intertwined (e.g. Rothaermel and Deeds, 2004). &inmust engage in the establishment and
development of both capabilities for short- andglderm success (Teece, 2007; March, 2006,
1996, 1991; Garciat al, 2003; Leeet al, 2003). They need to exploit current resourcek an
capabilities to secure efficiency without disregagdthe creation of new value through
exploratory innovation (Teece, 2007; March, 200896, 1991; Teecet al, 1997). This
explorative behaviour is required for firms to lbuidnd maintain competitive advantage
(Teece, 2007; Eisenhardt and Martin, 2000; Tet¢ad, 1997).

Exploitative and explorative capabilitiexdn be complementdry(Lewin and Volberda,
1999: 523). Exploitation supportscurrent organizational viability, whereas exploration
supportduture viability (Danneels, 2008; Wang and Li, 200Br that reason, thategration
of exploitative and explorative capabilities is ida&isle (Teeceet al, 1997; Grant, 1996;
Levinthal and March, 1993; Kogut and Zander, 19@arch, 1991). Specifically, exploitative
capabilities are the foundation on which explotbapabilities can exist (Yalcinkaga al.,
2007).

This foundation is created by multiple reasonsstiFzurrent knowledge and knowledge stock
that a firm has accumulated over time are interddget with exploring new knowledge
(Dierickx and Cool, 1989) in that they incentivesdéirm to acquire new knowledge and shape
the scope and direction of future exploration (Whd &hanley, 2009; Katila and Ahuja,
2002). Thus, the stronger the organization’s exgskinowledge base, the better is its ability to
both recognize and exploit new opportunities (Bmak and Morgan, 2003). Second,
exploitative capabilities provide a continuing,ldéaoperation on which riskier activities can
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occur. They also allow firms a low-risk stream @ipttal inflow to continue investing in

explorative activities (Garciet al, 2003).

Hs: (a) Product development exploitative capabilities are positively related toproduct
development explorative capabilities and (b) market-related exploitative capabilities
are positively related tomarket-related explorative capabilities.

Recent research has focused on the direct linkdsstwapabilities and firm performance (e.g.
Jaakkolaet al, 2010; Morgaret al, 2009a; Vorhies and Morgan, 2005). Even though th
link could be called tautological, these studiegitimize and reinforce the influence of
capabilities, specifically dynamic capabilities, performance outcomes. As knowledge-
based processes that become embedded over timanitynapabilities may be difficult for
competitors to imitate (e.g. Teeast al, 1997; Grant, 1996). As a result, interfirm
performance variations can be explained by hetexigein those organizational capabilities
(Morgan et al, 2009b). In addition, there is evidence that dyitacapabilities, namely
exploitative and explorative capabilities, diredtifluence firm performance (e.g. Yalcinkaya
et al, 2007).

Even though firm performance is a multidimensiomddenomenon (Venkatraman and
Ramanujam, 1986), market effectiveness and proditparticularly important performance
dimensions (e.g. Morgaet al, 2006). Market effectiveness refers to the degweshich the
firm’s goals were achieved with respect to markgtomes, such as sales volume or market
share growth (e.g. Vorhies and Morgan, 2005). Prefers to firm’s achievements in terms
of, for instance, return on investment or returnsaies. Whereas profit provides an overall
finance-based measure, market effectiveness isra specific, growth-based measure. To
obtain an enhanced perspective of current exporfoqmeance, this study analyzes two
dimensions: profit and market effectiveness. Inittait the study intends to disentangle the
current and future performance effects of dynanaipabilities. Therefore, the firm’s future

export performance (i.e., the firm’s export perfame over the next three years) is included.

Exploitative capabilities are associated with refirent (March, 2006, 1996, 1991) and have
positive, immediate and foreseeable returns. Byerkying a firm’s existing products or

markets, exploitative capabilities tend to impraféiciency (Ozsomer and Genctiirk, 2003),
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increase performance (Rothaermel and Deeds, 20@dia®t al, 2003) and ensure firm’s
immediate survival (Leeet al, 2003; Sitkin and Sutcliffe, 1994) and short-tesoccess
(Atuahene-Gima, 2005By reducing variety, increasing efficiency and iloygng adaptation
to current environments, exploitative activities daad to positive performance effects in the
present (Uotilaet al, 2009).

He: (a) Product developmentexploitative capabilities are positively related tocurrent
export (i) profit and (ii) market effectiveness peformance;

(b) market-related exploitative capabilities are positively related to current
export (i) profit and (ii) market effectiveness peformance.

Although exploitative capabilities’ returns are piog, immediate (typical development
projects take three to nine months; Gaetial, 2003) and foreseeable (March, 2006, 1996,
1991), they are not necessarily sustainddeluced variety and the adaptation to the external
environment become liabilities as environments geaover timgUotila et al, 2009) Firms
may fail to adapt to emerging technological andkeatconditions that deviate substantially
from current skills (March, 2006, 1996, 1991; Leaked and March, 1993) and neglect
potentially valuable long-term opportunities (AuhdaMenguc, 2005). Firms may find
themselves specializing in inferior routines beeagtial choices and allied revenue streams
appear more favourable than unselected or unexplalternatives. This focus may lead to
technological exhaustion (Yalcinkagh al., 2007; Leeet al, 2003), obsolescence (Levinthal
and March, 1993), lack of novelty and (at the exeg self-destruction (March, 2006, 1996,
1991), specially for firms acting in turbulent merk This indicates that returns on
exploitative capabilities can have a positive dffat future performance but less of an effect,
on average, than returns on successful exploraapabilities (Yalcinkayat al, 2007). At
the extreme, for firms that rely exclusively on uative capabilities, they will likely

negatively influence future performance.

H7: (a) Product development exploitative capabilities and (b) market-related

exploitative capabilities are negatively related tduture export performance.
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As far as the influence of explorative capabilit@s performance is concerned, there are
contradictory findings from previous studies. Altigh there is a relative consensus on the
importance of explorative capabilities in providihgure sustainability (e.g. March, 1991),
their effect in the present time is not clear. @a bne hand, explorative capabilities require
high investments and have less certainty and taie rtime to produce returns, which may
decrease performance (e.g. Teece, 2007).

Explorative initiatives are costly, requiring sudogial investments. Their short-term costs are
expectedly high as firms act without strong prigperience (Hutet al, 1988). In addition,
they entail some inherent risk, given the diffigult estimating their benefits priori and the
uncertain nature of those benefits. Garcia andaglies (2003) mentioned that typical R&D
endeavours take twelve to thirty-six months, anstdnically, 20% to 80% of all research
projects are unsuccessful (Cooper, 19%BXplorative capabilities are associated with
experimentation; with search; and with deviatingirfirms’ current knowledge, technology
and markets. This adventure into new domains hdsreseeable results. Firms enter
unknown territory and the inherent returns on timew paths are systematically unsure; less
guaranteed; and may take years to realize, ifldea). Teece, 2007; Lubatket al, 2006).
Consequently, it is expected that exploratory capal influence negatively performance, as
they require substantial investments without an &diate return. They involve experimenting

with and often inventing new approaches, which @ifgct firm efficiency.

On the other hand, exploration may increase pedaona (e.g. Yalcinkayat al, 2007).
Although explorative activities are inherently rgskhey significantly increase performance
levels of the firms (Lewiret al, 1999), because firms engage in a series of mtne and
creative activities (Yalcinkay&t al, 2007). Given the renewal and adaptation to novel
situations, they have the potential to offer abaverage profits. Exploration reduces the risk
of value erosion associated with firms’ existingp@hilities under environmental pressure by
broadening the number of design alternatives dvailéto manage potential environmental
changes (Wang and Li, 2008).

Hsg: () Product developmentexplorative capabilities are related tocurrent export (i)
profit and (ii) market effectiveness performance;
(b) market-related explorative capabilities are related tocurrent export (i) profit

and (ii) market effectiveness performance.
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There are substantial theoretical arguments supgo# positive influence of explorative
capabilities on future performance. This effedwsfold. First, explorative capabilities allow
firms to continuously renew their resource base adapt to market changes. Then firms can
develop new products and be aware of new marketlépt to opportunities (Karim and
Mitchell, 2000; Levitt and March, 1988). In partiay the flexibility brought about by
exploration helps firms overcome organizationattiagWang and Li, 2008). These elements
of renewal and flexibility are key to firms’ sunalvand prosperity in changing environments,
such as the international market. When firms dem@gexploration, they may suffer from
technological exhaustion (Lest al, 2003) or even market collapse. Second, theiitipes
influence may start to be noted only later (Ozsoamer Genctiirk, 2003; Lewiet al, 1999).

Ho: (a) Product development explorative capabilities and (b) market-related

explorative capabilities are positively related tafuture export performance.

3.2.3. Moderators

The contingency perspective that underscores teetefeness of exploitative and explorative
capabilities under different contextual conditiamscarcely documented in the literature. Our
research studies interfunctional coordination amdrenmental turbulence as moderators of
the relationship between dynamic capabilites andremt export performante As
moderators, these firm characteristics and marketditions will not account for the
relationship between dynamic capabilities and perémce. Rather, we will observe
relationship changes depending on whether firms tragher or lower coordination of their
functions and operate in a more or less dynamidkebainterfunctional coordination was
chosen as a possible moderator because of itsalen informal knowledge integration
mechanism (Atuahene-Gima, 2005; Gatignon and Xyet8B7) and therefore will likely

improve the translation of dynamic capabilitiesoinfirm performance. Environmental

! Our moderating variables test will be performedyoon the dynamic capabilities—current performance
relationships. There are supporting theoreticaluamgnts of the role of interfunctional coordinatiamd
environmental turbulence as potential moderatorthénliterature. However, to the best of our knalgke, the
existing theoretical arguments refer exclusivelyhi® capabilities—present performance relationship.
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turbulence was chosen because it has been iddraisi@nvironmental market conditions that
are linked to knowledge-type capabilities (e.g., 1&99; Jaworski and Kohli, 1993).

3.2.3.1 Interfunctional Coordination

A firm’s competitive advantage, success and suakdity in the market are based not only on
the capabilities the firm possesses but also, nmopertantly, on the efficiency with which it
integratesthose (Grant, 1996; Day and Wensley, 1988). Kndgaeis difficult to create and
transfer in the firm (Charles Galunic and Rodan9&9Kogut and Zander, 1996, 1992;
Szulanski, 1996), because of its complex and tetitire. Its conversion to value depends on
knowledge integration mechanisms (Zahra and Nigl2@02; Zahraet al, 2000; Grant,
1996). Interfunctional coordination can act asmorimal knowledge integration mechanism
(Atuahene-Gima, 2005; Olsoet al, 1995; Day, 1994). Without the interaction and
coordination of the firm’s diverse functional unitee efficient combination of the distinct
functional insights needed to transform firm’s daiptes into superior customer value would
not be possible (Kogut and Zander, 1996, 1992;i©od&a@l, 1995; Henderson and Cockburn,
1994; Kohli and Jaworski, 1990). It reduces crasfional conflict and advocates trust and
commitment among the functional units, which ensibhe firm to better use its resources to

achieve the desired outcomes (Atuahene-Gima, Z6atgnon and Xuereb, 1997).

Facilitating communication among different funcsoms considered a best practice in
encouraging innovative capabilities (Treyal, 2008). It is a positive factor in effective new
product development and innovative activities. Ashs it enables the synthesis, integration
and application of current and newly acquired exkeknowledge and enables transformation
into outcomes that benefit firm performance. Sas likely that interfunctional coordination
strengthens the positive and weakens the negatieet® of exploitative and explorative

capabilities on current export performance.

Hio: The greater the interfunctional coordination, the stronger is the effect of

dynamic capabilities gxploitative and explorative) on current export performance.
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3.2.3.2 Environmental Turbulence

Environmental turbulence reflects changes bothh&n dcomposition of customers, customer
preferences and competitor strategies (market kemba) and in technology (technological
turbulence) (Tu, 2010; Jaworski and Kohli, 1993r\a and Slater, 1990) and can lead to
capabilities becoming obsolete (Tushman and Neld®®0). Consequently, turbulence
pressures the firm to refine its current capabsitand to develop new ones (Day, 1994). The
rate of technology change and of marketplace exwisitmay greatly affect a firm’s research
(exploitation) versus development (exploration)u®dGarciaet al, 2003). As such, the
amount of turbulence in the market in which firmpemte affects the contribution of

exploitative and explorative capabilities to firrarformance.

The moderating effect of environmental turbulencste because learning processes (e.g., the
one inherent to dynamic capabilities) involve lagadjusting to changes in the environment
(Ozsomer and Genctiirk, 2003). Stable environmastsedatively well understood and do not
require major changes in the practices followedtle products commercialized. So,
exploitative capabilities, which rely on refinememhplementation and routine, tend to be
developed (Ozsomer and Genctiirk, 2003). In the nales®f environmental demand for
change, organizational performance often simplgces how firms take the best advantage of
their existing knowledge assets, routines and dhped (Wang and Li, 2008). In contrast,
turbulent environments imply constant changesahnelogy and customer preferences. They
require more flexibility and frequent introductiarf new products and different ways of
interacting with customers (Trogt al, 2008). So, explorative capabilities, associateith
variation, experimentation and discovery, are makied in such environments (Ozsomer
and Gencturk, 2003; Zahra and Covin, 1995). Inuleit markets, success likely depends
more on creating new knowledge than on the abitityefine existing knowledge (Ozsomer
and Gencturk, 2003PDn the one hand, in rapidly changing environmesttent capabilities
may not able to keep up with the frequent changdke market and technological conditions
(Uotila et al, 2009; Wang and Li, 2008). If they do not investlynamic capabilities, firms
may become obsolete because of competitor actshiijts in customer preferences, or some
other uncontrollable force (Carbonell and Rodrigu2206). On the other hand, turbulent
environments triggeunlearningof existing routines and create new opportuniteebenefit

of emerging market needs (Li and Atuahene-GimalR®rms are required to update their
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knowledge base continuously so as to adapt moeetafély to the changing environment
(Teeceet al, 1997).

Market volatility creates adaptation problems agguires firms to make subsequent, flexible
adjustments (Zhangt al, 2008; Bello and Gillland, 1997). In a rapidliganging operating
environment there is a greater probability of obsotechnologies. There are greater chances
of misfit between a firm’s existing capabilitiesdatine environment in which the firm deploys
its existing routines or capabilities (Wang and2008). Moreover, when the decision context
changes, a firm that engaged in excessive explmitalevelops a stronger inertia and
becomes less likely to give up existing routinesl aperational approaches even when
environmental conditions have rendered a particeéarch direction less attractive (Wang
and Li, 2008). That is, the relationship of exptorg capabilities with market effectiveness
and profit performance is stronger when turbuleincéhe firm’s market is high. Oppositely,
the relationship of exploitative capabilities wiglkport performance is weaker at high levels

of environmental turbulence.
Hi:: The greater the environmental turbulence (a) the weaker is the effect of

exploitative capabilities on current export performance and (b) the stronger is the

effect of explorative capabilities oncurrent export performance.

Table 1 presents our 11 research hypotheses.

Table 1: Hypotheses Statement

Expected
impact

H, Export customer orientation — exploitative capéibii

a)Product development (+)

b)Market-related (+)
H, Export competitor orientation — exploitative capitieis

a) Product development (+)

b) Market-related (+)
Hs Export customer orientation — explorative capabiit

a)Product development (+)

b)Market-related (+)
H, Export competitor orientation — explorative capitibis

a)Product development (+)

b)Market-related (+)
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(cont.)

Expected
impact
Hs Exploitative capabilities — explorative capabilitie
a) Product development +)
b) Market-related (+)
He a) Product development exploitative capabilities +eunt export
performance
I.  Profit (+)
il. Market effectiveness (+)
b) Market-related exploitative capabilities — currerport performance
i. Profit (+)
ii. Market effectiveness (+)
H7 a) Product development exploitative capabilities fature expo )
performance
a) Market-related exploitative capabilities — futusgert performance ()
He b) Product development explorative capabilities —enirexport
performance
I. Profit (?)
il. Market effectiveness ?
c) Market-related explorative capabilities — currexp@t performance
I. Profit
ii. Market effectiveness (?)
(?)
Ho a) Product development explorative capabilities —reiexport (+
performance
b) Market-related explorative capabilities — futur@est performance (+)
Hio Interfunctional coordination moderates:
a) Exploitative capabilities — current export performa
I. Product development — profit (+)
ii. Market-related — profit (+)
iii. Product development — market effectiveness (+)
iv. Market-related — market effectiveness (+)
b) Explorative capabilities — current export performman
i. Product development — profit
ii. Market-related — profit (+)
iii. Product development — market effectiveness (+)
Iv. Market-related — market effectiveness E:g
Hqq Environmental turbulence moderates:
a) Exploitative capabilities — current export perfonoa
I. Product development — profit )
ii. Market-related — profit ()
iii. Product development — market effectiveness ()
Iv. Market-related — market effectiveness ()
b) Explorative capabilities — current export performan
I. Product development — profit (+)
ii. Market-related — profit (+)
. Product development — market effectiveness +)
Iv. Market-related — market effectiveness (+)
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Dynamic Capabilities in International Markets

SECTION 4. METHODOLOGY

In this section we introduce our methodology. Intipalar, we describe and justify the
methodological options adopted in the operatioasibn and application of the research,
namely (1) research context chosen, (2) qualitatesearch, (3) quantitative research, (4)

measures and (5) data collection procedures.

4.1. RESEARCH CONTEXT

The research hypotheses were tested in an onlineeyswof Portuguese manufacturing
exporters. A multi-industry sample was used to ensausample size large enough to allow for
a rigorous analysis of the data and to enhancegeheralizability of findings ( Morgaet al.,
2004; Cannon and Perreault, 1999; Bello and Qiltllal997). The Portuguese National
Statistics Institute database was our sampling diarfoundation. We focused on the export

operations of the firm so as to capture the expgrtiontext of the research.

4.1.1. Portugal

Portugal was selected because of the small sige dbmestic market, which pressures firms
to develop international activities (Sousa and Expd2006). Economic growth in Portugal
depends heavily on exporting success of firms. Espare considered theternal growth
engineof the Portuguese economy (Jornal de Negocios, )20@0particular, Portuguese
external commerce has contributed significantlyhi economic development of the country,
representing 55-70% of the total gross domestidymio(GDP) during the past two decades.
The importance of the country’s exporting actigtibas increased since it entered the
European Union (EU) in 1986. The EU itself is therl's largest exporter of goods, and it
has maintained a stable share of approximatelyfifthesf total world exports (intra-EU trade

excluded) since 1990 (European Commission, 2009).
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4.1.2. Profile of Portuguese Exports

Portugal is traditionally associated with specifnclustries, such as wine, textile, leather
(namely shoes) or cork (Azevedo and Farhangmel@3;2Borter, 1994). Portuguese firms
have an accumulated experience in these industri@sh has been translated into a greater
comparative advantage of Portugal’s exports tovaher countries’ exports. Nevertheless,
given the country’s high exporting profile and théernational context’s greater complexity,
firms and industries have been forced to evolvés €holution is reflected in the alteration of

the relative weight of each industry on the expmatue and volume.

The weight of exports in the Portuguese GDP wddesfaom 1995 to 2005. In the period of
2005-2008 the exports grew. This growth reflectedyraater international success of
traditional products (namely wine) and an increafeexports with greater technological

content (Jornal de Negadcios, 2010).

In evaluating the major exporting Portuguese iniessthese trends become clear. We present
the evolution of the export value of each induséy,well as the comparative advanfage
the industry. For instance, the food and beveraggsstries, in which the wine industry is

included, are industries in which Portugal hasmapgarative advantage (figure 4).

Figure 4: Comparative Advantage of the Food and Bearages Industries
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Source: Gabinete de Estratégia e Estudos (2010)

2 Logaritm of the ratio between the world share oft@guese exports in this industry and the sharallahe
Portuguese exports on the world exports
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Their total weight on Portuguese exports grew fraBfo in 2006 to 9% in 2008 (figure 5).
As mentioned, this evolution reflects a greategnmational success of products such as wine.

Figure 5: Evolution of Export Value of the Food andBeverages Industries (M€)
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Source: Adapted from Gabinete de Estratégia e Bst(2010)

The textile and clothing industries are two of theditional exporting Portuguese industries,

in which there is a comparative advantage (figyre 6

Figure 6: Comparative Advantage of the Textile andClothing Industries
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Source: Gabinete de Estratégia e Estudos (2010)

These are traditional industries, with the highegiresentativity in the Portuguese industrial
structure. Nevertheless, the weight on exports ath have been decreasing (textile from
5.8% in 2006 to 5.3% in 2008 and clothing from 5.8%2006 to 4.7% in 2008) (figure 7).
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Figure 7: Evolution of Export Value of the Textileand Clothing Industries (M€)
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Source: Adapted from Gabinete de Estratégia e Bst(20D10)

The leather and leather products industry is am@iaof a traditional industry in which there

is a comparative advantage (figure 8).

Figure 8: Comparative Advantage of the Leather and_eather Products Industry
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Source: Gabinete de Estratégia e Estudos (2010)

Its total weight on Portuguese exports has bedestaround 3. 7% (figure 9).

Figure 9: Evolution of Export Value of the Leatherand Leather Products Industry (M€)
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Source: Adapted from Gabinete de Estratégia e Bst(2010)
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The wood and cork industry is also a traditionalusiry in which there is a relative stable

comparative advantage (figure 10).

Figure 10: Comparative Advantage of the Wood and Qd Industry
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Source: Gabinete de Estratégia e Estudos (2010)

Despite that comparative advantage, this industigtal weight on Portuguese exports has
been decreasing (3.9% in 2006 to 3.5% in 2008)(&d.1).

Figure 11: Evolution of Export Value of the Wood aml Cork Industry (M€)
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Source: Adapted from Gabinete de Estratégia e Bst(2010)

The pulp, paper rand cardboard industry was ansimgin which Portugal had a comparative

advantage, however in more recent years it losipebitiveness in it (figure 12).
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Figure 12: Comparative Advantage of the Pulp, PapeRand Cardboard Industry

0.7 0.64 061 068 0.58
j : . : . ; . : . — .

012

-0.04
2000 2001 2002 2003 2004 2005 2008

Source: Gabinete de Estratégia e Estudos (2010)

Its total weight on Portuguese exports has beeatively stable in percentage (4.4% in 2006
and 2008), even though in value it has been ri@iggre 13).

Figure 13: Evolution of Export Value of the Pulp, Raper Rand Cardboard Industry (M€)
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Source: Adapted from Gabinete de Estratégia e Bst(20D10)

The chemicals and synthetic or artificial fibredustry is an industry in which Portugal does

not have a comparative advantage (figure 14).

Figure 14: Comparative Advantage of the Chemicalsrad Synthetic or Artificial Fibres Industry
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Source: Gabinete de Estratégia e Estudos (2010)
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Nevertheless, its weight is about 7%, due to tlyhdni price of products and the industry’s

relative importance in Portuguese exports has baaring ground (figure 15).

Figure 15: Evolution of Export Value of the Chemicds and Synthetic or Artificial Fibres Industry (M€)
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Source: Adapted from Gabinete de Estratégia e Bst(2010)

The rubber products and plastics industry is anstrg in which Portugal has been gaining a

greater comparative advantage over the years €it)6}.

Figure 16: Comparative Advantage of the Rubber Prodcts and Plastics Industry
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Source: Gabinete de Estratégia e Estudos (2010)

Its total weight on Portuguese exports has riset®gdn 2006 to 4.4% in 2008) (figure 17).
This may be associated to market trends. Analyzhmey evolution of this industry in
comparison to the evolution (decrease) of the &adimd leather products industry, one may
come to this conclusion. Specifically, rubber praduare mostly referent to shoe components
and the recent trends in the shoe applicationtiasemergence of more colourful, rubber

products in deterrence of the traditional leathredpcts.
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Figure 17: Evolution of Export Value of the RubberProducts and Plastics Industry (M€)
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Source: Adapted from Gabinete de Estratégia e Bst(2D10)

The other non-metallic mineral products industry as industry in which there is a

comparative advantage (figure 18).

Figure 18: Comparative Advantage of theOther Non-metallic Mineral Products Industry
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Its total weight on Portuguese exports has rise3243n 2006 to 4.2% in 2008) (figure 19).

Figure 19: Evolution of Export Value of the Other Non-metallic Mineral Products Industry (M€)
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The metallurgic and the metallic products industiere industries in which Portugal did not
have a comparative advantage, but has been overgdhis situation over the years (figure
20). One of the components of this industry is rdeuthat have been gaining competitiveness

abroad and have contributed to change the imagemdigal’s ability to innovate.

Figure 20: Comparative Advantage of the Metallurgicand Metallic Products Industries
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Source: Gabinete de Estratégia e Estudos (2010)

Both these industries have been gaining grountienPtortuguese exports, with the metallic
products rising from 3.9% in 2006 to 4.4% in 200® dhe mettalurgic industry dropping
slightly from 4.9% in 2006 anto 4.7% in 2008 (figzl).

Figure 21: Evolution of Export Value of the Metallurgic and Metallic Products Industries (M€)
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The machine and equipment industry is an industrywhich Portugal does not have a

comparative advantage (figure 22).

73



Figure 22: Comparative Advantage of theMachine and Equipment Industry
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Its total weight on Portuguese exports rose fro8¥%bin 2006 to 6.4% in 2008 (figure 23).
Even though there is a long path to go througls, ihanother industry that has contributed to
change Portugal’s traditional image and allow asgiog it with more technological content.

Figure 23: Evolution of Export Value of the Machineand Equipment Industry (M€)
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The computer, communication, electronic and optipedducts and electric equipment

industries are industries in which Portugal doeshawe a comparative advantage (figure 24).

Figure 24: Comparative Advantage of the Computer, @mmunication, Electronic and Optical Products
and Electric Equipment Industries

2000 2001 2002 2003 2004 2005 2006

] I l I l I . I I I I I I
D48 044 042
051 051 057 D49

Source: Gabinete de Estratégia e Estudos (2010)
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Their total weight on Portuguese exports has besmaying in an opposite manner:_the
computer, communication, electronic and opticaldpiats industry has decreased from 7.2%
in 2006 to 6.6% in 2008 whereas the electric eqemnmdustry has increased from 4.3% in
2006 to 4.8% in 2008 (figure 25).

Figure 25: Evolution of Export Value of the Compute, Communication, Electronic and Optical Products
and Electric Equipment Industries (M€)
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The automobile and other transportation equipmahistries are industries in which Portugal
has had some highs anf lows in terms of comparatisteantage, mainly due to the

concentration of the industries in few, multinatbplayers and their volatility (figure 26).

Figure 26: Comparative Advantage of the Automobileand Other Transportation Equipment Industries
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Source: Gabinete de Estratégia e Estudos (2010)

The automobile industry has been decreasing itsevah exports (13% in 2006 to 11.6% in
2008) whereas the other transportation equipmehisimny has raised its — still insignificant —
weight on exports (0.9% in 2006 to 1.4% in 2008)Uffe 27).
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Figure 27: Evolution of Export Value of the Automolile and Other Transportation Equipment Industries
(M€)
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The furniture industry is an industry in which Rayal does not have a comparative advantage

yet, but has definitely overcome a negative pasito it (figure 28).

Figure 28: Comparative Advantage of theFurniture Industry
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Its total weight on Portuguese exports has risef#4an 2006 to 2.9% in 2008) (figure 29).

Figure 29: Evolution of Export Value of the Furniture Industry (M€)
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4.2. QUALITATIVE RESEARCH

4.2.1. Field Interviews

Given the unique integration of the organizatiomehrning, dynamic capabilities and

international marketing and business literatures, wged exploratory research. We went
through a series of in-depth field interviews wittdustry experts and export managers to
explore the composition and structure of the predosiodel and to gain insights for the
execution of the study. Moreover, the interviewsied to confirm the relevance of the topic
in the specific context of the study and to assesdent and face validity of the constructs
and measures (Hair, Bush and Ortinau, 2006). Adrinews were transcript and their data

analyzed.

A panel of seven industry experts with knowledgeniernational marketing and exporting
discussed the composition and structure of the iatteconfirmed the relevance of the topic
in exporting operations. They represented the nRairtuguese business associations with
international expertise, namely Associacdo Empi@sd?ortuguesa (AEP), Camara do
Comércio e Industria Portuguesa and Plano Tecrzmggist to name a few. These interviews

lasted between 60 and 240 minutes.

We used an interview guide, composed of two partstst part in which we explained the

study and referred the confidentiality and anonynoit all the information collected and a

second part in which we captured the insights gpoedents (appendix 8.1.). We used
content analysis to treat and analyze the infownatjathered in these field interviews

(Bardin, 2004). This technique implies the applmaif systematic and objective procedures
in the content description of the interviews.

In addition, ten export managers from manufactweoging firms operating in different
industry sectors were interviewed. The intervieastdd between 60 and 120 minutes and
aimed to gain insights into the role of dynamicatafities in an international context and to
assess content and face validity of the constiartsmeasures. The guide of the interview is

in appendix 8.2. All interviews were also transtapd their data analyzed.
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4.2.2. Conclusions of the Field Interviews

The fieldwork revealed that it is usually an expodnager’s — or, in smaller firms, the chief
executive officers (CEO)’s — responsibility to bellwnformed about overall capabilities and
export operations, and it was hard to find a seamathager knowledgeable on all aspects
under study. The interviews suggested that the haftered a plausible picture of the driver
and outcomes of dynamic capabilities in internatloaxchange. Further, the interviews
revealed that managers are often unwilling or umédlprovide objective export performance
data. The fieldwork complemented our literaturdeevin measure development and ensured

that managers could easily interpret all study tocss and the items used to tap them.

4.3.  QUANTITATIVE RESEARCH

4.3.1. Questionnaire Development

To develop the questionnaire we used several seame opted by multi-item measures. The
development of multi-item scales for the construgtsler study was based on the work of
Nunnally and Bernstein (1994) given that researoto idynamic capabilities in the

international context is in its infancy. We follova triangulation approach, introducing an
inductive component in our hypothetical-deductiasdd approach to confirm the relevance

of the selected constructs.

Initially, each construct’s conceptual domain waedfied. Next, building mostly on the
literature on organizational learning, dynamic daltées and international marketing and
business, we drafted the items operationalizing dbwestructs. We further used the field
interviews to develop items that effectively opemaalized our constructs and to properly

adapt the survey to the specific context of theystu

On the basis of the literature review and on th&gims obtained in these exploratory
interviews, our questionnaire was drafted and amstructs adapted. The questionnaire was
originally developed in English. Back translatioasaapplied, and the questionnaire was used
in Portuguese. Finally, three academic experts wittensive knowledge of international
marketing and business reviewed the questionngpecifically, they were asked to check if
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the questions were clear and easy to understartde ifcale was adequate as well as if the
length and time needed to answer the survey waptaide.

4.3.2. Questionnaire Pre-test
4.3.2.1 Pre-test

We then proceeded to the questionnaire pre-tefibwing Babbie (2001), we pre-tested the
questionnaire with people to whom the questionnairelevant (CEOs and export managers).
The pre-test was developed in identical condititmshe real situation, to detect problems
with the wording, sequencing of questions, clanityhe instructions and design of the survey
instrument and also estimate the response rated;ldre questionnaire was pre-tested online,
during the first week of March 2009 (a version loé pre-tested questionnaire is available in
appendix 8.3.). The option of an online survey miéngequestionnaire more user friendly and
easier to respond to. A random selection of thfitgpns was contacted via telephone to
identify the key informants and current contactd smask for their kindness in filling out the
survey (the flowchart of the contact with the fiimnin appendix 8.4.). The firms that we
contacted for pre-testing were deleted from thetendist.

Of the thirty firms, one was bankrupt, two no long&ported and one exported irregularly.
An e-mail presenting the study and providing thenenlink was sent to the remaining twenty
six firms (appendix 8.5.). Three responses wer@ionbtl (response rate of 11.54%). These
firms, as well as the remaining twenty three, weommtacted again by telephone and
questioned about dynamic capabilities. Even thoogh pre-testing procedure focused on
problems with the wording, sequencing of questiafeity of the instructions and design of
the survey instrument, managers made important artsmabout the dynamic capabilities

domain being exclusively focused on product devalept and technology.

4.3.2.2 Qutcomes of the Pre-test

On the basis of this initial feedback, we developesv in-depth interviews (the interview
guide is in appendix 8.6.). Ten business profesdsofiom the main Portuguese manufacture
exporting industries were contacted for additiomaights into dynamic capabilities in an

international context. These interviews were ataadcript and their data analyzed. It became
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clear that the interviewees considered necessagxpansion of the concept of exploitative
and explorative capabilities from mere product dgweent and technology to the market and
customer areas. The interviews lasted between 6D2€ minutes and provided valuable
insights of market-related dynamic capabilities.e3& insights were very helpful in

complementing the existing literature.

The final questionnaire was the result of all thetps that helped us improving our initial

version substantially. This final version is in apdix 8.7..

4.4, MEASURES

Following previous work, dynamic capabilities aiewed as developed over time and they
measure as the extent to which a firm engagedriaingorocesses in the previous three years
(e.g. Atuahene-Gima, 2005).

Export performance was as a multidimensional canstcomprising three dimensions:
current export profit performance, current exposrket effectiveness performance and future
performance. Because of restrictions, we optedstoan anticipated measure agraxy for
future performance, which still allowed us to péreethe potential performance impact of
dynamic capabilities. Export researchers have peaiextensive discussion on export
performance and its measures (for a review, sesikéaset al, 2000). We used a subjective
measure of performance because (1) such measuresardrol for variations in the
performance caused by differences across marketoanvents; (2) previous studies have
shown the convergent validity of subjective perfante and their objective counterparts; and
(3) subjective assessments are often less proltethah more objective financial measures,
because the latter may be biased by the purposetmh they are produced (Zhaeg al,
2008; Gatignon and Xuereb, 1997).

Two control variables were included to minimize spusness of results: firm size, defined as

the number of full-time employees (operationaligdthe logarithm of the number of full-
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time employees, for normality purposes) and sladources, defined as the uncommitted
resources that the firm possesses (Gaftca, 2003).

There are conflicting perspectives with respecthe link between firm size and export
performance (Brouthers and Nakos, 2005; Kaynakkamah, 1993). In general, larger firms
have more resources to work with (Zhetual,, 2007; Barkema and Vermeulen, 1998), which
help them obtain superior export performance (Kkatsset al, 2000). Smaller firms have the
natural disadvantage of scale and scope ineffi@en@amaswamet al, 2009). However,
some studies have found a negative relationshiwdmet firm size and export performance
(e.g. Lages, Silva and Styles, 2009). Sousa andagples (2008) present possible reasons for
the mixed results and conclude that the divergeneg be due to the criterion and the
measurement scale used. Other authors refer téathdhat larger firms develop structural
inertia associated with the increased complexittheffirm’s structures, systems, procedures,
and processes, which may negatively affect the'dimwolution and performance (Tushman
and O'Reilly, 1996).

There are also conflicting positions regarding lsleasources link to export performance. On
the one hand, slack resources reflect greater res®uand market power for exploiting
existing competencies, building new ones and dguafpinnovations (Atuahene-Gima, 2005;
Chandy and Tellis, 1998; Gatignon and Xuereb, 19%fack allows resources for more
uncertain and riskier actions (Nohria and Gula8i94; Singh, 1986). Hence, it affects the
extent of experimentation and the pursuit of n@alittonal and radically different alternatives
(Bourgeois, 1980). On the other hand, the possesdislack resources does not necessarily
translate into their use. Nevertheless it has b&®own that firms with more resource
availability perform better in overseas marketsjolvtare more dynamic markets (Katsikeas
et al, 2000; Beamish, Craig and McLellan, 1993). Ashswee expected that slack resources
would be positively related to export performance.

All constructs were measured using multi-item stake seven-point rating scale format was
used to capture responses for all items. A desonipif the measures included in the final

survey follows (table 2).
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Table 2: Constructs

Dynamic Capabilities in International Markets

Construct Conceptual definition Question Iltems Typeof scale Adapted from
Export customer |Firm’s orientation toward generatingPlease indicate how much dp 6 Likert scale (Menguc and Auh, 2008;
orientation information about current and futurg/ou agree or disagree with tihe (1=strongly | Olavarrieta and Friedmann, 2008;
export customers and disseminatingollowing statements disagree, Theoharakis and Hooley, 2008,
and applying it within the firm 7=strongly agree}) Zhouet al, 2005; Cadogaet al.,
(Jaworski and Kohli, 1993; Narver 2002; Haret al, 1998; Narver
and Slater, 1990). and Slater, 1990)
Export competitor |Firm’s orientation toward generatinfPlease indicate how much dp 4 Likert scale (Menguc and Auh, 2008;
orientation information about current and futurgyou agree or disagree with tihe (1=strongly | Olavarrieta and Friedmann, 2008;
export competitors and disseminatifigllowing statements disagree, Zhouet al, 2005; Cadogast al,
and applying it within the firm 7=strongly agree) 2002; Haret al, 1998; Narver
and Slater, 1990)

Product developme]|Firm’s capabilities referring to Please indicate to what extept, 7 Likert scale (Danneels, 2008; Yalcinkayst
exploitative existing product modification or over the last three years (20p5- (1=to no extent,| al., 2007; Atuahene-Gima, 200%;
capabilities improvement and upgrade of existif#08), has your firm develog Y=to a great extel] Morganet al, 2004; Zahrat al,

technologies the following activities 2000)

Market-related |Firm’'s capabilities referring to the |Please indicate to what extept, 7 Likert scale Items generated on the basis ¢f
exploitative reinforcement of the firm’s position|over the last three years (20p5- (1=to no extent,| past research (Danneels, 2008;
capabilities and relationships in current market{2008), has your firm develof =to a great extel] Morganet al, 2004; Katsikeast

the following activities al., 2000; Piercyet al., 1998; Zou
and Stan, 1998) and the in-depth
interviews

Product developme|Firm’'s capabilities referring to new |Please indicate to what extept, 8 Likert scale (Danneels, 2008; Yalcinkays
explorative product development and investmgoter the last three years (20p5- (1=to no extent,| al., 2007; Atuahene-Gima, 200%;
capabilities and use of new technology 2008), has your firm develof y=to a great exter] Morganet al, 2004; Zahrat al,

the following activities 2000)

Market-related [Firm’s capabilities referring to Please indicate to what extept, 7 Likert scale Items generated on the basis ¢f
explorative searching new markets and over the last three years (20p5- (1=to no extent,| past research (Danneels, 2008;
capabilities developing new relationships with |2008), has your firm develog =to a greaextent) Morganet al, 2004; Katsikeast

customers and distributors in thosgthe following activities al., 2000; Piercyet al., 1998; Zou
markets and Stan, 1998) and the in-depth

interviews
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(cont.)

(Tu, 2010; Jaworski and Kohli

1993; Narver and Slater, 199(Q

Construct Conceptual definition Question ltems Typeof scale Adapted from

Current export profit] Firm’s achievements in terms ¢fHow well has your firm 4 Likert scale (Morganet al.,, 2006; Vorhies
performance financial performance achieved the following goals and Morgan, 2005)

4.4.1. (1=not
very
well,

7=very
well)

Current export markdt Degree to which the firms’ goalsHow well has your firm 5 Likert scale | (Morganet al, 2006; Vorhies
effectiveness were achieved in what regardg achieved the following goals (1=not very and Morgan, 2005)
performance market outcomes (Vorhies angl well, 7=very

Morgan, 2005) well)
Future export Firm’s (anticipated) export | How do you anticipate the 4 Likert scale | (Morganet al, 2006; Vorhies
performance performance over the next 3| evolution of the following (1=will worsen and Morgan, 2005)
years indicators for the next three significantly,
years (2009-2011) 7=will improve
significantly)
Slack Uncommitted resources Please indicate how much do 4 Likert scale | (De Luca and Atuahene-Gimg
resources possessed by the firm (Garcia,|gtou agree or disagree with (1=strongly 2007; Atuahene-Gima, 2005
al., 2003) the following statements disagree,
7=strongly
agree)
Environmental Changes in technology Please indicate how much do 4 Likert scale | (De Luca and Atuahene-Gimg
turbulence (technological) and in the | you agree or disagree with [technological) (1=strongly 2007)
composition of customers, | the following statements 4 (market) disagree,
customer preferences, and 7=strongly
competitor strategies (market agree)
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Dynamic Capabilities in International Markets

4.5. DATA COLLECTION PROCEDURES
4.5.1. Sampling Procedure

Following the international marketing and businksgature, we focused solely on export
manufacturing firms (e.g. Morgaet al, 2004). Service firms and firms from primary
industries were excluded because of their distrectiharacteristics in terms of international
expansion, regulation and performance (Zou and §aku2002). We used the Portuguese
National Statistics Institute database as the samflame. The information of this original
database was updated through cross-analysis witer atatabases: AICEP (Government
agency of Investments, Trade and Tourism), Komp@sdec, Yellow Pages, Camara do
Comércio e Industria Portuguesa, AEP and Regiorsgloiations databases. This process
aimed to check the number of employees, telephangers, e-mails and name of person to

contact.

To apply the questionnaire, and in line with therkvof Lubatkin and colleagues (2006), we
concentrated on firms with more than 20 employ&ass option had to do with the nature of
the Portuguese exporting industry structure, wicmhsists predominantly of small to midsize
firms (INE, 2007). Like those of other small Eurapecountries, Portuguese small to midsize

firms are a vital ingredient in the country’s gromt. ages and Montgomery, 2004).

Taking into account the above mentioned restraimogditions (manufacturing firms and
over 20 employees), our sampling frame consistedbafut 7400 firms. To calculate the
sample size to use in this research we used afer@mee a confidence level of 99% and a
precision level of 2% to a variance estimate of @& As a result, the minimum number of
firms to contact should be 2331. As simple randaming is not the most efficient method
and is likely arduous if done manually, we optedise a systematic sample procedure. In this
procedure, of a sample, one selectskireelement in the total list, systematically (Bahbi
2001). Considering our total sampling frame and murimum number of firms to contact,

we opted to select one firm in every three lines.
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4.5.2. Data Collection

Data on export market orientation, dynamic capedslj export performance and moderator
variables was gathered through an online survew. diline survey link was sent to a key
informant previously identified by telephone in ledam of the selected sample. The key
informant was defined as someone knowledgeabletadwl willing to report on the firm’s

exploitative and explorative capabilities and expmperations (Campbell, 1955). Firm-size
data were obtained from the financial database SARd Iberian Balance Sheet Analysis
System, provided by INFORMA D&B and Bureau Van Dijkhis database has general

information and annual financial data of Spanisthi Bortuguese firms.

4.5.2.1 Informant Identification

Our sample of exporting manufacturers’ consisted381 firms. As a multi-industry sample,
doing so increased observed variance, thereby emftathe likelihood of generalizability of
the research findings (Morgaat al, 2004; Cannon and Perreault, 1999; Bello andl&il,
1997). All firms were contacted by telephone tolakpthe purpose of the study, identify key
informants, and request their participation. Weleded 715 firms (24.39%) from the initial
database: 82 belonged to the same firm or firm gralweady contacted; 314 no longer
exported, exported indirectly through a nationaimfi or sold only to international
headquarters; 176 were facing insolvency or werkainkruptcy; 10 did not respond due to

company policy; and 133 were not interested inatufating.

4.5.2.2 Survey Response

A guestionnaire was made available online andints $ent by e-mail to the named key
informants in the 1271 firms that agreed to pgsate. Three incentives were offered to
participate: (1) a summary of the findings andtsggic recommendations, (2) an invitation to
a workshop about internationalization and (3) infation about potential clients abroad. One
month after sending the first e-mail, if the firrmchnot answered, a follow-up telephone call
was made. Most of the firms requested that the i€braaent one more time. One month after
the telephone follow-up, an e-mail follow-up was d®a This procedure produced 273

responses. After codifying the data, we insertezintiin a database and analyzed them in
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SPSS Gtatistical Package for the Social Scierc#&6.0 (Hill and Hill, 2005; Pestana and
Gageiro, 1998) and in LISREL (LInear Structural RiEtns) 8.80 (Salgueiro, 2006; Joreskog
and Sérbom, 1993).

Following the literature, we checked the data fatliers, missing data, heteroskedasticity and
normality (Hair, Black, Babin and Anderson, 2009a$Curto, 2007; Tabachnick and Fidell,
2006; Babbie, 2001). We first inspected univaridéscriptive statistics for screening for
accuracy (Tabachnick and Fidell, 2006). Then, wkéal at outliers, that is, values that are
not within the scale range, by analyzing the bax pbr each variable. As suggested by the
literature, we eliminated seven surveys, as wectideobservations that were a univariate
outlier on more than one variable (appendix 8.8sents the boxplot of two variables with
indication of the outliers as an example of thelysis performed) (Tabachnick and Fidell,
2006). Next, we evaluated the amount and distoubf missing data. Four surveys were
excluded because of considerable missing respdnsae than 30% missing values; Heir

al, 2009). The cases of surveys with missing values,below 30%, were kept and the
missing value was replaced using the methedes mearn(Hair et.al, 2009). We checked
pairwise plots for nonlinearity and heteroskedastid=inally, we performed a normality
analysis of each variable, using 1% of probabiltyel (Tabachnick and Fidell, 2006). The
skewness, kurtosis and Kolmogorov-Smirnov values mmesented in appendix 8.9.. We
obtained a final sample of 261 valid surveys. Megds an effective response rate of 20.54%,

which is in accordance with previous studies (gand Wong, 2004).

4.5.2.3 Informant Quality

To assess the quality of key informants, informamse asked to indicate on a 7-point scale
their degree of knowledge about the issues undelygfrom 1 = “very limited knowledge,”

to 7 = "very substantial knowledge”). The mean fbe degree of knowledge was 5.93

(standard deviation = .78). Collectively, this icaties that the respondents had significant
knowledge about dynamic capabilities and the fireXport operations.
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4.5.2.4 Sample Profile

The sample is a multi-industry sample of manufactuexporters. The average firm size,
measured by the number of full-time employees . The average age of firms included in
the sample is approximately 30 years. The particigafirms had significant export

experience: the average number of years that firmdsengaged in international operations is

22 and the average number of export countries ichwiirms operated is 15.

The firms included in the sample essentially foduse export operations: the average export
intensity, that is, the percentage of a firm’s saleat accounts for export activity, is 59%;
64% of firms have an export intensity of more tB&®%6. The firms are located mostly in the
north of the country (39%), the centre-north (25%) centre (20%) and Lisbon (14%)
(figure 30).

Figure 30: Region of the Respondent Firms
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Most respondents were CEO (31%) or export mang@efs) (table 3). The average number
of years they had worked in the specific firm is 48d the average number of years they had

worked in the current position is 11.

Table 3: Position of the Respondents in the Firm

Position of the respondent Frequency| Percentage
Export Manager/Commercial Manager 83 31,80%
CEO 80 30,65%
Manager 34 13,03%
Innovation/Technology Manager 14 5,36%
Marketing Manager 11 4,21%
Finance Manager 10 3,83%
Production Manager 10 3,83%
Accountant/Controller 8 3,07%
Operations Manager 8 3,07%
Human Resources Manager 3 1,15%

In general, the distribution patterns of industireghe sample match the actual distribution of
Portuguese exports (INE, 2009). In particular, 220tirms in the sample were active in the
textile, clothing and leather products industr28% in the metallurgic and metallic products
industries; 20% in the chemicals and synthetic rtifi@al fibres and rubber products and
plastics industries, 18% in the transport equipng machinery industries and 7% in the
wood and cork and in the paper industries (tabldmgrestingly, considering our top five
industries of the sample, all but one (metallic quats industry) are industries that are
identified as having a positive comparative advg@tdn the metallic products industry there
IS not a positive comparative advantage yet. Howelies industry has been going through an
impressive evolution in what regards comparatiweaathge, as previously seen (point 4.1.2.,
page 73).
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Table 4: Industries in the Sample

Industries Frequency|Percentage
Metallic products industry (except machines andmgant) 45 17,2
Clothing industry 28 10,7
Other non-metallic mineral products industry 28 10,7
Textile industry 20 7,7
Rubber products and plastics industry 17 6,5
Machine and equipment industry 17 6,5
Food industry 15 57
Wood and cork industry (except furniture) 12 4,6
Other manufacturing industries 9 3,5
Leather and leather products industry 8 3,1
Automobile industry 8 3,1
Furniture industry 8 3,1
Chemicals and synthetic or artificial fibres indygexcept pharmaceutics) 7 2,7
Pulp, paper rand cardboard industry 6 2,3
Metallurgic industry 6 2,3
Computer, communication, electronic and opticallpats industry 6 2,3
Electric equipment industry 6 2,3
Other transportation equipment industry 6 2,3
Repair, maintenance, installation of machines apgpenent industry 6 2,3
Pharmaceutics industry 3 11

4.5.2.5 Unit of Analysis

In line with the dynamic capabilities literaturegeAtuahene-Gima, 2005; Auh and Menguc,
2005), we adopted a firm-level approach. We expethat as dynamic capabilities develop

over time, they would have a halo-like effect omfpenance across the firm’s products and

services. Furthermore, using the firm as the uhimalysis is in line with our aim of

understanding the interfirm variation of dynamipahilities across firms.
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4.5.2.6 Nonresponse Bias

We tested for nonresponse bias by comparing eadylate respondents (defined as the first
75% and last 25% to return questionnaires, resgdglion the number of years of exporting,
number of full-time employees and number of expuodrkets. We found no significant
differences between early and late respondents.s#th, nonresponse bias was not a
significant problem in the study (Armstrong and @omr, 1977).

4.5.2.7 Common Method Bias

Given the cross-sectional nature of the study &edfact that data on both dependent and
independent variables were collected from a singl@mant, there is a potential problem of
common method variance that may have inflated datel construct relationships. Hence,
we performed some steps for limiting and assesiageffects of common method variance
(Podsakoff, MacKenzie and Podsakoff, 2003). Fi8e guaranteed anonymity to all
respondents and asked them to answer questiormastly as possible, given that there were
no right or wrong answers. Second, respondents weteware of our conceptual model,
which avoided respondents from answering basedhiein beliefs of how the model variables
should be related. In addition to these proceduaisthe model variables were entered
together into an exploratory factor analysis. Biagle factor emerges from the data or one
factor explains the majority of the variance, thésea common method bias problem
(Skarmeas and Robson, 2008). The tests suggesioimaton method bias is not a problem in
this study.
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Dynamic Capabilities in International Markets

SECTION 5. DATA ANALYSIS

To analyze data and test the proposed model wel dptea structural equation modeling
(SEM). This technique examines several dependdatiaeships simultaneously and allows
having latent variables, which are not directly sweable (Salgueiro, 2006). In addition, it
provides information about the structural comporamd the measurement component of the
model (Hair et al., 2009).

We decided to use a reflective model, in whichtanfvariable is posited as the common

cause of an item (or indicator) (Edwards and Bag@00).

5.1. DESCRIPTIVE ANALYSIS OF MEASURES

To enhance our understanding of each constructitandems, we perform a descriptive
analysis of the measures. This analysis may algptbauncover potential problems with the
constructs. In each case we present each item rmaeaaasure of reliability (Cronbach alpha)
and a graph with the weight of each likert scale@#o each item. The items are shown in the
vertical axis and the accumulated percentage pbregents in the horizontal axis.

5.1.1. Export Customer Orientation

In what regards export customer orientation, alitefsix items have an above-the-average
mean: ECO1 with 5.83, ECO2 with 5.83, ECO3 withl5 EFCO4 with 6.21, ECO5 with 5.86
and ECO6 with 5.60 (figure 31).

The Cronbach alpha of the scale is .83.
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Figure 31: Export Customer Orientation Measure
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5.1.2. Export Competitor Orientation

In what regards export competitor orientation,odlits four items have an above-the-average
mean: ECPO1 with 5.23, ECPO2 with 5.34, ECPO3 wi@l® and ECPO4 with 5.52 (figure
32).

The Cronbach alpha of the scale is .75, but tresniindication that it may rise to .79 with
the deletion of the item ECPOL1 (“all informatiomcerning our export competition is shared

within this company”).

Figure 32: Export Competitor Orientation Measure
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5.1.3. Product Development Exploitative Capabilities

In what regards product development exploitativeatdities, all of its seven items have an
above-the-average mean: ETP1 with 5.76, ETP2 with,F=TP3 with 5.56, ETP4 with 5.52,
ETP5 with 5.51, ETP6 with 5.59 and ETP7 with 5.#@ufe 33).

The Cronbach alpha of the scale is .89, but tresmniindication that it may rise to .90 with
the deletion of the item ETP2 (“lowered cost of firen’s export products, services and

processes”).

Figure 33: Product Development Exploitative Capabities Measure
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5.1.4. Market-related Exploitative Capabilities

In what regards market-related exploitative caj@sl all of its seven items have an above-
the-average mean: ETM1 with 5.35, ETM2 with 5.5ZM8 with 5.07, ETM4 with 5.46,
ETM5 with 5.77, ETM6 with 5.46 and ETM7 with 5.28g(re 34).

The Cronbach alpha of the scale is .87.
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Figure 34: Market-related Exploitative Capabilities Measure
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In what regards product development explorativeabdiies, all of its eight items have an

above-the-average mean, even though it is lowem tha ones seen so far in the other
construct items: ERP1 with 4.93, ERP2 with 5.21PBRvith 5.05, ERP4 with 5.03, ERP5
with 5.05, ERP6 with 4.88, ERP with 4.65 and ERR® w.63 (figure 35).

The Cronbach alpha of the scale is .93.

Figure 35: Product Development Explorative Capabilies Measure
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5.1.6. Market-related Explorative Capabilities

In what regards market-related explorative cap@sli all of its seven items have an above-
the-average mean: ERM1 with 5.59, ERM2 with 5.4BMB with 5.51, ERM4 with 5.47,
ERMS5 with 5.44, ERM6 with 5.18 and ERM7 with 5.0ig(re 36).

The Cronbach alpha of the scale is .92.

Figure 36: Market-related Explorative Capabilities Measure
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5.1.7. Current Export Profit Performance

In what regards current export profit performanak,of its four items have an above-the-
average mean: PROF1 with 5.18, PROF2 with 5.14, FR@ith 5.19 and PROF4 with 5.05
(figure 37).

The Cronbach alpha of the scale is .94.
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Figure 37: Current Export Profit Performance Measure
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5.1.8. Current Export Market Effectiveness Performance

In what regards current export market effectiverpesgormance, all of its five items have an
above-the-average mean, even though at a lowdrtleue the previously presented construct
items: EFFEL with 4.98, EFFE2 with 4.85, EFFE3 witB8, EFFE4 with 5.11 and EFFE5

with 4.91 (figure 38).

The Cronbach alpha of the scale is .91.

Figure 38: Current Export Market Effectiveness Perbrmance Measure
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5.1.9. Future Export Performance

In what regards future export performance, allteffour items have a slightly above-the-
average mean: FUT1 with 4.53, FUT2 with 4.85, FWith 4.78 and FUT4 with 4.89 (figure
39).

The Cronbach alpha of the scale is .95.

Figure 39: Future Export Performance Measure
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5.1.10.Slack Resources

In what regards the control variable slack resaregth the exception of SLK1, that is, “we
have uncommitted resources that can be used to dtrategic initiatives at short notice”
(mean 4.21), all of the items have a below-the-ayermean: SLK2 with 3.78, SLK3 with
3.98 and SLK4 with 3.73 (figure 40). This situatigmot surprising, given the economic and

financial crises period in which the data was autéd.

The Cronbach alpha of the scale is .92.

97



Figure 40: Slack Resources Measure
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5.1.11.Interfunctional Coordination
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In what regards the moderator interfunctional cowtlon, all of its items have an above-the-
average mean: IFC1 with 5.34, IFC2 with 5.52, IR@8 5.52, IFC4 with 5.73, IFC5 with
5.86, IFC6 with 5.70 and IFC7 with 5.49 (figure 41)

The Cronbach alpha of the scale is .87.

Figure 41: Interfunctional Coordination Measure
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5.1.12.Technological Turbulence

In what regards the moderator variable technoldégur@ulence, all of its four items have an
average mean: TCT1 with 4.33, TCT2 with 4.11, T@iith 4.09 and TCT4 with 4.47 (figure
42).

The Cronbach alpha of the scale is .86, but itlmammproved to .91 through the deletion of
TCT4, that is “technologically, our industry wasery complex environment”.

Figure 42: Technological Turbulence Measure
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5.1.13.Market Turbulence

In what regards the moderator variable market ferime, all of its four items have an slightly
abover-the-average mean: MKT1 with 4.93, MKT2 witd5, MKT3 with 4.67 and MKT4
with 4.97 (figure 42).

The Cronbach alpha of the scale is .89.




Figure 43: Market Turbulence Measure
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5.2. VALIDITY AND RELIABILITY OF MEASURES

To assess the validity of the measures, items a@gected to a confirmatory factor analysis
(Churchill, 1979) using full-information maximunkélihood (FIML) estimation procedures
in LISREL 8.80 (Salgueiro, 2006; Jéreskog and Sirb@993). The confirmatory factor
analysis tests pre-established relationships betviatent variables and their measurement
items (Hairet.al, 2009). The proposed model includes thirteen coatst (as shown in figure

3 in page 52). The literature says that, when tacomplex models, it is suggested to in a
preliminary analysis in which each model constrisctindividually analyzed (Haiet.al,

2009). Each individual diagram is presented in apgpe8.10.

The main criterion to decide to maintain or dropitam in the model is the estimated factor
loading. The literature recommends that each l@pdhould be above .70, even though some
authors refer that .60 is also acceptable. We ug@dn most cases, but we accepted some
cases below that level when we considered thaethes a strong conceptual logic that

supported the maintenance of the item.

After analyzing each measurement model, some itgere dropped given the low level of
factor loading presented. Namely, we dropped #m@stCO5 and CO6, “we understand how
everyone in our business can contribute to creatahge for export customers” and “we give

100



close attention to after sales service in our exparkets” of the export customer orientation
construct; the item CPO1, “all information concagbur export competition is shared within
this company” of the export competitor orientatmmnstruct; the item ETP2 “lowered cost of
the firm’s export products, services and procességhe product development exploitative
capabilities construct; the item ETM6 “reinforcad supplier relationships” of the market-
related exploitative capabilities construct; theems ERP1 and ERP6, “acquired
manufacturing technology and skills entirely newthe firm” and “strengthened innovation
skills in areas where it had no prior experiencéttee product development explorative
capabilities construct; the item ERM®6, “built nelese supplier relationships” of the market-
related explorative capabilities construct; themitéFC1, “our top managers from each
business function regularly visit our current andogpective export customers” of
interfunctional coordination and the item TCT4,cheologically, our industry was a very

complex environment” of the technological turbulemonstruct.

We decided not to drop item ERM7, “built new oveasdlistributor relationships”. Even
though it is below our acceptance level of .65isitstill above the cut-off level of .60.
Furthermore, maintaining this item allowed coheeerand comparability between the
constructs market-related exploitative capabiliitad market-related explorative capabilities.

After this refinement, we tested the full measuretmaodel. To assess the goodness of fit of
the measurement model we used both absolute aatil/ecfit tests. As absolute measures of
fit we used Chi-squarex®) statistics and the root mean square error ofcapation
(RMSEA). The first measure allows us to test if $ymecified model is correct whereas
RMSEA discriminateper degrees of freedom (Salgueiro, 2006). The rootmsegare error
of approximation (RMSEA) was .046, which is cons@tka good absolute adjustment, as it is

below .05. The chi-square for this model was sigaift x2 = 2777.04, 1799 d.fp < .000).

Because the chi-square statistic is sensitive mopka size, we also assessed additional fit
indexes, relative fit tests: the normed fit ind®&~(), the comparative fit index (CFl), the
incremental fit index (IFI), and the Tucker-Lewisifhidex (TLI). All these relative measures
compare the proposed model to a reference modetulbrmodel). The NFI measures the
proportional improvement obtained by the proposedi@him comparison to the null model.
The CFI compares the null model to the establighedel. The IFI adjusts the NFI taking
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into account the degrees of freedom and sample BieeTLI is a parcimonious measure that
corrects the IFI taking into account the degreeseddom (Salgueiro, 2006). The NFI, CFl,
IFI, and TLI of this model are .93, .97, .97, a@d,.respectively. That is, they are all above

the desired level of .90 and, thus, allow us teptthe model as appropriate.

In addition to test the measurement model, we desbastruct reliability, convergent validity
and discriminant validity. Construct reliabilityrcde tested using Cronbach alpbg,(which
assesses reliability through the internal conscstari the items of each construct (Cronbach,
1951); composite reliabilityp], which represents the internal consistency oinalicators on
the latent variable (Bagozzi, 1980) or the aversg@ance extracted (AVE), that measures the
extent to which the group of the items variancesxiglained by the latent variable (Fornell
and Larcker, 1981).

All constructs present good internal reliability) (values: export customer orientation, .81;
export competitor orientation, .79; product devetent exploitative capabilities, .90; market-
related exploitative capabilities, .87; product elepment explorative capabilities, .91,
market-related explorative capabilities, .92; cotrexport profit performance, .94; current
export market effectiveness performance, .91; ardré export performance, .95; slack
resources .92; interfunctional coordination, .87rket turbulence, .89; and technological
turbulence, .91. As these values are above theatdsilevel of .70-.80, we conclude that the
scales are reliable and the measure has contedity&Churchill, 1979). All constructs also

present the desirable levels of composite religb(j), that is, above .70 (Bagozzi, 1980).
The levels of AVE of all constructs are likewiseegter than the desired level of .50, which

means that at least 50% of the variance is expldyethe latent variable.

To measure convergent validity, we analyzed fatdadings and t-values (Bagozzi, 1980).
The loadings of the items on their respective qoistpresented acceptable results (average
loading was .80, above the desirable level of /&)-.Each item had large and significant
standardized loadings on its intended constructaddition, we checked these loadings’ t-

values and level of significance and confirmed thveye all significant at p < 0.001.

Table 5 shows scale items and reliabilities.
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Dynamic Capabilities in International Markets

Table 5: Measurement Model Results

Factor and Items Standardized| T-value
loading
Export customer orientatic (p = .82, AVE = .53)
ECO1We constantly monitor our level of commitment amgtiotation to serving export customer needs .80 14.76
ECO2 We measure export customer satisfaction sysieatly and regularl .81 14.84
ECO3 Our export strategy for competitive advantadssed on our understanding of export customes .65 11.07
ECO4 Our export business objectives are drivengmilgnby customer satisfacti .64 10.90
Export competitor orientatic (p = .80, AVE = .58)
ECPO2We rapidly respond to competitive actions thatdkea us in our export markets 77 13.82
ECPO3 We regularly discuss export competitors’ngjties and weaknes: 72 12.49
ECPO4 Customers are targeted when we have an opjigrior competitive advanta 79 14.30
Product developme exploitative capabilitiegp = .91, AVE = .62)
ETP1Improved quality of the firm’s export products, Wees and processes 71 12.88
ETP3 Upgraded current knowledge and skills for fmtechnologies and export products and ser .79 14.83
ETP4 Invested in enhancing skills in exploiting nratechnologies that improve productivity of curremhdvation operations .84 16.34
ETP5 Upgraded skills in product development proeeas which the firm already possesses signifieaperienc .86 16.90
ETP6 Enhanced competencies in searchin¢solutions to customer problems that are near tstiagi solutions rather than completely 1 72 13.22
solution:
ETP7 Strengthened our knowledge and skills forgamtsjthat improve efficiency of existing innovatiactivities .78 14.56
Marketrelatedexploitative capabilitiegp = .89, AVE = .57)
ETM1 Enhanced the capture of important market infornmadibits existing markets .80 15.04
ETM?2 Reinforced its contacts in current export neds .78 14.69
ETM3 Reinforced the monitoring of competitiproducts in current export markets .78 14.61
ETM4 Enhanced its understanding of existing oversegtomer requiremel 77 14.42
ETM5 Reinforced its relationships with current sess custome .78 14.53
ETM7 Reinforced its overseas distriburelationships .62 10.78
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(cont.)

Factor and Items Standardized| T-value
loading

Product developme explorative capabilitiegp = .91, AVE = .62)

ERP2Learned about technology it has not used before 75 12.89

ERP3 Learned product development skand processes (such as product design, prototypewg products, timing of new prody 71 12.79

ntroductions and customizing products for locatkess) entirely new to the indus

ERP4 Acquired entirely new managerial and orgaitnat skills that e important for innovation (such as forecastinghtedogical an .83 16.03

customer trends, identifying emerging markets aschnologies, coordinating and integrating R&D, neéilg, manufacturing « othe

functions, managing the product development prQ

ERP5 Learned new skills in areas such as fundimgtaehnology, staffing R&D function, training andwklopment of R&D andngineering .87 17.43

personnel for the first tin

ERP7Implemented new types of production processes .76 14.13

ERP8 Chosinew approaches to export products, services arakgses that are different from those used in the pa .79 14.84

Marketrelatedexplorative capabilitiegp = .93, AVE = .69)

ERM1 Identified prospective customers .86 17.11

ERM?2 Acquired expormarket-related information of new markets .92 19.11

ERM3 Assessed the potential of new mat .89 18.28

ERM4 Researched new competitors and new custt .84 16.55

ERMS Built relationships in new mark .84 16.59

ERM7 Built new overseas distributrelationships .60 10.39

Current export profit performan (p = .95, AVE = .81)

PROFI1EXxport profit .87 17.49

PROF2 Export return on investm 91 18.75

PROF3 Export return on sa .92 19.18

PROF4 Export market marg| 91 18.83

Current exporimarket effectiveness performar(pe= .89, AVE = .63)

EFFE1Export market's sales volume growth .86 16.96

EFFE2 Growth in export market sales reve .86 17.10

EFFE3 Export market’s market share gra .78 14.56

EFFE4 Acquiring new export markcustomers .64 11.12

EFFES Increasing sales to current export custc .81 15.59
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(cont.)

Factor and Items Standardized| T-value
loading

Future export performan: (p = .94, AVE = .78)

FUT 1 Export operations profitability .82 15.86

FUT2 Export salevolume .93 19.71

FUT3 Achievement of the objectiy .89 18.08

FUT4 Satisfaction with export operations performe .90 18.36

Slack resource (p = .90, AVE = .69)

SLK1 We have uncommitted resources that can be taskohd strategic initiatives ishort notice 77 14.48

SLK2 We have a large amount of resources availaltlee short run to fund our initiativ .92 18.84

SLK3 We will have no problems obtaining resourdeshart notice to support new strategic initiat .76 14.15

SLK4 We have darge amount of resources at the discretion of g@ment to fund new strategic initiatives .87 17.35

Interfunctional coordinatio (p = .89, AVE = .57)

IFC2 Our business functions regularly share markketmation about export customers, technoloi and competitors 71 12.84

IFC3 The activities of functional units are tightlgordinated to ensure better use of our exporketdnowledge .83 16.08

IFC4 Our export business strategies are driverméybal of increasing export customer v .66 11.57

IFC5 Export staff share programs and resourcesatitér business un .76 13.92

IFC6 There is a high level of cooperation and cowtion among functional units in setting the goat&l priorities for th organization t .82 15.57

ensure effectiviresponse to export market conditions

[FC7 Top management promotes communication andearatipn among R&D, marketing, and manufacturingxport market informeon 72 13.02

acquisition and us

Technological turbulenc (p = .89, AVE = .74)

TCT1 It was very difficult to forecast technologgwlopments in our indust .81 15.17

TCT2 Technology environment was highly uncert .92 18.31

TCT3 Technological developments were highly unprtadile .84 15.94

Market turbulenc (p = .88, AVE = .65)

IMKT1 Customer needs and product preferences chamgjéezirapidly .79 14.65

IMKT?2 Customer product demands and preferences kighdy uncertair .87 17.10

IMKT3 It was difficult to predict changes in custonmeeds and preferenc .83 15.89

IMKT4 Market competitive conditions were highly uedictable 72 12.91

N0te:x2(1799): 2777.04p < .000, NFI = .93, NNFI = .97, CFI = .97, IFI =/, RMSEA = .046
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Dynamic Capabilities in International Markets

Finally, we tested discriminant validity, which ee$ to the extent to which a construct does
not correlate with the measures of the other cootdrpresented in the model. We used
Fornell and Larcker’s (1981) test; all possiblerpaif constructs passed the test. Evidence of
discriminant validity was revealed by the fact thhé shared variance among any two
constructs (i.e., the square of their intercorrefgt was less than the average variance
explained in the items by the construct (MacKenBiedsakoff and Rich, 2001; Fornell and
Larcker, 1981).

Overall, the results suggest that the measurentahessare satisfactorily reliable and valid
(table 6).
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Table 6: Correlation Matrix, Reliability Estimates, and Descriptive Statistics

Mean| SD 1 2 3 4 5 6 7 8 9 10 11 13 13 1

1. Export customer orientation 589 .90 | .73

2. Export competitor orientation 5.32| 1.06] .69* .76

3. Product development exploitative 556| 87| .63*| 52¢ 79

capabilities

4. Market-related exploitative capabilities 541 .95 .53*| .58* .67* .76

5. Product development explorative capabilitigs 4.96 | 1.27] .50* .37* .70* .55% .79

6. Market-related explorative capabilities 5.42| 1.06] .48* .45* .46* .69% .59% .83

7. Current export profit performance 5.14| 1.06| .27* .25*% .43% .39% .34% .1871 .90

8. Current export market effectiveness 4.91| 124] 204 24 380 .44y 384 291 .72f 79

performance

9. Future export performance 4761 1.31) .13* .16* .30% .32% .30% .29 .217 421 .89

10. Firm size 430] 1.04f .01 .02/ .02 .10 .20~ -01 .18 .Q7 -.LINA

11. Slack resources 3.93| 1.53| .16* .18* .38% .30% .37 .177 397 .39f 19| .06 | .83

12. Interfunctional coordination 5.63| 1.01| .68* .72* .62% .62% .47y 527 297 .27f 15| .05 | .14*| .75

13. Market turbulence 476 | 1.42] .03| -03 .117 .04 14 21 -07 -Q9 6.0-.14*| .07 .08 | .80

14. Technological turbulence 418 1.44] .03 .01 .07 .06 a1y a7 1p .03 .00 O-fr.12*| .06 | .51*| .86
Skewnesp -.995| -.546| -.625| -.363| -.722| -.758 | -.784 | -.706| -.699| NA |-.183] -.745( -.145( -.267
Kurtosis 1.714| 936 | 2.45Q .214 | .973| 1.3451.424| .269 | .074] NA| -.683 .623| -.554] -.352

*p<.05.

Notes: The diagonal (in bold) shows the squaresrobthe AVE

107



Dynamic Capabilities in International Markets

5.3. STRUCTURAL MODEL RESULTS

To assess the significance of the parameter egtswet used t-values (table 7). The results of
the structural model testing showed an acceptéb({gf=3778.82, 3425 d.fp < .000, CFI
=.98, IFI =.98, TLI =.98, RMSEA = .020).

The model test validated the antecedent role obxparket orientation by distinguishing the
customer and competitor dimensions effects. Wheeegmort customer orientation is an
antecedent to all dynamic capabilities, export cetibqr orientation only had a significant
effect on the exploitative capabilities. It confgnthe foundational role of exploitative
capabilities on explorative capabilities and thpwositive relationship to current export
performance. In addition, it shows a positive libktween market-related exploitative
capabilities and future export performance. Conogrrexplorative capabilities, the test
evidenced differences by domain. Product developnegplorative capabilities positively
related to current and future export performanceerahis market-related explorative
capabilities negatively related to current expodrfprmance. Current export market
effectiveness performance is positively relatedutore export performance. Interfunctional
coordination moderates the explorative capabilitesrent export performance link, and
market and technological turbulence moderate theamhyc capabilities—current export

performance link, though in opposite directions.

Overall, the structural model explains 48% of obedrvariance in product development
exploitative capabilities, 45% of observed variaircenarket-related exploitative capabilities,
55% of observed variance in product developmentoeajive capabilities, 52% of observed
variance in market-related explorative capabiljtid8% of observed variance in current
export profit performance, 46% of observed variaimceurrent export market effectiveness
performance and 16% of observed variance in futxport performance. In conclusion, our
study provides broad empirical support not onlytfa pathway through which export market
orientation relates to product development and starddated dynamic capabilities but also

for the impact of these capabilities on current futdre export performance.
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Table 7: Structural Model Results

Hypothese: Standardized Support/
estimate (T-value)|No support
H.. Export customer orientation (ECO) Product development exploitat] .44 (4.48***) Support
capabilities ETP)
H,,ECO - Market-related exploitative capabilities (ETM) .24 (2.40*) Support
H,.Export competitor orientation (ECPQ)ETP .31 (3.21**%) Support
H.,,ECPO-. ETM A8 (4.73***) Support
H:,ECO - Product development explorative capabilities (ERP) .23 (2.39*%) Support
H:, ECO - Market-related explorative capabilities (ERM) .25 (2.84*) Support
H,,ECPO- ERP -.15 (-1.53) No suppd
Hs, ECPO - ERM -11 (-1.14) No suppd
H-s. ETP - ERP 67 (7.14***) Support
Hsy ETM - ERM .63 (7.51**) Support
Hs.i ETP— Current export profit performance (PROF) .18 (1.85%) Support
Hs.; ETP — Current export market effectiveness performanée-) .00 (0.05) No suppd
Heni ETM — PROF .36 (3.89***) Support
Heni ETM — EFFE A5 (4.59***) Support
H,,ETP - Future export performance (FUT) -.04 (-0.39) No suppd
H.. ETM - FUT .25 (2.46**) [No suppo
Hso ERP- PROF .08 (0.99) No suppd
HsoiERP - EFFE .20 (2.21%) Support
Hgni ERM - PROF -.25 (-3.18*) Support
Hgni ERM - EFFE -.15 (-1.84%) Support
Ho. ERP . FUT .20 (2.05%) Support
Hor ERM - FUT .01 (0.06) No suppd
MODERATORS
Interfunctional coordination (IFC)
IFC —~ PROF -.02 (-0.20)
IFC - EFFE -11 (-1.24)
Hio, IFC x ETP- PROF .10 (1.08) No suppd
Hi0ai IFCX ETM - PROF .05 (0.55) No suppd
Ha0aii IFC X ETP— EFFE .01 (0.09) No suppd
Hi0ay IFCX ETM — EFFE -.11 (-1.10) No suppd
H ;o IFC x ERP— PROF .33 (3.32***) Support
Hopi IFC X ERM - PROF =17 (-1.92%) Support
Haobii IFC X ERP- EFFE .30 (2.89*%) Support
H1on, IFC x ERM - EFFE .06 (0.65) No suppd
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(cont.)

Hypothese: Standardized Support/
estimate (T-value)|No support

Environmental turbulen:
Market turbulenceMKT) - PROF -47 (-5.10%**)
Technological turbulence (TC - PROF A2 (4.63***)
H,.» MKT x ETP-, PROF .33 (2.98**)  [No suppor
H.;;, TCT x ETP- PROF -.39 (-3.57***) | Support
Hi1a0 MKT X ETM — PROF -.18 (-1.72%) Support
Hi10 TCT X ETM - PROF .20 (1.72%) No suppolt
MKT - EFFE -.46 (-4.84*%)
TCT - EFFE .31 (3.34**)
Hi10ii MKT X ETP- EFFE .26 (2.26%) No suppolt
H114ii TCT X ETP— EFFE -.36 (-3.17*%) Support
Hii0, MKT x ETM — EFFE -.11 (-0.99) No suppdrt
H110, TCT X ETM - EFFE .22 (1.82%) No suppoft
H1, MKT x ERP- PROF -.33 (-3.56***) |No suppolt
H1, TCT x ERP-. PROF .22 (2.50**) Support
H11pi MKT x ERM - PROF 14 (1.70%) No suppoft
H11,i TCT x ERM — PROF -.14 (-1.35) No suppdrt
Haaii MKT X ERP- EFFE -.29 (-2.99*%) [ No suppoft
Hi1bii TCT X ERP— EFFE .29 (3.18*%) Support
H 11, MKT x ERM - EFFE .19 (2.16%) No suppoft
Hipy TCT x ERM - EFFE -.36 (-3.35***) | Support
ICONTROL
Firm size» PROF 12 (2.10%)
Firm size» EFFE -.04 (-0.65)
Firm size » FUT =17 (-2.78*)
Slack resource» PROF .32 (5.27***)
Slack resource » EFFE .31 (4.91%**)
Slack resource» FUT .08 (1.34)

Note: X% z425 = 3778.82p < .000, NFI = .92, NNFI = .98, CFI = .98, IFI = . ®BMSEA = .020

* p<.05.
** p<.01.
** p<.001.

Notes: | used a one-tailed test for all hypotheses.

Next, we analyze individually each hypothesis.
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5.3.1. Main Effects
5.3.1.1 Sources of Dynamic Capabilities

Hia indicated that exportustomerorientation ispositively related toproduct development
exploitativecapabilities. The estimate of the relationshipvaein export customer orientation
and product development exploitative capabilitepositive and significan3(= 0.44,p <

0.001). Therefore, we found support forH

H,p Sstated that expordustomerorientation ispositivelyrelated tomarket-related exploitative
capabilities. The estimate of the relationship leetvexport customer orientation and market-
related exploitative capabilities is positive amghgicant (3 = 0.24,p < 0.01). Thus, there is

support for Hp,.

H.a stated that exportompetitor orientation ispositively related toproduct development
exploitative capabilities. The estimate of the relationshipweein export competitor
orientation and product development exploitativpadalities is positive and significanp &
0.31,p < 0.001). Therefore, ¥ is supported.

Hop indicated that exportompetitor orientation is positively related to market-related
exploitative capabilities. The estimate of the relationshipweein export competitor

orientation and market-related exploitative captdd is also positive and significant €

0.48,p < 0.001). So, b, is supported.

Hs, stated that exportustomerorientation ispositively related toproduct development
explorativecapabilities. The estimate of the relationship leemvexport customer orientation

and product development explorative capabilitiepasitive and significantp(= 0.23,p <

0.01). Hence, K} is supported.

Hsp indicated that exportcustomer orientation is positively related to market-related
explorativecapabilities. The estimate of the relationshipMeein export customer orientation

and market-related explorative capabilities is ghesitive and significantp(= 0.25,p <

0.01). Therefore, k4 is supported.
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Hsa posited that exportompetitor orientation ispositively related toproduct development
explorative capabilities. The estimate of the relationship ween export competitor
orientation and product development explorativeabdjies is not significantf( = —0.15,

n.s.). Therefore, k4 is not supported.

H4p indicated that exportompetitor orientation is positively related to market-related
explorative capabilities. The estimate of the relationshipween export competitor
orientation and market-related explorative captédiis not significantf = —-0.11, n.s.).

Thus, Hy, is not supported.

5.3.1.2 Outcomes of Dynamic Capabilities

Hs, stated thaproduct development exploitatieapabilities argositivelyrelated toproduct
development explorativeapabilities. The estimate of the relationshipwaein product
development exploitative and explorative capakditis positive and significart € 0.67,p <
0.001)._So, B, is supported.

Hsp stated thamarket-related exploitativeapabilities argositivelyrelated tomarket-related
explorativecapabilities. The estimate of the relationshipyMeein market-related exploitative

and explorative capabilities is also positive aigghiicant (3 = 0.63,p < 0.001)._Hence, ki
IS supported.

Heai indicated thatproduct development exploitativeapabilities arepositively related to
current export profit performance. The estimate of the relationship betw product
development exploitative capabilities and currexypiogt profit performance is positive and

significant ¢ = 0.18,p < 0.05). Hence, kl;is supported.
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Heaii Stated thaproduct development exploitatieapabilities argositivelyrelated tocurrent
export market effectivenegerformance. The estimate of the relationship betwproduct

development exploitative capabilities and effeatie®gs performance is not significaft £

0.00, n.s.). As a result,¢k# is not supported.

Hepi indicated thatmarket-related exploitativeapabilities argoositively related tocurrent
export profit performance. The estimate of the relationship betw market-related
exploitative capabilities and current export prgirformance is positive and significafit<
0.36,p < 0.001). Thus, ki is supported.

Heaii Stated thammarket-related exploitativeapabilities arg@ositivelyrelated tocurrent export
market effectivenesserformance. The estimate of the relationship betwmarket-related
exploitative capabilities and current export mar&iéctiveness performance is positive and
significant ¢ = 0.45,p < 0.001). Therefore, i is supported.

H-, stated thaproduct development exploitatieapabilities araegativelyrelated tofuture
export performance. Even though the estimate of téktionship between product
development exploitative capabilities and futurgpax performance is negative, it is not

significant ¢ = —0.04, n.s.). Thus,Alis not supported.

H7p, stated thatnarket-related exploitativeapabilities areegativelyrelated tofuture export
performance. The estimate of the relationship betwaarket-related exploitative capabilities
and future performance is positive and significght 0.25,p < 0.01). Thus, there is no
support for H,. However, there is evidence of a positive relatmmdetween market-related
exploitative capabilities and future performance.

Hg,i indicated thaproduct development exploratieapabilities are related turrent export
profit performance. The estimate of the relationship betwproduct development explorative
capabilities and current export profit performangeot significant [§ = 0.08, n.s.). Hence,

Hsaiis not supported.

113



Hgaii Stated thaproduct development explorativaapabilities are related tourrent export
market effectivenesperformance. The estimate of the relationship betw product
development explorative capabilities and curremgoexmarket effectiveness performance is

positive and significant(= 0.20,p < 0.05). Thus, I is supported.

Hgpi indicated thamarket-related explorativeapabilities are related turrent export profit
performance. The estimate of the relationship betwearket-related explorative capabilities

and current export profit performance is negatiné significant § = —0.25,p < 0.01). Thus,

Hgpi IS supported.

Hgpii indicated thamarket-related explorativeapabilities are related turrent export market
effectivenessperformance. The estimate of the relationship betw market-related
explorative capabilities and current export madéectiveness performance is negative and

significant ¢ = —0.15,p < 0.05). Therefore, ki _is supported.

Ho, stated thaproduct development explorativeapabilities arepositively related tofuture
export performance. The estimate of this relatignghpositive and significan(= 0.20,p <

0.05). Hence ki, is supported.

Hop stated thamarket-related explorativeapabilities are positively related toture export
performance. The estimate of this relationshipoisaignificant p = 0.01, n.s.). Thereforeghl

is not supported.

5.3.2. Moderation Effects
5.3.2.1 Interfunctional Coordination

Hi0ai SUggested thanterfunctional coordinatiormoderates- by strengthening — th@oduct
development exploitative capabilities—current expporofit performancerelationship. The

estimate of this moderation is not significahity0.10, n.s.). Hence, bk iS not supported.
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Hio0aii indicated thatnterfunctional coordinatiormoderates- by strengthening — thmarket-

related exploitative capabilities—current exporofit performancerelationship. The estimate

of this moderation is not significarfi € 0.05, n.s.). Thus, 4, iS not supported.

Hioaii Stated thainterfunctional coordination moderates by strengthening — thgroduct
development exploitative capabilities—current exponarket effectiveness performance
relationship. The estimate of this moderation isgignificant § = 0.01, n.s.). Hence,bii IS

not supported.

Hioaiv indicated thatinterfunctional coordination moderates by strengthening — the
relationship betweermmarket-related exploitative capabilities and curreexport market
effectivenesperformance. Likewise, the estimate of this moti@nais not significantff = —

0.11, n.s.)._hbaiyiS not supported

Hiobi indicated thainterfunctional coordination moderatesby strengthening — thgroduct
development explorative capabilities—current expprofit performancerelationship. The

estimate of this moderation is positive and sigatfit ¢ = 0.33,p < 0.001). Therefore, i
IS supported.

The plot in figure 44 shows that the positive linktween product development explorative
capabilities and current export profit performance stronger when interfunctional
coordination is high. So, the integration and cowtion of firm’s managerial functions
enhances the positive effect of product developragplorative capabilities on current export

profit performance.
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Figure 44: Moderation of Interfunctional Coordination in the Product Development Explorative
Capabilities—Current Export Profit Performance Relationship
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Hiopi indicated thatinterfunctional coordination moderates by strengthening — the
relationship betweermmarket-related explorative capabilities and curreakport profit
performance. The estimate of the relationship igatiee and significantp(= —0.17,p <
0.05). Taking into account that the direct effeCtrarket-related explorative capabilities on

current export profit performance is negativegdiis supported.

Figure 45 shows that the negative link between staddated explorative capabilities and
current export profit performance is weaker wheerfanctional coordination is high. Hence,
the coordination of functions mitigates the negat¥fect that the search and development of
relationships in new markets can have on currepbprofit performance.
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Figure 45: Moderation of Interfunctional Coordinati on in the Market-related Explorative Capabilities—
Current Export Profit Performance Relationship
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Hiobii Stated thainterfunctional coordination moderatesby strengthening — the relationship
betweerproduct development explorative capabilities andent export market effectiveness
performance. The estimate of the relationship stp@ and significantf(= 0.30,p < 0.01).
Therefore, Hopii_is supported.

The plot in figure 46 shows that the positive linktween product development explorative
capabilities and current export market effectivengserformance is stronger when
interfunctional coordination is high. So, the caoadion of firm’s managerial functions

increases the strength of the positive effect otipct development explorative capabilities on

current export market effectiveness performance.
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Figure 46: Moderation of Interfunctional Coordination in the Product Development Explorative
Capabilities—Current Export Market Effectiveness Peformance Relationship
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Hiobiv Stated thainterfunctional coordination moderatesby strengthening — the relationship
between market-related explorative capabilities and curreekport market effectiveness
performance. The estimate of this relationshipds significant § = 0.06, n.s.). Therefore,

Haiopbiv IS NOt supported

5.3.2.2 Environmental Turbulence

Hi: was tested for two types of environmental turbodenH , stated thaenvironmental
turbulence moderates by weakening — theroduct development exploitative capabilities—

current export profit performanceelationship. With respect tonarket turbulence, the
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estimate of the moderation is positive and sigaific} = 0.33,p < 0.01). Thus, hhaiis not

supported for market turbulences it behaves in the opposite direction as thpbthesized.

The plot in figure 47 shows that, unlike the hymsils, the positive link between product
development exploitative capabilities and curreqgagt profit performance is stronger under
high levels of market turbulence. Capabilities timblve current product improvements are

valued in markets characterized by high marketutertce.

Figure 47: Moderation of Market Turbulence in the Product Development Exploitative Capabilities—
Current Export Profit Performance Relationship
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With respect tatechnologicalturbulence, the estimate of that relationship egative and

significant ¢ = —0.39,p < 0.001), Hence, Haiis supported for technological turbulence
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The plot in figure 48 shows that the positive limktween product development exploitative
capabilities and current export profit performane undermined in high levels of
technological turbulence. In technological turbtilenarkets, capabilities that entail the

adjustment and minor alterations of existing prasiand technology are less valued.

Figure 48: Moderation of Technological Turbulence m the Product Development Exploitative
Capabilities—Current Export Profit Performance Relationship
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Hi1ai Stated thaknvironmental turbulence moderatesby weakening — thenarket-related
exploitative capabilities—current export profit f@mmancerelationship. Regardingharket
turbulence, the estimate of the moderation is megand significantf{ = —0.18,p < 0.05).

Therefore, Hiaiiis supported for market turbulence

The plot in figure 49 shows that the market-relagggloitative capabilities—current export
profit performance positive link is weaker when kadrturbulence is high. So, deepening the

presence and relationships in current export maikdess valued in turbulent markets.
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Figure 49: Moderation of Market Turbulence in the Market-related Exploitative Capabilities—Current
Export Profit Performance Relationship
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Regardingechnologicalturbulence the estimate of the moderation is p@sénd significant

(B = 0.20,p < 0.05). Therefore, Haiiis not supported for technological turbulenes it

behaves in the opposite direction as expected.

The plot in figure 50 shows that, unlike the hymsils, the positive link between market-
related exploitative capabilities and current exgoofit performance is stronger under high
levels of technological turbulence. In technologitabulent markets, the reinforcement of

the firm’s presence and existing relationships witstomers and distributors is valued.
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Figure 50: Moderation of Technological Turbulence m the Market-related Exploitative Capabilities—
Current Export Profit Performance Relationship
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Hi1ai Stated thatenvironmental turbulence moderates by weakening — thegroduct
development exploitative capabilities—current exponarket effectiveness performance

relationship. Concerningnarketturbulence, the estimate of the moderation istpesiand

significant § = 0.26,p < 0.05). Therefore, Haiiis not supported for market turbulenes it

behaves in an opposite direction as expected.

Figure 51 shows that the positive link between pobalevelopment exploitative capabilities
and current export market effectiveness performasatronger under high levels of market

turbulence. This positive moderation occurs in lbthensions of current performance.
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Figure 51: Moderation of Market Turbulence in the Product Development Exploitative Capabilities—
Current Export Market Effectiveness Performance Rehtionship
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Concerning technological turbulence, the estimate of this relationship egative and

significant ¢ = —0.36,p < 0.01). So, hhaiiis supported for technological turbulence

The plot in figure 52 shows that the positive limktween product development exploitative
capabilities and current export market effectivengsrformance is weaker with high levels of
technological turbulence. In markets characteribgdhigh technological turbulence, the

capabilities that reflect the introduction improwvemts to existing products are not as valued.
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Figure 52: Moderation of Technological Turbulence m the Product Development Exploitative
Capabilities—Current Export Market Effectiveness Peformance Relationship
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Hi1av Stated thaenvironmental turbulence moderateshy weakening — thenarket-related
exploitative capabilities—current export market eetiveness performanceelationship.
Regardingmarketturbulence, the estimate of the moderation is significant ¢ = —-0.11,

n.s.). Therefore, HaiS not supported for market turbulence

Regardingechnologicalturbulence the estimate of the moderation is paséand significant

(B =0.22,p < 0.01). Because the expected behaviour was thesappbi 1,iyiS not supported

for technological turbulence
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Figure 53 shows that, contrary to expectations, ghositive link between market-related
exploitative capabilities and current export markéfectiveness performance is stronger
under high levels of technological turbulence. 8us positive moderation occurs in both

dimensions of current export performance.

Figure 53: Moderation of Technological Turbulence m the Market-related Exploitative Capabilities—
Current Export Market Effectiveness Performance Rehtionship
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Hi1pi Stated thatenvironmental turbulence moderates by strengthening — thproduct
development explorative capabilities—current expgofit performance relationship.
Concerningmarketturbulence, the estimate of the moderation is tgand significantf{ =

—0.33,p < 0.001). Therefore, Hyiis not supported for market turbulence

Figure 54 shows that the moderation is contrargxpectations. The positive link between
product development explorative capabilities andremi export profit performance is

weakened in the presence of market turbulence.drkets characterized by constant change
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of customers’ preferences and competitors’ stratggnvestment in capabilities that require
the development of completely new products andofisew technology does not pay off.

Figure 54: Moderation of Market Turbulence in the Product Development Explorative Capabilities—
Current Export Profit Performance Relationship
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Concerning technological turbulence, the estimate of the moderation is tpasiand

significant ¢ = 0.22,p < 0.01). Therefore, Hyiis supported for technological turbulence

Figure 55 shows that the positive link between pobdievelopment explorative capabilities
and current export profit performance is strongé@emtechnological turbulence is high. In
technological turbulent markets, the capabilitiessogiated with the development of

completely new products and investment in new teldgy are valued.
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Figure 55: Moderation of Technological Turbulence m the Product Development Explorative
Capabilities—Current Export Profit Performance Relationship
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Hi1pii Stated thaenvironmental turbulence moderatedy strengthening — thearket-related
explorative capabilities—current export profit pemmance relationship. With respect to
marketturbulence, the estimate of the moderation istpasand significantf{ = 0.14,p <
0.01). Considering the negative direct effect ofrketrelated explorative capabilities on

current export profit performance;diis not supported for market turbulence

Figure 56 shows that the negative link between staiddated explorative capabilities and
current export profit performance is enhanced ithwnarket turbulence. So, in turbulent
markets, dispersing efforts to search for new ntarkad to develop new relationships has an

enhanced negative effect on current export preiifggmance.
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Figure 56: Moderation of Market Turbulence in the Market-related Explorative Capabilities—Current
Export Profit Performance Relationship
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With respect tdechnologicalturbulence the estimate of the moderation is mgptificant (3 =

—-0.14, n.s.). Therefore,ihiiis not supported for technological turbulence

Hi1pii Stated thatenvironmental turbulence moderatesby strengthening — thproduct
development explorative capabilities—current expontirket effectiveness performance
relationship. With respect tmarketturbulence the estimate of the moderation is megaind

significant § = -0.29,p < 0.01). Being the moderation contrary to the exgecH 1piiiS not

supported for market turbulence
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The plot in figure 57 shows that, contrary to expgons, the positive link between product
development explorative capabilities and currergogexmarket effectiveness performance is
weaker in the presence of market turbulence. Thaderation occurs in both dimensions of

current export performance.

Figure 57: Moderation of Market Turbulence in the Product Development Explorative Capabilities—
Current Export Market Effectiveness Performance Rehtionship
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With respect totechnologicalturbulence, the estimate of the moderation is tpesiand

significant ¢ = 0.29,p < 0.01). Hence, Hyiiis supported for technological turbulence

Figure 58 shows that the product development eaplar capabilities—current export market
effectiveness performance positive link is strongben technological turbulence is high. As
predicted, in technological turbulent markets, #x@erimentation of new technologies and
investment in the development of completely newdpots is valued.
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Figure 58: Moderation of Technological Turbulence m the Product Development Explorative
Capabilities—Current Export Market Effectiveness Peformance Relationship
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Hi1piv Stated thaénvironmental turbulence moderatedy strengthening — thearket-related
explorative capabilities — current export markeieefiveness performancelationship. With
respect tamarketturbulence, the estimate of the moderation istpesand significantf{ =

0.19,p < 0.05). Because the moderation is contrary to dafieas, HipiyiS not supported for

market turbulence

Figure 59 shows that, contrary to expectations, rtbgative link between market-related
explorative capabilities and current export markiéctiveness performance is stronger in
markets characterized by high market turbulencés fifoderation occurs in both dimensions

of current export performance.
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Figure 59: Moderation of Market Turbulence in the Market-related Explorative Capabilities—Current
Export Market Effectiveness Performance Relationstp
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With respect totechnologicalturbulence the estimate of the moderation is megaand

significant ¢ = —0.36,p < 0.001). Therefore, Hyivis supported for technological turbulence

Figure 60 shows that the negative link between standdated explorative capabilities and
current export market effectiveness performanosaaker in markets characterized by high
technological turbulence. Hence, technological ulebce mitigates the negative effect that
the search for new markets and the developmenéwfrelationships would have on current

export market effectiveness performance.
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Figure 60: Moderation of Technological Turbulence m the Market-related Explorative Capabilities—
Current Export Market Effectiveness Performance Rehtionship
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Dynamic Capabilities in International Markets

SECTION 6. DISCUSSION AND CONCLUSION
6.1. MAIN FINDINGS

In this study, our fundamental premise was to obgagreater understanding of exploitative
and explorative capabilities. We were particularyerested in verifying their impact on
export performance. We were also interested in rataieding if export market orientation
had any role in endorsing dynamic capabilities m iaternational context. The results
demonstrate that, in international markets, expwantket orientation plays a role in promoting
dynamic capabilities. Further, results revealed thfferent dimensions of export market
orientation (customer orientation and competitoertation) have distinct effects on the
dynamic capabilities. Findings also demonstratgehhbhé any doubt that dynamic capabilities
affect export performance. What is more, the d#fé¢rdomains — product development and
market — of dynamic capabilities have different aofs on current and future export
performance. Finally, with respect to potential mw@dor effects of the relationship between
dynamic capabilities and export performance, intgfional coordination, market turbulence
and technological turbulence play a moderating. foleonclusion, our main findings are the
following:

1. Export customer orientation and export competitoerdgation have distinct effects on
dynamic capabilities. Particularly, competitor otition is significant only to exploitative
capabilities.

2. Exploitative capabilities of both domains — produ#velopment and market — are
foundations of explorative capabilities.

3. The influence of the two domains of explorative afaipties on current performance is
clearly different, as product development capaédishow a positive impact and market-
related capabilities a negative impact.

4. Unlike the initially hypothesized, exploitative edplities — specifically market-related
capabilities — may be positively related to futpegformance.

5. Interfunctional coordination has a moderating rbletween dynamic capabilities and
current performance but only regarding exploratiapabilities.

6. There is an obvious distinction in the moderatinte rof technological turbulence and
market turbulence. Whereas technological turbulemts as an enhancer of development
and taking advantage of new opportunities, markebuience destabilizes firm’s
operations.
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Dynamic Capabilities in International Markets

6.2. PosT-DATA COLLECTION INTERVIEWS

After the data collection and the model testing, performed ten additional in-depth
interviews with questionnaire respondents for add#l insights into dynamic capabilities in
an international context. The interviews, whichtiéasbetween 60 and 120 minutes, allowed
us to get a deeper understanding of our results.ifterviews were also transcript and their
data analyzed. The interview guide is on appendit.8

6.3. FINDINGS

6.3.1. Antecedents of Dynamic Capabilities

Adding to previous literature, this study evidencwd different domains of dynamic
capabilities — product development and market. Bebdevelopment capabilities entail the
improvement (exploitative capabilities) or the sbafor and experimentation with new
(explorative capabilities) technology and produdikarket-related capabilities refer to the
reinforcement of the firm’s presence and existatationships in current export markets
(exploitative capabilities) or the search for amy@opment of relationships in new markets
(explorative capabilities). Whereas the productedigyment domain has been demonstrated to
be crucial to dynamic capabilities and their influe on performance and innovation (e.qg.
Atuahene-Gima, 2005), when expanding the dynanpealgiéities concept to a new context —
exporting — other domains appear to be as impodsarhe product development one. In this
understudied context — in what reference to dynarapabilities — market-related capabilities
are equally seen a&lse competitive skills to take into account (e.g. Mamgt al, 2004; Piercy
et al, 1998).

The findings of this study indicate that the custorand competitor dimensions of export
market orientation have distinct effects on produgvelopment and market-related
exploitative and explorative capabilities. Exporamket orientation aims to generate and
disseminate external markets knowledge to creaséomer value and, hence, improve the

firm’s likelihood of success. Building on existditerature of dynamic capabilities, we have
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Dynamic Capabilities in International Markets

focused on the customer and competitor dimensidérmeasket orientation. We studied the
generation and dissemination of information abautent and future export customers and
competitors as an antecedent of dynamic capabilit@hilst export customer orientation
influences all dynamic capabilities, expoampetitororientation only has a positive influence
on exploitative capabilities. A possible explanatifor the findings related to competitor
orientation is provided in the work by Cadogan aontleagues (e.g. Cadogan al, 1999).
They state that, whereas the nature of the mankentation concept and construct is not
changed when considered in a new setting, suchkx@srteng, there are manifest problems
regarding the dvailability, accessibility and quality of exportformatiori (Cadoganet al,
1999: 690).

The export customer orientation role inproduct developmentapabilities was highly
supported in our interviews, which underlined thstomer-driven nature of their innovations
— even the more novel ones. Export customer otientaeflects the firm’s pursue of extant
information and understanding of their customeradapt to their needs and create superior
value.Product development exploitatieapabilities reflect existing product modificatsorit
appears that firms base their decision on which ifiwations and improvements to make
mainly on the customer information they obtain. Tines’ deeper understanding of current
export market conditions, particularly customerspves firms with the foundation to
cultivate existing processes and resources. Thisnsistent with previous literature that has
stated that the market — and especially the custemas a crucial role in new product
development and ultimately in firm’s performancedasuccess (e.g. Yli-Renko and
Janakiraman, 2008; Knudsen, 2007; Fa@mnsl, 2005; Bonner and Walker, 2004; Ernst,
2002; Cristiancet al, 2000; Soudeet al, 1997).

Market-relatedexploitativecapabilities represent the reinforcement of th@’s position and

relationships in existing markets. As expecteansimwith an export customer orientation have
more knowledge basis to reinforce their presenceralationships in such markets. firms use
their greater understanding of export customera mindation to deepen their relationships
and to penetrate its current markets more deepiys,Tthe role of customer orientation as a
foundation of exploitative capabilities was confadhfor the product developed domain and

tested — and established — for the market domairth&more, such an antecedent role was
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maintained even in a new context — exporting — twhbdngs external validity to previous

work (e.g. Atuahene-Gima, 2005) and opens up istieig research paths.

An exportcompetitororientation reflects attention to competitorsesyths and weaknesses,
as well as capabilities and strategies. Our finglisigow that this understanding of competitors
is related to the development @fploitativecapabilities. Firms take into account information
about export competitors to improve existing pradu@roduct development exploitative
capabilities), and may make some product modificetion the basis of what competitors are
currently doing or are planning to do. Similarlhetpresence in current markets and the
reinforcement of existing relationships in those rkets (narket-related exploitative
capabilities) is also affected by what the firm Wsoabout its competitors. Firms use their
understanding of export competitors to manage, empdn their current market positions.
With that knowledge, the firm can assess its coitipetposition in comparison to that of
competitors and thus more appropriately managepressence in export markets. In
conclusion, the role of export competitor orierttatas an antecedent was verified for product
development exploitative capabilities and validatéor market-related exploitative

capabilities.

With respect to the relative importance of theuafice of exportustomerand competitor
orientation onexploitative capabilities, the exportustomerdimension has a greater effect
than the exportcompetitor dimension onproduct developmenéxploitative capabilities,
whereas the exportompetitor orientation accounts for more than the expastomer
orientation in the development oharket-relatedexploitative capabilities. The former is
consistent with the perception of customer oriémtads the most essential part of a market
orientation, as it echoes the classic tenetstaying close to the customand putting the
customer at the top of the organizational ch@heoharakis and Hooley, 2008; Zheual,
2007). The latter suggests that while exploitingrent markets, firms should prioritize
competition information. This does not imply thatrfs do not take into account customers.
In fact, from both the findings and the preliminanyd post—data collection interviews, there
was a clear orientation towards export customerstheir day-to-day management or in
reinforcing their current market positions firmy tto be competitor oriented. They use
knowledge about competitors’ strengths and wealaseasd firms’ relative positions to those

competitors to better adapt to existing marketsaddition, firms’ awareness of competitors’
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strategic moves allows them to keep pace with coitigpe or be ahead of it in current

markets.

With respect to explorative capabilities anteceslewe found evidence only for the influence
of exportcustomerorientation. Information gathered about currend @otential customers
can open up opportunities for product innovationd o new, unexplored export markets.
Customer and competitor orientations (at a domésstiel) have been previously studied and
confirmed as antecedents of product developmenioixiive and explorative capabilities
(Atuahene-Gima, 2005). The role of expoctistomer orientation in enhancing the
development ofproduct development explorativaapabilities was highly supported in our
interviews. One senior export manager from the wohaandustry, with twenty years of
experience and a reputation as one of the bestusinéss, stated,Our technological
developmentgat the product and process levelsije either an idea that emerged internally
or, what occurs most of the times, is in response ¢ustomer need. Important customers that
have a long term relationship with us or reflecsignificant part of our production often
come to us saying they need a technological s@luto a specific problem and we try to
develop that solutianVe can say that 80% of our produfitaprovements or completely new
ones]are ‘customer-driven” Hence, even in a highly innovative industry (e/geira and

Romero, 2005), customers often trigger innovations.

In accordance with this, another senior managea glastics supplier for the automobile
industry explained thdtThe idea comes from the customer and then wedsaselop some
technical solutions way of doing, way of gettingedfect. In terms of new product/process
knowledge sources, either the customer defies woteomething or we do it internally,
inferring from another application or type of pratuWe always look for the hard/difficult
customers and the hardest projects. We may noeaotlyr have the knowledge to do but that
we have the basis capabilities and will look fodary to find the solutich Despite being
anecdotal evidence rooted in idiosyncratic expessnthe “customer as initiator” pattern

became clear.

Another CEO of a supplier to firms such as KrupsywBnta and Moulinex statedJsually
the customer brings the product idea; it cgrecify completely the product or simply say it
wants a product or a specific function and our fih@as to see how to dd'.ifThis manager
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continued: We learn with customers: a demanding customer awapresents a learning
opportunity and we are eager to learin the interviews performed, managers agreethen
importance attributed to the customer, above allnmarket elements. It was clear that
customers were vital in initializing the process inhovation and development — not in
providing the solution but in instigating the sdardhus, after being set off by customers,
firms develop dynamic capabilities and learn irt fhracess.

The antecedent role of expaustomerorientation ommarket-related explorativeapabilities
was likewise confirmed. The capture and dissenonatf current and potential export
customers’ information allows firms to discover newarkets and new opportunities. The
importance of entering new markets was particulaighlighted in the time period of our
data. The data were collected during a time ofi@adr instability in which firms were facing

a global economic and financial crisis. Alreadyidgrthe presurvey interviews (end of 2008)
managers revealed that they were at risk prosgeotimew markets, such as Russia or even
Algeria, because of two coinciding situations: Eesalrop in existing markets and the sales
potential of emerging markets. The sales decreasmuirent markets is related to (1) the
customers’ business volume decreasing for techia@b@r globalization reasons, (2) the
worldwide financial crisis and (3) the emergingeidrand increasing quality of offerings from
Chinese manufacturers. One mould manager with auotist export experience explained
that, ‘In the old days, Chinese products were of lowerdiguand in moulds they promised
deadlines that were impossible to accomplish, stotners tried to trade with those firms but
came back (...) Nowadays, even our long term cus®mex moving their orders East,
because Chinese firms have learned to do good tguploducts and have Government
subsidies to expdrt Another export manager of a firm that producdasfics for the
automobile industry summed it upRight now the trend is ‘go Asia”The other route
considered are emerging markets, markets that fimagiously did not consider because of
their less developed status, social and econonmstdbility or cultural closeness. Some trade

associations have organized and supported progpaigsions to such countries.

Another export manager, from the equipment buildimdustry, mentioned, Ten years ago
ICEP [a government agencygrganized a mission in Algeria and only our firmdaa couple
of others were interested (...) Now we have hundmddirms trying to go there
Nevertheless, customers are the main concernrmtfin market-discovery activities. When

searching for new markets or market opportunities)s seem to provide full attention to
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information and knowledge about customers. In amioh, the study confirmed the
previously observed antecedent role of firm’s cosp orientation on product development
explorative capabilities and has pioneered thedatibn of the relationship between export

customer orientation and market-related exploratajgabilities.

Previous studies findings have revealed thatoanpetitor orientation had a significant
relationship withexplorativecapabilities (e.g. Atuahene-Gima, 2005), althomigimpact was
consistently lower than customer orientation. regéngly, in our study, competitor
orientation was not related to explorative captiegdi A plausible line of explanation for this
finding may be related to the exporting contexthef study. What we have found is that when
current products or current markets are taken adcount, managers identify their main
competitors and use the information gathered altbeitn to expand the firm’s internal
capabilities. Yet, when entering unknown territerig becomes more difficult to gather and
use that information, mainly because of the difficun identifying the exact competitors.
This problem is particularly evident in an inteioagl setting, which is inherently more
complex and dynamic. This situation is consisteitth Whe alerts presented in previous export
research (e.g. Cadoganhal, 1999). In fact, in the interviews we developégrathe survey,
export managers disclosed that, in their intermafi@ctivities, they often were not well aware
of who their competitors were. This was especitile for the development of completely
new products, in which firms enter new technololgazaas and in the discovery and move to
new markets, which firms were largely ignorant abdtor instance, whereas interviewed
managers mentioned that Chinese manufacturers geemeng ground, they were not able to
specify individual competitor firms. Hence, evemugh our hypothesized relationship was
not supported, there are arguments in the intenmatimarketing and business literature that

elucidate why this occurs.

In developing completely new products or in searghfor new markets and innovative
opportunities, managers have to detach themsetoes dompetitors’ information. This is to
say not that they should ignore information aboaoinpetition but that other sources of
information may be more valuable. Existent literathas suggested that firms be aware of the
export environment evolution (e.g. technology, tagan, politics, economy) (e.g. Cadogan
et al, 1999), be innovation oriented (e.g. Simpsein al, 2006) or collaborate with
universities and research institutes (e.g. Knud2e@y; Faemst al, 2005). For instance, one

export manager in the plastic industry saitlye‘ are now developing a completely new
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product with the technological assistance of oup@iers and a research institute. The

original instigator was an alteration in the Frenckgulation prohibiting glass cups in bars

In conclusion, this study sheds a new light on @ahéecedents of dynamic capabilities in
international markets. An understanding of curgend potential customers not only can result
in the development of improved products — in faciny innovations are customer driven —
and strengthen a firm’s presence in its currentketarbut also can uncover opportunities in
technology, products and markets. An export cortgretdrientation only enhances the
development of exploitative capabilities. It seetiat the difficult identification of export
competitors limits its influence on the searchdad application of new technologies and the
development of completely new products, as welbmghe search for and development of

relationships in new markets.

6.3.2. Outcomes of Dynamic Capabilities

The results not only corroborate the link betweeadpct development exploitative and
explorative capabilities (Yalcinkayet al. 2007) but also extend it to the market domaire Th
foundational role of exploitative capabilities ixpéorative capabilities is confirmed. Just like
the accumulation of knowledge about existing tetbgies helps firms deal with new
technology-specific knowledge, and a firm’s knovgedabout its existing export markets
enhances its ability to learn and deploy knowlettgaew markets. Exploitative capabilities
provide the accumulation of knowledge that sengebasis for leaping into new areas such as
new product functionalities, new product developtmen new markets and for achieving

long-term viability.

Existing firm competencies provide the necessargogiiive capacity for developing new
competencies (Danneels, 2002). Therefore, currentipetencies are leverage points for
adding new competencies. What the firm learns bgraipg existent technologies and by
accumulating such knowledge will help it deal witbw technology-specific knowledge.
Moreover, if the firm has invested in trying to @mstand its current products and how to

improve them or introduce new features or functiahen it will be more open to new
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product-related knowledge. By analogy, people wlaa tpreviously worked with and

experienced telephones had accumulated knowleddenthde it easier for them to accept
mobile phones. Similarly, the firm’s presence amduaulated knowledge about current
markets and the reinforcement of its current refeghips can help in considering new

markets.

Working with a market can enhance the firm’s cajyaim learn and to deploy the skills and
knowledge learned from that market to new markete knowledge of market specificities,
such as cultural factors or accepted businessipeactcan be used as a basis for exploring
new but similar markets. In the interviews, an expoanager stated that he wagtudying
expanding to other Central America countfiesecause he had good experience with
businesses in the Dominican Republic. Another exp@nager said the firm was searching
for “new groups of customers but with similar needshiclwwe can apply the products and
the knowledge we already hdvé&ven when planning to explore dissimilar markdisns
can use the knowledge obtained from current marketsinderstand how to introduce
themselves and adapt to new markets. In suppaohisgfanother export manager said the firm
was taking advantage of its technical knowled@®ry our current customers’ industry
[automobile]and try to apply it to new segments and industnesnely pharmaceuticdls

Exploitative capabilities provide a regular capitdlow (Garciaet al, 2003), which is crucial
to for the high investments required both to depetompletely new products and to move
into new markets and industries. Incremental modifons in existing products and ongoing
management of current technologies save both timet money. They do not require
substantial reserves and allow making the moshefitm’s existing investments. Regarding
market-related exploitative capabilities, it is rhueasier and cost-effective to reinforce an
existent relationship or presence in a current Btatkan to build new relationships or
markets (Heskett, Sasser and Schlesinger, 20083s&elling to existing markets and clients
requires less time and effort, which can free upraion, time and capital to search for new
markets. These findings provide new insights i@ telationship between exploitation and

exploration capabilities.

In addition, disentangling the effects of exploitatand explorative capabilities on current

and future export performance is another freshirigdh the field. To our knowledge, this is
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the first empirical study to test those effects.efevthough March (1991) theoretically

discussed the potential distinct effects of expltih and exploration on different periods of
performance (current or short-term versus a past@eriod or long-term), those effects had
not yet been empirically tested. We examined thwedormance outcomes of dynamic

capabilities: the current export profit performantdee current export market effectiveness
performance and the future export performance. Therent performance outcomes

represented the firm’s export profitability and erpoperations growth, respectively, whereas
the future performance outcome captured managepgoted future results. We found unique
outcomes for each capability. Exploitative cap#éibdi have a positive impact on current
export profit performance, and market-related exalive capabilities have a positive impact
on current export market effectiveness performaaroe future export performance. Product
development explorative capabilities have a pasitimpact on current export market

effectiveness performance and future export perdmce, whereas market-related explorative
capabilities have a negative impact on current gxpeErformance.

The influence of both domains — product developmantl market — of exploitative
capabilities orcurrent export profit performancehat is, a positive impact, was as expected,
because the exploitation is related to refinemadtimprovement (March, 2006, 1996, 1991),
and to control and conformance to specificationsad and Gryna, 1988; Deming, 1981).
Product development exploitative capabilities regjuower investments because of their
inherently small modifications. Market-related eotftive capabilities, that is, the deepening
of information acquisition and the reinforcementendsting relationships, need only slight
nourishing to allow for capitalization. The firm refits from the contact it already has with
the market and its knowledge of market specifisitién conclusion, the exploitative
capabilities’ positive, immediate and foreseeabtems explain the positive effect on current
profit performance. With respect to the effectivenedimension of current export
performance, market-related exploitative capabsitpositive influence was also as expected.
Because of the previous contact between the firoh the market, the effort required to
enhance market performance is much less relativéhéoreturns expected. Hence, the
previously theoretically stated relationship betwesaploitation and current performance has
been empirically tested and established. Spedyicahd in accordance with recent studies,
market-related capabilities have a direct relatigmsvith performance (Morgaet al,, 2009a;
Morganet al, 2009b; Ramaswaret al, 2009).

142



Dynamic Capabilities in International Markets

One surprising finding from our study was that loé tpositive influence of market-related
exploitative capabilities orfuture export performancePrevious literature has posited a
potential negative effect of exploitative capakeht on a firm's future export performance
(e.g. March, 1991). The positive effect of markaated exploitative capabilities on

anticipated performance was, hence, an unexpeutdohd. In our in-depth interviews with

international managers, we found a possible exptamdor this finding. Their insights

allowed us to consider an analogy between markateck exploitative capabilities and

relationship marketing as a way to explain thattr@ngithened presence or relationship
improves future performance. Market-related exptoie capabilities are, according to our
conceptualization, the reinforcement of a firm'sg@nce in existing markets and current
relationships. Relationship marketing concerns libding, maintaining and deepening of
relationships with other firms, which is expectedhave long-term effects (e.g. Palmatier,
Dant, Grewal and Evans, 2006). The research rethdh, is consistent with the idea that
firms strengthen existing relationships (and deepbenr presence in current markets) to
obtain constant positive effects. Thus, contraryexastent beliefs, exploitative capabilities

may have a positive influence on future performance

The positive impact of product development explaeatapabilities in current export market
effectiveness performance is explained by the 8rminovative and creative activities
(Yalcinkaya et al, 2007) and the subsequent renewal of its proddetaintage. Previous
studies have stated that exploration might be #fede.g. Auh and Menguc, 2005). In
changing environments such as the international fimas should develop new products to
adapt to new opportunities (Karim and Mitchell, @DQevitt and March, 1988). In doing so,
firms avoid technological obsolescence and obtaifiopmance benefits (Lewiet al, 1999).
The negative impact of market-related exploratiapabilities in both dimensions — profit and
market effectiveness — with respect to current experformance is in consonance with
explorative capabilities’ need for high investmewith uncertain returns (e.g. Teece, 2007).
If the firm opts to look for new markets and deyet®w relationships with channel members,
it needs to develop extensive efforts to do so. fHmeous phrasé costs about five times
more to attract a new customer than to retain aisteyg one(Heskettet al, 2002) is a clear

indication of this.
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The positive impact of product development explaeatapabilities’ on future performance is
in conformity with previous theoretical work (elglarch, 1991). March (1991) noted that
long-run market intelligence depends on sustairangeasonable level of exploration. The
continuous development of a firm’s existing offgyidrives the firm to expand into new areas.
It pushes the firm to pursue learning and developraad to avoid focusing only on the near
future. Explorative capabilities are associatedhwigsues such as risk taking, radical
innovation or disinnovation and discovery. Thesents typically address the needs of
emerging customers and offer substantial new bisne&di customers (Chandy and Tellis,
1998). As a consequence, they open up new busippsstunities for the firm and contribute
to a firm’s future viability. In fact, examining @oss-section of firms, firms that emphasize
exploration exhibit greater performance disperdiwem do firms that prioritize exploitation
(Ozsomer and Genctiirk, 2003).

6.3.3. The Roles of Interfunctional Coordination and Environmental Turbulence

Interfunctional coordination and environmental témnce (technological and market) were
tested as moderators of the relationship betweerardic capabilities and performance.
Interfunctional coordination is an internal factarhereas environmental turbulence — both

technological and market — is an external factor.

The importance ofinternal coordination mechanisms as enablers of the conversion of
dynamic capabilities into performance was eviderineohly one situation: the translation of
the explorative capabilities into performance. Cfurdings reveal that interfunctional
coordination moderator has a nonsignificant eftecexploitative capabilities. This probably
is related to the easiness of understanding ananeoncation of the small changes related to
exploitative capabilities. Since the deviation afolwvledge from current knowledge is not
substantial, functional units already are commamigerstood; therefore, fewer conflicts and
misunderstandings will arise. As such, there isneed to make a deliberate effort toward

interfunctional coordination. It is expected to pap naturally.

Interfunctional coordination appears to strengthére relationship between product
development explorative capabilities and currergoeixprofit performance as well as the
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relationship between product development explogatoapabilities and exporiarket
effectiveness performancBroduct development explorative capabilities r@lated to new
technology, the development of new products andirdpavith new knowledge. Hence,
explorative capabilities drive the firm off of itsurrent product and technological path. It
appears that the success of this deviation, at iedbe short run, is dependent on the firm’s
ability to coordinate its functions. Because themk-taking, experimental capabilities
generate new, unsettled knowledge, it is esseatinbve a good coordination mechanism to
ensure their capture and transformation into valgesasing outcomes that affect
performance. These capabilities are associated pathbreaking improvisation, autonomy
and chaos, and with emerging technologies. So bertefit from this increased flexibility and

novelty, the firm must ensure efficient coordinatmf distinct functional units.

In our findings, there is also support for the nratien of interfunctional coordination on the
relationship between market-related explorative abdjties and current export profit
performance. In the influence on current exporfipperformance, the moderation weakens a
negative relationship. That is, even though mar&ktted explorative capabilities negatively
influence current export profit performance, thaluence is mitigated if the firm has a
knowledge integration mechanism, such as interfanat coordination. The disorientation
that may arise in the exploration of new marketa te alleviated with the efficient
combination of the distinct functional insights.devthough there may be a tendency toward
dispersion and confusion in considering unknown keig; the coordination will reduce

possible conflicts and promote trust and commitnaenbng the functional units.

Our study evidenced the role ehvironmental turbulencas a moderator of the dynamic
capabilities—performance relationship. Howeverydheere substantial differences between
market and technological turbulence. As recentam$ehas suggested, market uncertainty
“mayhinder firms’ ability to forecast customer dem&nand technological turbulencernay
offer opportunities to develop and commercializetiggeneration products with superior
benefits (Harmanciogluet al, 2010: 41).

Technological turbulence seems to have an enhamoelrating role in that it gives firms
incentives to invest in and evolve with the markeénce, when considering exploitative

capabilities, these will be less valued in higlbtuent markets and the effect on performance
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will be weakened. Explorative capabilities are mongortant in highly turbulent markets;
therefore, they have a stronger effect on perfon@amhese findings are according to
arguments in previous literature that, with intetgdulence, firms will have to adapt by
engaging in exploration (e.g. Zahra and Covin, }9%9%e frequent changes in product and
technological conditions represent higher rateprofluct obsolescence (Tr@t al, 2008)
and pressure firms to be innovative and explorgivang and Li, 2008).

In contrast to our straightforward prediction thadrket turbulence would evidence the same
moderating effect of technological turbulence, thaationships between exploitative
capabilities and performance are strengthened hadrdlationships between explorative
capabilities and performance are weakened. In amagythis striking finding, we found a
possible explanation: market turbulence reflectsidramarket changes that firms might
perceive as hostile and stressful (Atuahene-Gii@5R In highly uncertain markets, firms
face difficulties in figuring out the market. Asrasult, customer definition and translation
into product specification become more complex emalenging (Carbonell and Rodriguez,
2006). The increased chances of making the wrorgsides diminishes the value of
substantial changes (exploration) in performancatikbnda and Montoya-Weiss, 2001).
Specifically, respondent firms were facing changmgrket conditions aggravated by the
world crisis, which further destabilized them. Gagorting manager of the mould industry
stated, There is a lot of dynamism and volatility now anel ave trying to cope with it the
best way we can. We are a bit clueless about thikehaow, because what is true on one day
isn’t true on the nekt

In the relationship between product developmentaitgtive capabilities and current export
performance, market and technological turbulen@e® Wistinct moderating effects. Market
turbulence enhances the positive effect of prodigstelopment exploitative capabilities on
current export profit performance. Likewise, it anhes the positive effect of product
development exploitative capabilities on currenpax market effectiveness performance.
This finding is contrary to our initial suppositiowhich stated that stable markets would
value exploitative capabilities more and turbulemiarkets would value explorative

capabilities more. In a scenario of frequent chanigecustomers’ preferences and habits,
firms can still develop incremental improvementgheir current products and benefit from
this option by lowering the chances of making threrng choices. In contrast, technological

turbulence weakens the positive effect of produmtetbpment exploitative capabilities on
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current export profit performance. There is alsov@akening moderating effect in the
relationship between product development expleatiapabilities and current export market
effectiveness performance. As hypothesized, inneldygical turbulent markets, technology
advances are rapid and there is a need to evolvetin@ market. The product development
exploitative capabilities represent only minor atijnents or modifications to current products
and technologies. As a result, competition easifpasses the firm.

In the relationship between market-related expliogacapabilities and current export profit
performance, market turbulence weakens the rektipn whereas technological turbulence
enhances it. Technological turbulence also stramgtlthe positive effect of market-related
exploitative capabilities on current export markéectiveness performance. Market-related
exploitative capabilities involve reinforcing tharnf’'s current market presence and
relationships. If the market is turbulent, custosnehange their preferences and habits;
therefore, it becomes harder for the firm to peatetrdeeper and to deepen market
relationships. With technological turbulence, thare constant changes in technology. A
stronger presence and stronger relationship withenticustomers may allow firms to more

closely keep up with the market and even assisboess.

The presence of market turbulence appears to ntedéra relationship between product
development explorative capabilities and curremtogikxperformance. The moderation effect,
in this case, is a weakening effect. The existeiamarket turbulence brings instability into
the market and affects the relationship betweercdipabilities of developing completely new
products and performance outcomes. Hence, in tenbwharkets, the positive impact of new
product development and the use of new technologyndt fully convert to market

effectiveness. The instability of the market représ an obstacle to the translation of

capabilities into firm performance.

Findings support the moderating role of technolalgitirbulence’s on the relationship of
explorative capabilities with current export perf@nce. In particular, it enhances the
importance of explorative capabilities, as expecléw existence of technological turbulence
appears to instigate firms to keep up with the mtarke aware of the latest technologies and
invest in new product development. Technologicabuience promotes constant changes in
technology by the firm and strengthens the impéctexplorative product development

capabilities in both dimensions of current exporerfprmance (profit and market
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effectiveness). Thus, in technologically turbulemrkets, the firm’s success relies more on
generating new product development knowledge (Oesoand Genctiirk, 2003). The
moderator influence is greater in the relationsloip explorative capabilities on the
effectiveness performance dimension. That is, thnsity of technological volatility
significantly increases the positive impact of proddevelopment explorative capabilities on
the firm’s achievement of its performance goals.

The findings show a positive effect of market tuemee on the relationship between market-
related explorative capabilities and current experformance. That is, when firms operate in
unstable markets, the negative influence of mamdeted explorative capabilities on firm

export performance is enhanced. This is consistghtthe argument that market turbulence,
rather than creating motivation to evolve with nesk brings in instability that acts as an

obstacle to superior performance.

The findings also showed a significant, negativg@ant of technological turbulence on the
relationship between market-related explorativeabdjiies and current export performance.
That is, when firms operate in highly unstable textbgical markets, the influence of market-
related explorative capabilities on firm exportfpemance is weakened. This is particularly
interesting in the relationship of market-relateglerative capabilities and current export

effectiveness, which — though not significant -régative. This might mean that the possible
negative effect of exploring new markets on firmpest performance is restrained in

technological turbulent environments.

6.4. THEORETICAL |MPLICATIONS

Dynamic capabilities have been presented as crtaniadapting to and dealing with firm’s
changing marketplaces, especially to firms witkeinational activities. Even though scholars
understand dynamic capabilities as particularhevaht to performance and competitive
advantage, we are far from fully understandingrthelie in exporting activities. This study
examines the role of both product development amarket-related exploitative and
explorative capabilities, their export market otaion antecedent and their consequences on

current and future export performance.
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This study’s main theoretical contributions are. $tist, our qualitative data and statistical
analysis allows us to confirm previous claims #gblorative and exploitative capabilities are
conceptually different. Adding to previous workgeYalcinkayaet al, 2007), this study

confirms the existence of dynamic capabilities dhdir constitution — exploitative and
explorative. Hence, the study contributes to theadyic capabilities literature and the

organizational learning literature.

Second, this study brings an original perspective faesh approach to research on dynamic
capabilities by emphasizing the role of markettezlacapabilities and product development
ones. Previous studies have focused on technoladypeoduct development capabilities,

disregarding other possible capability domains. éyheless, there was a call to consider
additional capability domains (Uotilet al, 2009). Through the integration of different but
intertwined literatures — organizational learnindynamic capabilities and international

marketing and business — we extended previous res@ad made contributions to these

areas by including market-related exploitative erplorative capabilities.

Third, the empirical consideration of two domaingreduct development and market — of
explorative capabilities has been demonstratedate Isubstantial theoretical implications.
Existent literature presented contradictory argusieto the explorative capabilities—
performance relationship. The extrication of dorsagnlightened this discussion, suggesting
that different domains of capabilities may havetides effects on performance. Product
development explorative capabilities have a pasitiglationship with performance, which
supports those authors who have underscored thibifliy that exploration provides (e.qg.
Yalcinkayaet al, 2007). In contrast, market-related exploratiapabilities have a negative
impact, which supports those authors who pointetthédess certain and more remote nature

of explorative returns (e.g. Teece, 2007).

Fourth, this is the first study to disentangle therent and future performance outcomes of
dynamic capabilities. Moreover, it is the first dngal test of the relationship between
dynamic capabilities and future performance. Theidoal testing of effects on these distinct
periods of time of performance evidenced rich thgocal implications. Specifically, the
surprising positive effect of market-related exfadtve capabilities on future performance has
importance in two research areas: dynamic capaiiliand relationship marketing. By

widening the included capabilities domains to mgrites study was able to shed a fresh light
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on relationships between dynamic capabilities amdopmance outcomes. In contrast to the
original theoretical assumptions, exploitative daliges may have a positive influence on
future performance. The also provides supportréationship marketing in a time when
some opposing voices are calling attention to thek side of close relationships (e.g.
Anderson and Jap, 2005).

Fifth, because internationalization is among thestmatal factors determining firm success
today (e.g. Golder, 2000), we tested the reseamtieinn the exporting context. Doing so
allowed the extension of the consideration of ekpaarket orientation as an antecedent of
dynamic capabilities and the addition of knowletlyseveral literatures, such as the dynamic
capabilities literature. Even though the antecedel® of export customer orientation was
confirmed, that did not happen for export competiigentation, which failed to significantly
influence explorative capabilities. In an interpafil context, the importance of competition
as the instigator of firm’s development of a exptore capabilities is mitigated. Other
environmental elements in such a complex setting Imamore significant in motivating than

development.

Finally, this study has taken a contingency apgrdag considering potential internal and
external moderators. The moderators’ hypotheses sifnificant theoretical insights to both
organizational learning, dynamic capabilities amderinational marketing and business
literatures. The moderator role of interfunctionabrdination had been tested in a domestic
environment and in the relationship between proddetelopment exploitative and
explorative capabilities and product innovationfpenance. In an exporting environment,
coordination is important for translating explovati capabilities to current performance.
These capabilities involve more substantial changed the potential confusion seems to be
mitigated by stronger coordination among functio&svironmental turbulence is often
assumed to be a control variable. However, consigedynamic capabilities and their
increased importance in dynamic environments, vavige an understudied perspective of
turbulence as a potential moderator. Moreover, fjuding two types of turbulence —
technological and market — the insights providehier appeal, as the distinct turbulences

have different moderation roles.
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6.5. MANAGERIAL |MPLICATIONS

The model presented here may help managers una@rsta relationships operating in the
complex export-marketing phenomenon and enhange rtiegketing expertise. Particularly,

this study has seven implications that providetstyia guidance to management. First, the
study highlights the existence of two types of dwita capabilities — exploitative and

explorative — that managers can develop to adaptvtving markets and to face the
international dynamism and complexity. It providemanagers with an extended
understanding of exploitative capabilities, whichpresent an incremental evolution of
existing capabilities, and explorative capabilitieghich involve substantial changes and

diversion from the firm’s current activities.

Second, this study refers to two important domainsapabilities that are key in international
business and marketing. Product development andketeglated capabilities are two
instruments that managers must take into accourgnwplanning and managing export
operations. Specifically, managers can cope withadyic markets in four ways: (1) by
implementing modifications in existent products) k¥ reinforcing the firm’s presence and
relationships in current markets, (3) by applyimgnpletely new technology and developing
completely new products, and (4) by searching fod developing relationships in new

markets.

Third, the results indicate that firms are likety improve their export performance if they
combine exploitative and explorative capabilitids.first glance, it may seem contradictory
to simultaneously be exploitative and explorative for instance, product development.
Nonetheless, dealing with different domains mayigate the potential tensions of pursuing
these capabilities. In fact, our findings suggdsit tmanagers, when developing their
exporting strategies, should balance product deveémt and export market management.
Furthermore, exploitative capabilities are valuaimetheir own and in providing a foundation
for riskier activities, such as explorative capiies. What the firm learns from developing
these capabilities is a foundation to future leagniThis means that the knowledge the firm
accumulates in managing existent technologies amtkrstanding how to improve current
products will help it capture and implement new htemlogical and product-related
knowledge. In the same way, the knowledge the fgam from its presence in current
markets and the information gathered in those ntaudan facilitate its move to new markets.
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The firm can either use the knowledge of marketcifiggies to move to new but similar
markets, or it can use the knowledge obtained fifeermarket to understand how to introduce

itself and adapt to new markets.

Fourth, we have provided a deeper understandindyoémic capabilitieper seand have
advanced work on how firms build such capabilitidsxport managers are encouraged to
develop export customer and competitor orientattorabtain knowledge to develop dynamic
capabilities. When the firm is planning to developrovements in its current technology or
modifications in its current products, then exponanagers must bring in customer
knowledge. Similarly, when the aim is to exploitrreint markets, export managers should
take into account competition. When the goal isetder new technological or market
territories, managers can count on current andnpiatecustomers’ knowledge but not on
information from competitors. It might be more udefo check information about other

international environmental elements, such asipslieconomics or regulations.

Fifth, the findings help export managers understaoa to develop each type of capability
and how their nature can affect the firm’s curramd future export performance. Particularly,
juggling product development and market-related atiyic capabilities is crucial to
maintaining current performance without hinderingtufe viability. There is a high
motivation for export managers to develop produetvelbpment and market-related
exploitative capabilities to secure current perfanee, that is, to focus on introducing small
changes in current products and technologies tdatiap on the investments made and to
reinforce the firm’s presence in its current maskdéh addition, managers are encouraged to
deepen the firm’s existing relationships and presen current markets. Instead of dispersing
to different, new and unknown markets, they shquag attention to better understanding
their existing markets. This tactic appears to haostive outcomes in the present and for the
near future. The investment in developing new pectgllalso demonstrated to pledge the

future through a positive impact on future perfonce

Sixth, we must draw attention to the divergent @feof product development and market-
related explorative capabilities on current perfance. The study suggests that, when firms
feel pressure to invest in more explorative caji#ssl product development explorative

capabilities are more effective in export perforcern contrast, the search for and entry into

new markets as well as the development of new basirelationships have a clear negative
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impact on present performance. The money and tifiogte along with the elevated risk
associated with market-related explorative cap#sli make them less desirable than product
development ones. To allow the firm not to misseptally valuable opportunities and to
prevent the firm from becoming obsolete, managérsxporting firms should invest in the
development of completely new products and theothiction of new technology. Even
though it may seem that it consumes too much offith@s savings, these novelties have

positive effects on the firm’s achieving currenatgpowhilst providing for the future.

Finally, this study called managers attention tecHr circumstances that may enhance or
reduce the effect of dynamic capabilities on curmexport performance. Managers should
invest in interfunctional coordination to betterarislate explorative capabilities into

performance. Similarly, there are implications tetato the moderating role of environmental
turbulence. These implications are important to agens when developing the firm’s strategy
in distinct export markets. For instance, if thenfioperates in export markets characterized
by technological turbulence, managers should desliceore time and resources to product
development explorative capabilities. If the firrgrkets are highly turbulent with respect to
customer preferences and habits, they should inwestss significant changes so as to

minimize the consequences of potential errors.

6.6. MAIN LIMITATIONS AND SUGGESTIONS FOR FURTHER RESEARCH

Although this study provides new insights into dyma capabilities that drive export
performance, as with prior research, it is subjeclimitations. The first limitation of this
research is that it was conducted in the contextao$pecific type of firms, export
manufacturers. Therefore, generalization beyond s$henple frame cannot be made.
Replication of this research in other settings walgst the external validity of the present
findings. Future research can apply our model teeotypes of firms. For instance, it can
compare the development of dynamic capabilitieexgforters in international markets to
those of foreign-owned firms, joint ventures, andn$ formed with foreign direct
investments. In addition, a focus on distributorstéad of manufacturers would highlight the

importance of market-related capabilities.
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In addition, it could be argued that certain ingignal or industrial environments call for
different capabilities or export performance eletaerligh-tech markets are characterized by
complexity, instability, intensity and uncertaintglative to low-tech markets (Trost al,
2008). More specifically, high-technology firms éaigher rates of product obsolescence and
more intense competition, and they invest more &DRhan do low-tech firms. In the same
way, highly intensive knowledge industries (e.giptédchnology, pharmaceuticals) may
benefit from a slightly greater focus on explorati@activities, whereas low-intensity
knowledge industries (e.g., publishing, food, tiaweay benefit more from a slightly greater
focus on exploitation activities (Garad al, 2003). Product development capabilities may be
more important in high-technology industries thatow-technology industries.

Third, the cross-sectional research design empldyads our ability to make causal
inferences. Although the results of this study catie that dynamic capabilities influence
export performance, we cannot establish causalibus, longitudinal data on the study

constructs will offer further insights into the dymic capabilities—export performance link.

Fourth, a natural extension of this study is tolude other relevant variables, in both
antecedent, main focus, outcome and moderator. rdleshave constrained this study to a
single — though bidimensional — antecedent, expairiket orientation. Other antecedents can
be studied. Building on the RBV, specific firm rasces, such as human resources or
physical resources, can be considered as a basapabilities. For instance, limited resources
(e.g., burnout, turnover, percentage of young exggsto seasoned employees) (Gagtial,
2003) may affect a firm’s choice of developing explive versus exploitative capabilities. In
addition, other strategic orientations can alsaonickided. Innovation orientation, that is, the
firm’s “openness to the innovatibr(Zaltman et al, 1973: 64) is a relevant strategic
orientation to take into account involves the implementation of new ideas, praduor
processes in a firm. Hence, an innovative firm illig to consider adopting or pursuing

innovation (Hurley and Hult, 1998) and value exptore capabilities.

With respect to dynamic capabilities, we considesely two domains, product development

and market, in our research. It can be argued dhlatoader range of domains should be
included in the study of export performance. Treeaech can be opened up to other domains,
such as process development or marketing capeabil@uch work can probe more deeply into

the essence of export performance and produceitsefteftheorists and practitioners alike.
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Another limitation lies in the outcome chosen te thsearch. Even though distinct elements
of performance, namely current profit, current efifeeness and future performance, were
involved, others can be considered. Product innowaperformance and success in
adaptability are possible research avenues. Irtiaddanticipated performance is a subjective
measure that is used aspaoxy for future performance. Hence, it reflects mansger
perceptions and expectations. Although previousaieh has demonstrated the acceptability
of perceptual performance measures (e.g. GatigndriXaereb, 1997), social desirability may
be a concern for such perceptual performance mesagtire mean is 5.14 to current export
profit, 4.91 to current export effectiveness antb4o future export performance out of 7; see
Table 6). Performance measures or objective fimdrdata collected some years after may
help clarify this situation. Archival performancesasures such as financial reports, customer
satisfaction tracking studies and industry analysfsorts would be helpful for validating the
model.

Even though we followed an antecedent-central kbetautcome framework, our main
concern was the development of dynamic capabildied their translation to performance.
So, in including moderating effects, we focusedtloa relationship dynamic capabilities—
export performance. Amongst the variables that werential moderators, we chose only
two, interfunctional coordination and environmertabulence. Future studies can follow two
interesting paths: (1) moderators of the relatigndletween export market orientation and
dynamic capabilities and (2) additional moderatofsthe relationship between dynamic
capabilities and export performance. For the fipsith, we propose interfunctional
coordination and firm’s age. Interfunctional comtion is the element of information
integration of market orientation. So, informatigathered and disseminated through the
customer and competitor orientations is of bett 10 firms if they possess this integration
element (Atuahene-Gima, 2005). Firm age may alsa im@derator, although the direction of
its effect is not clear. Younger firms suffer frahe liability of newness. Because they have
less knowledge about markets and customers, they engage in inefficient practices
(Ramaswamiet al, 2009). Older firms are expected to have an emygeéndustry-specific
knowledge and specialized knowledge of the produorcttechnologies or accumulated
goodwill with customers and/or suppliers. In thet tef additional moderators of the dynamic
capabilities-export performance relationship, cottige intensity may be included to

examine its role in moderating product developnasttt market-related dynamic capabilities
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and export performance. Interfunctional coordimatian informal knowledge integration
mechanism, was used in our study as moderatorrd-teégearchers may compare the relative
importance of informal and formal knowledge intdgma mechanisms (De Luca and
Atuahene-Gima, 2007). Besides studying internalrdioating activities, researchers may
incorporate cross-border coordination, which habe a top concern for managers of firms
involved in international expansion (Zhaegal, 2008; Bello and Gilliland, 1997).

6.7. CONCLUSION

Our research aimed to identify the role of expodrket orientation as an antecedent of
different dynamic capabilities in international ks and to identify the impact of dynamic
capabilities on distinct elements of firm exportfpemance. We also analyzed two potential
moderators of the dynamic capabilities—performaetationship: interfunctional coordination

and environmental turbulence. We tested two domaindynamic capabilities — product

development and market — and used a specific conéeporting. The antecedent role of
export market orientation was confirmed with aneptmon: export competitor orientation

does not promote explorative capabilities. Furthmem product development and market-
related dynamic capabilities have different impaxiscurrent and future export performance.
Exploitative capabilities have a positive impact @nrent export performance and market-
related exploitative capabilities are also poslyiveelated to future export performance.
Product development explorative capabilities havpoaitive impact on both current and
future export performance. Market-related exploetapabilities have a negative impact on
current export performance. The tested moderatansfirmed their moderating role.

Interfunctional coordination moderates — by straeging the relationship — the link between
explorative capabilities and current export perfance. Market and technological turbulence
moderate the relationship between dynamic cap@siliand current export performance,
though in a different direction. Whereas markebtlence enhances the effect of exploitative
capabilities and diminishes the effect of explmaticapabiliies on current export

performance, technological turbulence does the sipgolt appears that market turbulence
acts as source of instability and uncertainty thegatens firm’s operations, but technological

turbulence acts as a motivator of progress andstnvent in new operation paths.
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Overall, this study is but the first step towarledter understanding of the impact of product
development and market-related exploitative andlcgapve capabilities on performance
under the dynamic capabilities and exporting perspes. The results of this study provide a
strong theoretical and empirical foundation for akyric capabilities and their distinct current
and future performance outcomes. The dynamic chipadifield is still recent, and
researchers are striving to broaden and deepemurtterstanding of the role of dynamic
capabilities in international markets. It is hotldt this study will encourage further research
on the important issue of dynamic capabilities ppdormance. Thus, continued theoretical

and empirical research along these lines is soraiyged.
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SECTION 8. APPENDICES
8.1. INTERVIEW GUIDE OF INTERVIEWS TO INDUSTRY EXPERTS

1. Explicar a investigacao (objectivos)

Bom dia,

Sou uma aluna de doutoramento do ISCTE e encordra-desenvolver a minha investigacao
na area do marketing internacional. O meu estudoupa analisar o desenvolvimento das
capacidades dinamicas e o0 seu impacto no desempergxportador.

Procurei esta entrevista consigo para ganhar cangde do que quero estudar, por parte de
peritos na area. Como trabalha nesta area e lida empresas exportadoras e tem
conhecimento das especificidades das mesmas, gsagpmdicada para me esclarecer. Tem
uma sensibilidade que eu, provavelmente, ndo tenho.

Gostaria de lhe dizer que ndo existem respostéascen erradas nesta conversa que vamos
ter. Apenas procuro que me esclareca, como conbiedadarea, se algumas das variaveis que
analisei fazem sentido e sdo importantes e sesexigtitras variaveis que considera cruciais e
que néo estao incluidas.

2. Procurar autorizacéo
Tem alguma duvida que gostaria de ver esclarecitis ale prosseguirmos? Esta disposto a
conversar comigo nestes termos?

3. POr o respondente a vontade

4. Garantir o anonimato/confidencialidade

Garanto-lhe o anonimato, pelo que ninguém ira sgberfoi vocé a responder. Para além
disso, o que vamos conversar sera confidenciakeaapservira para eu apurar o modelo que
for usar. Nao serd, entdo usado para outros fim®olecido por outras pessoas.

5. Gravar/escrever informacgéo
Importa-se que tire algumas notas e grave a reup#ia meu acompanhamento da conversa?

6. Explicar como a entrevista ira processar-se:
Se concordar, penso em fazer-lhe algumas pergsabas alguns dos temas que gostaria de
ver esclarecidos.
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Dimensodes

Obijectivos especificos

Tépicos para a dogdo da entrevista

Legitimacao e motivagcéo da entrevistg

Legitimacdo da entrevista

Informar dos objectivosstudo

Solicitar a colaboracao

Motivacdo do entrevistado

Garantir a confidencadiel

Disponibilizar informag¢6es do estudo

Caracterizacéo do sector

Identificacdo de especificidades do sector

Procexios especificos do sector

Predominancia de mercado de consumo/industrial

Caracterizacdo das empresas

Identificacdo do perfil das empresas

Tipo de eng@rémicro, pequena, média, grande)

Idade empresas (< 1 ano, 1-5, 5-10, 10-15, >15anos

Identificacdo do perfil dos empresarios Idade média
Nivel de estudos
Caracterizagéo das capacidades e seufdentificag8o das capacidades das empresas Imparidas capacidades
elementos de base Identificag&o do tipo de capacidades Tipo de calpaleis

A existéncia de umas impede ou minimiza o deseimeto dg
outras?

Identificacdo dos elementos de base

Elementosfpeslnecessarias para o desenvolvimento

Diferencas entre o desenvolvimento dos difereiipes t

Caracterizacdo das influéncias nal
variaveis de desempenho

5 [dentificacdo de varidveis influenciadoras do degssmho

Variaveis que influenciam o desempenho

Importancia do lucro e aspecto financeiro

Importancia do crescimento no mercado e de vendas

Preocupacédo com desempenho futuro

Importancia do tipo de mercado em que se opera

Condicionantes a ter em atencao

Diferencas entre empresas que operam num mercadmraeimd
final ou num industrial
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7. Gostava ainda de lhe pedir se encorajar os seus ass&dos a responder ao
guestionario que receberem. Serd muito importantepara garantir fiabilidade dos
resultados. Os resultados a que chegar serdo dispoifizados e ambas as partes
poderdo sair a ganhar com este estudo.

8. Agradecer o tempo dispendido, perguntar se 0s podmmos contactar novamente
caso seja necessario
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8.2. INTERVIEW GUIDE OF INTERVIEWS TO EXPORT M ANAGERS

1. Explicar a investigacao (objectivos)

Bom dia,

Sou uma aluna de doutoramento do ISCTE e encordra-desenvolver a minha investigacao
na area do marketing internacional. O meu estudoupa analisar o desenvolvimento das
capacidades dinamicas e o seu impacto no desempergxportador.

Procurei esta entrevista consigo para ganhar cemg@e do que quero estudar, por parte dos
gestores. Como trabalha nesta area e tem conhdoiprgico da mesma é a pessoa indicada
para me esclarecer. Tem uma sensibilidade que@gvelmente, ndo tenho.

Gostaria de Ihe dizer que ndo existem respostésscen erradas nesta conversa que vamos
ter.

Apenas procuro que me esclareca se as das variqueisanalisei fazem sentido e séo
importantes e se existem outras variaveis que @ersscruciais e que ndo estao incluidas.

2. Procurar autorizagéo
Tem alguma duvida que gostaria de ver esclarecites ale prosseguirmos? Esta disposto a
conversar comigo nestes termos?

3. POr o respondente a vontade

4. Garantir o anonimato/confidencialidade

Garanto-lhe o anonimato, pelo que ninguém ira sgberfoi vocé a responder. Para além
disso, o que vamos conversar sera confidenciakeaapservira para eu apurar o modelo que
for usar. Nao serd, entdo usado para outros fim®olecido por outras pessoas.

5. Gravar/escrever informacéo
Importa-se que tire algumas notas e grave a reup#ia meu acompanhamento da conversa?

6. Explicar como a entrevista ira processar-se:
Se concordar, penso em fazer-lhe algumas pergsabas alguns dos temas que gostaria de
ver esclarecidos.

Posso pedir-lhe para ver as escalas que encomiricada uma das variaveis incluidas no
modelo e ver se fazem sentido, se as palavras feases estdo compreensiveis ou, pelo
contrario, fazem alguma confusao e se ha algumatagio a fazer em termos de linguagem?

7. Agradecer o tempo dispendido, perguntar se os pod&mos contactar novamente
caso seja necessario
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Variavel Escala
Orientacdo paré | Com base nas suas operacdes de exportacéo, irdgguegrau de concordancia com as frases (1-Discmmhpletamente/7-Concordo completamente
mercad Clientes
» O nosso empenho para satisfazer as necessidadelfedtss de exportacao € constantemente analisado
» Os nossos gestores compreendem como 0s empregatia pontribuir para o valor dos clientes
* A nossa vantagem competitiva baseia-se na comgreelas necessidades dos clientes
» Os nossos objectivos e estratégias visam a sa@@sthe cliente
» Analisamos frequentemente a satisfacdo do cliente
« Damos especial atencdo ao servico pés venda
Concorrentes
* Na nossa empresa, 0s nossos vendedores partilgatarraente informacdes relativas aos concorrentes
» Respondemos rapidamente a acgBes competitivasdosreentes
* Os nossos gestores discutem regularmente os doatos e fortes dos concorrentes
» Definimos como clientes-alvo aqueles em que temostonidade de obter uma vantagem competitiva
Coordenacao Interfuncional
» Os nossos gerentes de cada funcdo (ex: comerigddm os clientes actuais e potenciais com reigiade
» Ainformacdo relativa a clientes é abertamente cocala dentro de toda a empresa
» As funcBes empresariais (ex: comercial, produc@o)tegradas para satisfazer as necessidadesrdadnealvo
» As estratégias empresariais sédo delineadas conectiob de aumentar o valor do cliente
» As nossas fungdes partilham recursos dentro dassanpr
Disponibilidade d¢ Indique o seu grau de concordancia com as seguiages (1-Discordo completamente/7-Concordo cotapiente)
recurso » Temos recursos por usar que podem que ser usadtoediato para financiar iniciativas estratégicas
» Neste momento temos uma grande variedade de realisponiveis para financiar as nossas iniciativas
» Na&o teremos dificuldades em obter recursos de at@@ara apoiar novas iniciativas estratégicas
» Temos uma grande variedade de recursos a dispakigagestores para financiar novas iniciativas
Capacidade Indique até que ponto, nos Ultimos 3 anos tem &symesa desenvolvido as actividades seguintesn@rAum nivel/7-A um nivel muito elevado)
exploitativa: » Melhorado os conhecimentos e competéncias quedbra 8s actuais produtos
» Reforcado as aptidées em tecnologias que melhomara produtividade actual
» Melhorado competéncias nos processos de desenwritorde produto nos quais ja tinha experiéncia
» Promovido aptiddes para solucionar problemas @atels (cujas solucdes sdo proximas as que ja endmecidas)

» Reforcado o conhecimento e aptid6es para projegctesnelhoram a eficiéncia das actividades de irfavggie a empresa tem actualmente
» Empenhado-se em melhorar a qualidade e em dinosuiustos dos seus processos, produtos e servigcos

» Melhorado continuadamente a fiabilidade dos seoduytos e servigos

* Investido na modernizacdo e automacéo das suasqdiesr

» Ajustado os seus produtos e servigos para mantdieoses satisfeitos

» Esforcado para obter economias de escala

» Melhorado a sua capacidade de utilizacdo dos enpaipts
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(cont.)
Variavel Escala

Capacidade Indique até que ponto, nos Ultimos 3 anos tem &symesa desenvolvido as actividades seguintesn@rAum nivel/7-A um nivel muito elevado)

explorativa » Adquirido tecnologia e competéncias de produc&girannente novas para a empresa
» Aprendido competéncias e processos de desenvolionderprodutos totalmente novos a industria (egigilede produtos, protétipo de novos produ
» Adquirido capacidades de gestéo totalmente nowapertantes para a inovagéo (ex: previsdo de te@€uda tecnologia e dalientes; identificac

de mercados e tecnologias emergentes; coordenag@&mracao de funcbes)

» Aprendido novas competéncias para nova tecnologiastigacdo e desenvolvimento e engenharia
» Fortalecido capacidades de inovacdo em areas éudénha experiéncia
» Procurado ideias tecnoldgicas novas por tentargpetesforma original
» Baseado 0 seu sucesso na sua capacidade paraerpheas tecnologias
» Criado produtos ou servigos que séo inovadoresafaseue a empresa tinha
» Procurado formas criativas para satisfazer as sigleeles dos clientes
» Escolhido abordagens de processos, produtos €aediferentes dos que eram usados no passado
* Incluido novos aspectos nos seus processos, peods@rvicos, em comparagdo com estratégias asterio
» Efectuado pesquisa para o desenvolvimento de medut
» Efectuado pesquisa para a inovacao de processos
» Aumentado a taxa de inova¢des de produtos

Desempenh Indiqgue o seu grau de concordancia com as seguinéses. No geral, 0 seu negécio de exportacadis(brdo completamentefZencordd

completamente)

* Tem sido muito rentavel

e Tem gerado um elevado volume de vendas

e Tem obtido um crescimento rapido

» Tem piorado a nossa competitividade global

» Tem fortalecido a nossa posi¢ao estratégica

* Tem aumentado significativamente a nossa quotaaideatio global
 Foi insatisfatorio face aos objectivos estabelecido

» N&o correspondeu inteiramente as nossas expestativa

» Tem tido muito sucesso face aos objectivos esteidele

Satisfacdo com
desempent

Indique o seu grau de satisfagéo com os resultadosercado de exportagéo definido, entre 2007 & 2D0Muito menos satisfeito em 2008 que
2007/7- Muito mais satisfeito em 2008 que em 2007)

» Volume de vendas de exportacéo

» Lucro da exportacdo

* Quota de mercado

» Desempenho geral em termos de exportacédo

tos)
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(cont.)
Variavel Escala
Previséo dc Qual a sua previsdo comercial para o proximo a@9Rface a 2008, para a exportacdo (1-Piorardfisaivamente/7- Melhorara significativamente)
desempenh « Volume de vendas de exportacéo
futura

e Lucro da exportagéo
« Obtenc¢é&o dos objectivos estabelecidos
» Satisfacdo

Comparacao cot
concorrente

Compare o desempenho do seu negdcio de exportaga0Q8 face aos principais concorrentes (1-Muitw fi-Muito melhor que os concorrentes)
» Crescimento da quota de exportagédo

» Crescimento da receita das vendas de exportacéo

» Obtencédo de novos clientes de exportacao

» Aumento de vendas a clientes actuais de exportacédo

* Retorno do investimento

* Retorno das vendas

* Margens de exportagéo

» Obtencédo dos objectivos financeiros de exportacdo

Desempent

Indique o valor total de vendas da exportagéo em P8
<40 000 €

40 001 - 80 000 €

80 001 - 160 000 €

160 001 — 500 000 €

500 001 — 1 600 000 €

1 600 001 — 11 000 000 €

11 000 001 — 46 000 000 €

> 46 000 000 €

OOoOoooooo

Turbuléncia
Ambienta

Por favor indique o seu grau de concordancia cosegsintes frases: (1-Discordo completamente/7-@diaccompletamente)
» No nosso tipo de negécio, as preferéncias dostesaiteram-se substancialmente ao longo do tempo

» Os nossos clientes tendem constantemente a procunass produtos

 As vezes 0s nossos clientes s&o sensiveis aospnagoem outras ocasides 0s precos nao sdo tadantpe

» Estamos a constatar a procura dos nossos prods&rsigeos por parte de clientes que nunca os coarprantes
» As necessidades relacionadas com produtos dos nbentes tendem a ser distintas das dos clientés amtigos
+ Continuamos a servir muitos dos mesmos clientesgugéamos no passado

» A tecnologia neste mercado de exportacéo sofrdaes alteracdes

 As alteracdes tecnoldgicas contribuem para graopledunidades neste mercado de exportacdo

« E muito dificil prever onde estara a tecnologianneso mercado de exportacdo nos proximos 2 ous3 ano

« Um grande nimero de novas ideias de produto teorpsidsivel devido aos avancos da tecnologia nesteacho
» O desenvolvimento tecnoldgico neste mercado dertagim é bastante reduzido
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8.3. PRE-TESTED QUESTIONNAIRE

Competéncias dinamicas da empresa para os mercadies exportacéo

Caso alguma questédo ndo se aplique seleccionertsposta”.

Se necessitar de qualquer apoio para completagesgtionario, por favor contacte:
Ana Lisboa; Telefone: 309726142; Telemdével: 919@B)E-mail: alisboa@estg.ipleiria.pt; Skype:
anacadimalx

Este questionario foca as competéncias geraiseatacdo estratégica e o desempenho das operagdes d

exportacao da empresa e deve ser preenchida pasponsavel geral com estes conhecimentos.

Responda tendo em conta o que a sua empresa fflealicade e ndo como gostaria que fizesse. Nao
existem respostas certas e erradas, procuro apengeriéncia de cada empresa e garanto que tedas a
respostas sdo estritamente confidenciais. Por fagponda a TODAS as questdes de forma a fornecer

validade a este estudo.
No final indique qual ou quais 0s retornos queemee.

Obrigada pela sua cooperacéo,

Ana Lisboa, MBA-Marketing

Carregar Inquérito Nao Terminado Seguinte >>
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Quantos empregados a tempo inteiro trabalharam em@8 na sua empresa?

< 10 empregado|.C-20 empregadop1-50 empregado 51-100 100-250 250-500 k544 empregado
empregados empregados empregados
O O O O O O O
Em que regido esta sediada a sua empresa
Norte Centro Lisboa Sul Madeira Acores Estrangeiro
O O O O O O O
Se respondeu Estrangeiro, qual o Pais?
Héa quantos anos € que a sua empresa esta envolvigha actividades de exportacao? anos

Indigue o seu grau de concordancia com as afirmagdabaixo, tendo em conta a seguinte escala:

1-Discordo 2-Discordo 3-Discordo 4-Neutro 5-Concordo 6-Concordo 7-Concordo
completament parcialmente parcialmente ompletamente

4 5

1
O nosso empenho para satisfazer as necessidadelsedtss de exportacédo € constantemente analisado....... (|
Compreendemos como 0s empregados podem contrédmairopvalor dos clientes de exportagéo.................. a
A nossa vantagem competitiva de exportacdo basaia-sompreensdo das necessidades dos clientsyestos 1
Os nossos objectivos de exportagao visam a SEBEHE Cliente.............ovovieiiiiii i O
Analisamos frequentemente a satisfacio do ClIEEXHOMAGAO . ...... .t ittt e e e e O
Damos especial atencdo ao servigo pés venda nesnoercados de eXportacao.........v.vvveverieveeiiiineeennnn. a
Na nossa empresa, partilhamos informagées relansisoncorrentes estrangeiros. ... .....vvveevenviinneeennsn O
Respondemos rapidamente a ac¢Bes competitivasogueameacam nos nossos mercados de exportagdo..... .
Discutimos regularmente os pontos fracos e forbsscdncorrentes eStrangeiroS. ... ..c..ve v e ieeiineeieniieeianan O
Definimos como clientes-alvo aqueles em que terpostonidade de obter uma vantagesmpetitiva................ O
Os nossos gerentes de cada fungéo (ex: comerig@gdmr com regularidade os clientes actuais e p@en........ (|
As nossas fungBes (ex: comercial) partilham requgaite informacdo sobre clientes, tecnologias earoewtes... [
As actividades das funcdes sdo coordenadas pa&guaaso melhor uso do nosso conhecimento do mercad. OJ
As estratégias empresariais sdo delineadas conjectiob de aumentar o valor @tiente...................cccceeeeee. O
Partilhamos recursos dentro da empresa... O
H& um elevado grau de cooperacéo e coordena(;am asnfun(;oes na defmlgao dDJIS]eCtIVOS e pnondades
empresa para assegurar uma resposta eficaz ag@eHA Mercado..........oevvuvi it
A gestdo de topo promove a comunicacao e coopesté® a investigacao e desenvolvimento, 0 mardedis

~ o ; ~ I I o
producdo na aquisicao e uso da informacao dO MEICA. .. ... ... uiuien ettt eee et e eee et e een e e aen e eannenenns

EII:II:II:II:II:IEIDEIEIEIEIEIEIEINO
00000000000 0000w
OO0O0Oo0oOoooooooog
OO0O0Oo0oOoooooooog
OO00O00O00O00O0O0OoO00Qgo
OO00O00O0000O0O0ooog-~
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Indigue até que ponto, nos Ultimos 3 anos tem a seanpresa desenvolvido as actividades seguintes, cbase nesta escala:

1- A nenhum nivel | | 2-A um nivel muito| [ 3- A um nivel baixo 4-Neutro 5- A algum nivel 6- A um nivel alto | |7- A um nivelmuito
baixo elevadc
aMNos ultimos 3 anos (2005-2008), até que ponto € qusua empresa tem: 12 3 45 6 Sem resposta

Melhorado os conhecimentos e competéncias quedbre 8s actuais produtos exportados.............cc.c....... O
Reforcado as aptiddes em tecnologias que melhomra arodutividade actual................cocovveiiiini e, a
Melhorado competéncias nos processos de desenesltonde produto nos quais ja tinha experiéncia.......... O
Promovido aptiddes para solucionar problemas éatels, com solu¢bes proximas das que j& conhecia.......[1
Reforcado o conhecimento e aptidées para projectesnelhoram a eficiéncia das actividades inovatacuais.[d
Se empenhado em melhorar a qualidade e em dintiswiustos dos seus processos,produtos e servigosadod]
Melhorado continuadamente a fiabilidade dos seoduios e Servigos exportados...........o.veveeieieereneieniennn. O
Investido na modernizacdo € automacao das SUBBQIBEE .. ... ... . e eun it ae et e ea ettt een e ianbbbbbereeeeaaaaeeas
Ajustado os seus produtos e servi¢cos para mantdieoses estrangeiros satisfeitos. .........o.vevvereen e veemmmene.
Esforcado para obter economias de es(@aladucdo/compras em quantidade para reduzir @ awstario di
0100 L1 (o ) AT TP PR
Melhorado a sua capacidade de utilizag8o dOS EMIIEDS . .. ... .. .eiuute it et eieer et et eieeiet e een e neeeeeaanes O
[E@Nos Gltimos 3 anos (2005-2008), até que ponto é gusua empresa tem: 1
Adquirido tecnologia e competéncias de producagreinente NOvas para @ €MPreSa........oo.viueeeienuneeeninnn O
Aprendido competéncias e processos de desenvoltondenprodutos totalmente novos a empresa (exgnies
produtos, prototipo de NOVOS PrOUULOS). .. .uuueeeieeeeeiiiieciiiieieee e e e ee e e s s et eeeees s st ereaeeeeeeeeanannnensnneeeeeenenns
Adquirido capacidades de gestédo totalmente novagertantes para a inovacdo (ex: previsao de ternadda
tecnologia e de clientes;identificacdo de merca&d@enologias emergentes;coordenacao e integracimebes)
Aprendido novas competéncias para nova tecnologiastigacio e desenvolvimento e engenharia............. a
Fortalecido capacidades de inovacao em areas GudnMma EXPEriENCIA.. ... ...veiuieeueveriiaieeeitieeeeneeaeennnnns (|
O
O

Sem resposta

O 0O
000 O oOobooOoo o O o~0 O Oooooooooo
O00 O OO000000 0 0 0«0 O OOoOoOooooon
000 O OO0O0O0O000O0 O O O~0 O Ooooooooo
000 O OO0O0O0O000 O O OO0 O Oooooooon
000 O OO00O0O000 O O OO0 O OOoOoooooon

Procurado ideias tecnolégicas novas por tentargpetesforma original.............cc.cocvvivieiiiiie i e
Baseado 0 seu sucesso na sua capacidade paraaeREMAS tECNOIOGIAS. .. ... cuvurie et it iee e e aenes
Criado produtos ou servigos que séo inovadoresaas@ue a empresa tinha.............coovviii i (W
Procurado formas criativas para satisfazer as sielsetes dos clientes estrangeiros.........oovvevivieveiiieenine e O
Escolhido processos, produtos e servigos expori@diterentes dos que eram usados no passado... ............... O
Incluido novos aspectos nos seus processos, pro@uservicos exportados em comparacdo com estr

OO0 O O0O0O00O00O 0 O O0DoO0 O OOOOOOOOO~N
O00 O OO0O00O000 0 O OO0 O OOOOOOO0O0O0O

=T 1=] 0] 1= PSPPSR =
Efectuado gastos na pesquisa para o desenvolvirdermodutos exportados. .........co.veuvevieiinieeeiiinevinennnn. O
Efectuado gastos na pesquisa para a iNOVAGAOD CBSBIES. .. ... ...cuu e untueaet et ettaeaanteten et aeeaentieseeeaeaans O
Aumentado a taxa de INOVAGCHES dE PrOAULDS. ... ... .t iu ittt et i+ et e r et e et et e e e e ren e eaeaeas O
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Até gue ponto a sua empresa alcangou 0s seguintégectivos?
1- N&o alcangou dg | 2- N&o alcancou 3- Né&o alcangou 4-Neutro 5- Alcangou 6- Alcancou 7- Alcancou
todo parcialmente parcialmente completaments
1 234567
U o] oo F= =) q o] =Tt o PP PP PSPPI Ooo0Oooooag
Retorno do investimento da @XPOItAGAD. .. .. ... ..iiuu it iit et i e et e v et e et e e eet et ean e brreeaesanaeeees O0O000000d
Retorno das vendas da eXPOrtaGa0.........c.uu et viiiiriiiiee et een o iee seneneneeenneessnnnneeeeessnneeeesnnnneeeeeeees L 1 O 0 0O 0O O
Margens de [UCTO da EXPOIMAGED. ... ...uut it ettt e et e et et et e et st e et e re e e e e s anbtteeaeesnneeeees] O R
Crescimento do volume de vendas d€ €XPOITAGAOD . ... ... iuemu it ittt e et aee et e eeteneaeeaaannbaeeeesesnns I o o
Crescimento do lucro das vendas de eXportacao...........cccvcceunvveeenisvieinnne e eenn. oo0oooooag
Crescimento da quota de mercado de exportacaole@gioeans CONCOIMENTES. ... vvvuiievirie et eiiee e eennns Ooo0Oooooag
ODbtencao de NOVOS ClIENES ESITANGEITOS. .. ... i it ittt it eee ettt e et et eet et ettt ettt e ettt e ebeeeeabbeeesese s Oo0Ooo0oooan
Aumento de vendas aos clientes de eXPOrtacao BIESIE. ... ... ...u. it iie it iae et eetai e ee et e seeibeeeaenes o o o o |
Como prevé a evolugdo dos seguintes indicadores méximos 3 anos (2009-2011)?
1- Piorara 2- Piorara 3- Piorar4 um poucq 4-Neutro 5- Melhorara um 6- Melhorara 7- Melhorara
significativamente poucc significativamente
123 4567
Volume de VENAAS 0€ EXPOITAGAO ... ... ... .uuuu tetiiriiimiamee s e ten et nan eeaeessamnnneeeeaasbaneaee sen eh s ee sen b e sneeeessannnnns Ooo0oooOooan
(U o fo o f= =) q T g r=Tot= o H PO P PP PP PP PP PPPPPPPPPPPPPPPN Ooo0ooo0ooOoano
Obtencéo dos objectivos estabelecidos de eXPOItAGAD. ... ... iit it et it et et et eean e rneeaeeaanes OO0O0O0O0O000
Satisfacdo com o desempenho geral da eXPOrtagaio. .. .....ocvveiuiit it e e OoOoo0oooan
Indique o seu grau de concordancia com as seguintairmacdes
1-Discordo 2-Discordo 3-Discordo 4-Neutro 5-Concordo 6-Concordo 7-Concordo
completament parcialmente parcialmente completamente
12 3 456 7
O ambiente teCNOIOGICO € MUILO INCEITO. ... .. iu ettt ettt i e e ee e e ea e et e ee een e et tanane een e aenennas Ooo0oooOooOo0Oo
Os desenvolvimentos tecnoldgicos SA0 altamentEENTEIVEIS. .. ........o.vtiuieiiiiiiie et e s esibeee e eeene e e eeee e e e enes ooooo0ooo
E dificil prever os desenvolvimentos tecnol0gicasinssa iNAUSITIA. ...........cccccecverereerirereieeenesseeeerere e OoO0Oooo0ooo
Em termos tecnolégicos, a nossa industria € UMemMETOMPIEXO0..........ovvii it et OoO0ooo0oo
As necessidades dos clientes e as preferéncigualistos alteram-se substancialmente ao longordpde....... Ooo0oooOooOo0Oo
As exigéncias e preferéncias de produto dos cBeséie altamente inCertas.............coveviiiieiiiiii s venee, gooooOooOo0O
E dificil prever mudangas nas necessidades e prefieis dos ClIENtES...............euvreeiiiiiiireeeieeiii i eee e Ooo0oooOoOo0O
As condi¢bes competitivas do mercado sa0 altamenERVISIVEIS. .. ... it it e e e OO00O0O000
Temos recursos por usar que podem que ser usadoediato para financiar iniciativas estratégicas.............. OO00O0O0O00
Neste momento temos uma grande variedade de redlisgmniveipara financiar as nossas iniciativas......... Ooooooad
Nao teremos dificuldades em obter recursos de at@g@ara apoiar novas iniciativas estratégicas..............O0 O O O O O O
Temos uma grande variedade de recursos a dispakicdgestores para financiar novas iniciativas.............0 0 O O 0O O O
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‘ CARACTERISTICAS DO ENTREVISTADO

Indique por favor o seu grau de conhecimento sobras assuntos em estudo

1 — Muito 2- Limitado 3- Um pouco 4 — Neutro 5-Algum 6-Substancial 7 —Muito
limitado limitado substancial
O O O O O O O
Qual o seu cargo na empresa? (ex: Director Geral, Director de Marketing, etc.)
Héa quantos anos trabalha nesta empresa? anos
Héa quantos anos trabalha no cargo que referiu na gstao 1 nesta empresa? anos
Tinha experiéncia anterior no cargo, em outras empsa (se sim, quantos anos)? anos

Indique o seu contacto se desejar um relatério dessultados da investigagao:
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8.4. FLoOwWCHART OF THE CONTACT WITH THE FIRM

Boa tarde, 0 meu nome é Ana Lisboa sou licenciau&estao e estou a desenvolver um projecto detigagéo
de doutoramento no ISCTE que procura estudar asesagpexportadoras.

A vossa empresa
exporta’

Pedir o e-mail geral e
agradece

De forma pontual ou PONTUAL 5edir o e-mail geral e
regula? agradecr
REGULAR i
P Voltar a ligar e
N falar com ele
! NAO ESTA
Gostaria de falar com o vosso Director G PAﬁPONIVE: Pedir seu enail, pergunta
N&o lhe levo mais de 5 minutos. qgual a melhor altura pd
falar com ele e agradece
DISPONIVEL
A 4

Boa tarde, o0 meu nome é Ana Lisboa sou licenciad&estéo e estou a desenvoluer projecto de investigac
de doutoramento no ISCTE.

Este trabalho tem como objectivo estudarcompeténcias da empresa para os mercados déae&pade forma
contribuir para melhorar o desempenho das empesgastadoras. [1]

Estamos a preparar o envio de um breve questio(EBimin) as empresas exportadoras, e vimos pengiinet s¢
podemos contar com a sua empresa para responigeinzaa das questdes.

Como forma de agradecimento, queremos oferecd®]he

1. O relatério do estudo, com recomendac8es para emnspeesa

2. Um convite para uma Workshop sobre o tépico, azaadpos a conclusao do estudo, em que seréo
apresentadas as conclusGes do mesmo, com a presengalores conceituados na area da internaizacab e
de muitas outras empresas exportadoras.

3. Informacéo sobre potenciais clientes no estrangeiro

Podemos contar
consigo’

Agradecer a
disponibilidade

Agradecemos desde ja a sua colaboracéo.

Iremos entéo enviar-lhe um email com o link paspoader ao inquérito

Relembro que devera demorar cerca de 10 a 15 msiayptoeenché-lo e que a confidencialidade é assamur
Apontar o e-mail/ morada da empresa

Agradecer a disponibilidade
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Notas

[Gerais]

- Usar sempre o titulo de Dr ou Eng, caso o mestisteg apos confirmacédo com a telefonista
- Apontar resultados de cada telefonema no fich&xgel, bem como todas as notas
pertinentes

[1] Procuramos analisar o papel relativo das calpaleis da empresa no desempenho da
empresa

[2] E importante ndo deixar interromper enquantm rse explicar a forma como
compensamos a pessoa pelo tempo dispendido.
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8.5. E-MAIL SENT TO PARTICIPATING FIRMS

Caro [Key informant name]

Na sequéncia da nossa conversa telefonica, enyiestionario do projecto acima referido. E
um projecto que estuda as competéncias dinamicagng@esa para os mercados de
exportacdo e conta com o apoio do ISCTE, InstiRabttécnico de Leiria, Universidade de

Leeds e Fundacao para a Ciéncia e Tecnologia.

Este breve questionario (15 min) refere-se as id@des gerais e orientacdo estratégica para
os mercados de exportacdo e deve ser preenchidemporesponsavel da empresa com
conhecimentos gerais.

Responda tendo em conta o0 que a sua empresa f@alidade e ndo como gostaria que
fizesse. Nao existem respostas certas e erradesirprapenas a experiéncia de cada empresa
e garanto que todas as respostas séo confidenciais.

cOes
0S na
bre

Link para o questionario

Por favor responda até ao dia __de .

Estarei disponivel via telemovel, telefone, skypeesmail para quaisquer esclarecimentos
que pretenda.

Melhores cumprimentos e muito obrigada pela suysodibilidade. Queremos que o projecto
Ihe traga um retorno positivo e ajude ao sucessua@@mpresa,

Ana Lisboa, MBA Marketing

Investigadora responsavel pelo projecto
Docente no Instituto Politécnico de Leiria/ESTG
Telemovel +351 91 9650340

Telefone +351 309726142 ou 244 843313

Fax +351 244 832297 ou 244 820310

E-mail: alisboa@estq.ipleiria.pt

Skype: anacadimalx

Site: http://ww?2.estg.ipleiria.pt/~alisboa/index.htm
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8.6. INTERVIEW GUIDE OF 2"° INTERVIEWS TO EXPORT M ANAGERS

1. Explicar a razao da entrevista

Bom dia,

Agradeco ter-me recebido novamente

Estou numa fase do desenvolvimento da investigagaue sinto que é crucial entender
aspectos praticos da empresa. Ja desenvolvi untiané&s com elementos que quero
estudar, mas entretanto surgiram-me algumas quegb@egostava de ver esclarecidas.
Gostaria de reforgar que néo existem respostassoauterradas.

2. Procurar autorizagéo
Tem alguma duvida que gostaria de ver esclarecites ale prosseguirmos? Esta disposto a
conversar comigo nestes termos?

3. Por o respondente a vontade

4. Garantir o anonimato/confidencialidade

Garanto-lhe o anonimato, pelo que ninguém ira sgherfoi vocé a responder. Para além
disso, o que vamos conversar sera confidenciabas@&@ usado para outros fins ou conhecido
por outras pessoas.

5. Gravar/escrever informacéo
Importa-se que tire algumas notas e grave a reup#ia meu acompanhamento da conversa?

6. Explicar como a entrevista ird processar-se:
Se concordar, penso em fazer-lhe algumas pergsobae alguns dos temas que gostaria de
ver esclarecidos.

a. No meu trabalho procuro estudar capacidades neces&s a empresa para lidar
com o dinamismo dos mercados externos. Uma das caades que estudamos
tem a ver com o desenvolvimento do produto.

Contudo, do trabalho que ja desenvolvi com as empsas, foi evidenciado que
haver& outros elementos que sdo cruciais para 0 850 na exportacao.
Nomeadamente, 0 mercado e a forma como se lida cosiclientes.

Gostaria que me falasse um pouco de qual a vossagpectiva e experiéncia
acerca disto.

Posso pedir-lhe para ver os items das escalasnpoateci para as capacidades e ver se sao
relevantes e adequado face ao que fazem na emipees&omo se Sao compreensiveis?

7. Agradecer o tempo dispendido, perguntar se 0s podmmos contactar novamente
caso seja necessario.
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Variavel | Escala
Tendo em conta as suas actividades de exportagadtmos 3 anos (20+-2008), até que ponto € que a sua empresa tem iirhum nivel/7 - a um nivel muito elevado);
Capacidade » Melhorado a qualidade e diminuido os custos dos gmcessos e produtos e servigos exportados
exploitativas de » Melhorado continuadamente a fiabilidade dos seosgssos e produtos e servigos exportados
desenvolvimento d| « Melhorado os conhecimentos que tem sobre os agitmisitos exportados e tecnologia usada
produtc « Reforcado conhecimentos de tecnologias que melhaneradutividade actual

« Melhorado conhecimentos de processos de desenwsitonade produto (processos em que ja tinha exmigién
« Promovido conhecimentos para solucionar probleraadientes (com solucdes préximas das que ja cahec
» Reforcado conhecimentos que melhoram a inovac@alact

Capacidade « Reforcado a recolha de informacgéo de mercado impi@sobre os mercados de exportacdo em que Ecetia
exploitativas de » Refor¢ado a obtengdo de informacéo especifica doatie dos mercados de exportagdo em que ja setemcon
mercad » Reforgado os seus contactos nos mercados de ex@mean que ja se encontra

» Refor¢ado a monitorizagdo dos produtos concorreissnercados de exportacdo em que ja se encontra
« Aumentado a sua compreensao das necessidadeseamamios dos seus clientes estrangeiros actuais

» Refor¢ado a relacdo que tem com os clientes esglirasgctuais

» Refor¢ado a relacdo que tem com os actuais forneegd

» Reforcado a relacdo que tem com os distribuids&argeiros actuais

Capacidade  Fortalecido capacidades de inovacdo em areas @udénma experiéncia

explorativas de * Implementado novos tipos de processos de produgéo

desenvolvimento d| « Escolhido processos, produtos e servicos exporgifErentes dos que eram usados no passado

produtc « Incluido novos elementos nos seus processos, odgervicos exportados, em comparacao com gsamnteriores

« Adquirido tecnologia e competéncias de producaramnente novas para a empresa

« Aprendido sobre tecnologia que ndo tinha usadsante

» Aprendido competéncias e processos de desenvoltonn produtos totalmente novos a empresa (exgmlete proutos, protétipo de nov
produtos)

» Adquirido capacidades de gestéo totalmente notap@rtantes para a inovacao (ex: previsdo de ten@gda tecnologia e dos clientes;)

« Obtido novos conhecimentos para nova tecnologi@stigacao e desenvolvimento e engenharia

» Recrutado engenheiros em areas técnicas nas Guaesta familiarizada
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(cont.)
Variavel Escala
Tendo em conta as suas actividades de exportagadtmos 3 anos (20+-2008), até que ponto € que a sua empresa tem iiErhum nivel/7 - a um nivel muito elevado);
Capacidade Identificado potenciais clientes estrangeiros
explorativas dt Recolhido informag&o de mercado importante sobvesimercados de exportagédo
mercad

Obtido informacao especifica do mercado de novasades de exportagao

Analisado o potencial de novos mercados de exmtac

Pesquisado novos concorrentes e clientes estrasgeir

Desenvolvido relagdes em novos mercados de exaortac

Desenvolvido relagdes com novos fornecedores

Desenvolvido relagdes com novos distribuidoresaageiros

Aplicado novos canais de distribuicdo

Esforcado para obter economias de escala (profhagépras em quantidade para reduzir o custo umitkriproduto)
Melhorado a sua capacidade de utilizacdo dos eeipis
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8.7. FINAL QUESTIONNAIRE

Competéncias dinamicas da empresa para os mercadies exportacéo

Caso alguma questédo ndo se aplique seleccionertsposta”.

Se necessitar de qualquer apoio para completagesgtionario, por favor contacte:
Ana Lisboa; Telefone: 309726142; Telemdvel: 919880E-mail:alisboa@estg.ipleiria.pSkype:
anacadimalx

Este questionario foca as competéncias geraiseatacdo estratégica e o desempenho das operagdes d

exportacao da empresa e deve ser preenchida paspaonsavel geral com estes conhecimentos.

Responda tendo em conta o que a sua empresa fflealicade e ndo como gostaria que fizesse. Nao
existem respostas certas e erradas, procuro apeng@eriéncia de cada empresa e garanto que tedas a
respostas sdo estritamente confidenciais. Por fagponda a TODAS as questdes de forma a fornecer

validade a este estudo.
No final indique qual ou quais 0s retornos queemee.

Obrigada pela sua cooperacéo,

Ana Lisboa, MBA-Marketing

Carregar Inquétito Nan Terminado
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Competéncias dinamicas da empresa para 0s mercadie exportacac
Caso alguma questao néo se aplique seleccionerésposta’
Se necessitar de qualquer apoio para completagesstionario, por fav contacte:
Ana Lisboa; Telefone: 309726142; Telem¢ 919650340; E-maiklisboa@estg.ipleiria.pSkype: anacadime
Ja completou 0% do questionario.

(i |
100%

1. Quantos empregados a tempo inteiro trabalharamasuaempresa em 200¢
Escolha uma das seguintes respc

Ezcolha urma opgdo.. ¥

2. Ha quantos anos é que a sua empresa esta enwadvem actividades de exportacac

Neste campo sé se aceitam nimeros

3. Para quantos paises exporta a sua empres

|
Neste campo s6 se aceitam nameros
B Ex: 2 se exporta para 2 paises, 5 se exporta gaaesé:
4. Nos ultimos 3 anos, qual a percentagem média desndas totais (em valor) da empres:
que é respeitante a exportacac

—

Neste campo sé se aceitam nameros
ﬂ Ex: 15 se a sua facturagaaactividades de exportag tiver sido de 15% na média dos Ultimos 3 anos (-2008)

5. Indique até que ponto concorda ou discorda comsaeguintes afirmagde
[1 - Discordo completament2 - Discordo 3 - Discordo parcialmente 4 - Meut5 -Concord« parcialmente 6 -
Concordo 7 €oncordo completamen

123 4 56 7 S€m
respos

O nosso empenho para satisfazer as necessidadekletdss de
exportacdo é constantemente anali CELCDED B

Analisamos frequentemente a satisfacdo do clieatexpportacd [ L 2L 5 [ S ES

A nossa vantagem competitiva de exportacdo b-se na
compreensdo das necessidades dos cli estrangeiros e [ R

Os nossos objectivos de exportagéo visam a sadisfdgclient [of S EZ EZEo = 2

Compreendemos como 0s empregados podem contribrargvalor .
dos clientes de exportag ChCE L

Damos especial atengdo ao servico pés venda neesosercados ¢

expOItaca o o ] Of
Na nossa empresa, partilhamos informacgdes relaieasoncorrente

e COCE DR

Respondemos rapidamente a ac¢cdes competitivasapuame agar
nos nossos mercados de export: o O o

Discutimos regularmente os pontos fracos ees dos concorrentes
S e COOE CEE

Definimos como clientealvo agueles em que temos oportunidad:
obter uma vantagem competit R o £

Os nossos gerergele funcao (ex: comercial) visitam cc
regularidade os actuais e potenciais clie o [ CoE

As nossas fungdes (ex: comercial, produgéo) partilnegularment
informacaosobre clientes, tecnologias e concorre ESEEES O LE

As actividades das fun¢des sdo coordenadas paglass o melho =
uso do nosso conhecimento do merc EEE CooE

As estratégias empresariais sdo delineadas conjectdio de
aumentar o valor do clier R

Partilhamos recursos dentro da emp ] el ] Ol

Ha um elevado grau de cooperagédo e coordenacga® a&nfuncdes n

definicdo dos objectivos e prioridades da empresa psegurar umef JF S EoE2 ESES
resposta eficaz as condigGes do mer:

A gestdo de topo promove a comunicagcao e COoOpeaTe &

investigagéo e desenvolvimento, o marketinge ducdona [JII[Z [ [DI2ET [
aquisi¢do e uso da informagédo do merc

O ooooonoonoonoanonan

Terminar mais tarde [ << Anterior ” Sequinte ==
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Competéncias dindmicas da empresa para 0s mercadies exportacao
Caso alguma questé@o nédo se aplique seleccionerésposta’.
Se necessitar de qualquer apoio para completagesstionario, por favor contacte:
Ana Lisboa; Telefone: 309726142; Telemével: 919@B0E-mail:alisboa@estg.ipleiria.pSkype: anacadimalx
Ja completou 25% do questionario.
0% ]

100%
6A. Nos Ultimos 3 anos (2005-2008), a que nivelllsmpresa tem desenvolvido as
actividades seguintes:

[1 - A nenhum nivel 2 - A um nivel muito baix8 - A um nivel baixo 4 - Neutro 5 - A algum eliv6 - A um nivel
alto 7 - A um nivel muito elevado]

1 2 3 4 5 6 Sem
respost
Melhorado a qualidade dos seus processos, e p@utervicos <
exportados CECECDEDLD B
Diminuido os custos dos seus processos, e proeusesvicos e
exportados CCCEELD O
Melhorado os conhecimentos que tem sobre os agbuedtitos -
exportados e tecnologia usada CCDOELDD O
Reforcado conhecimentos de tecnologias que melharem ~
produtividade actual CEEEDED B
Melhorado conhecimentos de processos de desenvaintde o
produto (processos em que ja tinha experiéncia) CECEELD O
Promovido conhecimentos para solucionar problengaslidntes -
(com solugdes proximas das que ja conhecia) CoOEDDE O
Reforgado conhecimentos que melhoram ainovagamlact [ Eo ES S [ M B2 [
Reforgado a recolha de informagé&o importante sosn@ercados d ~
exportagdo em que ja se encontrava CEEERELDD B
Reforgado os seus contactos nos mercados de egporean que ja "~
se encontrava CCCoDED O
Reforcado a monitorizacao dos produtos concorremesnercados -
de exportacdo em que ja se encontrava CCOEDDEE O
Aumentado a sua compreensao das necessidadeseginegnios do: ~
seus clientes estrangeiros actuais CECEELD O
Reforgado a relag@o que tem com os clientes estiansgactuais [ [o [ [ B [ E2 E2
Reforgado a relagdo que tem com os actuais formeesd [Z [ ES [ [2 ES B2 [S
Reforcado a relacdo que tem com os distribuidosgamgeiros e
em cor CCCCEDD
Terminar mais tarde [ << Anterior ][ Sequinte =
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Competéncias dinamicas da empresa para 0s mercadtes exportacao
Caso alguma questao ndo se aplique seleccionerésposta”.
Se necessitar de qualquer apoio para completagesstionario, por favor contacte:
Ana Lisboa; Telefone: 309726142; Telemével: 919@B0E-mail:alisboa@estg.ipleiria.pSkype: anacadimalx
Ja completou 50% do questionario.

0% |
100%

6B. Nos ultimos 3 anos (2005-2008), a que nivelulm®mpresa tem desenvolvido as
actividades seguintes:
[1 - Anenhum nivel 2 - A um nivel muito baix8 - A um nivel baixo 4 - Neutro 5 - A algum eliv6 - A um nivel
alto 7 - A um nivel muito elevado]

1 2 3 4 5 sem
respos
Fortalecido capacidades de inovagdo em areas caal¢imha =
experiéncia CELDEDEL B
Implementado novos tipos de processos de producdo [ E5 B2 E2 &0 B2 B2 2
Escolhido processos, e produtos e servigos expaostdiderentes do:
que eram usados no passado CEEDEEDD B
Adquirido tecnologia e competéncias de produg&eiiamente
novas para a empresa CooEDD O
Aprendido sobre tecnologia que ndo tinhausadosante [ ES [ - M ES 2 2
Aprendido competéncias e processos de desenvolvinten =
produtos totalmente novos a empresa (e x:desigrgppaigem) CCLRLDEE
Adquirido capacidades de gestao totalmente novagpertantes
para a inovagédo (ex: previsao de tendéncias dakegia e clientes; -
identificacao de mercados e tecnologias emergentesdenacao EE:: S S S} SROY Sy &
integracao de funcdes)
Obtido novos conhecimentos para nova tecnologiestigagdo e
desenvolvimento e engenharia CEEEELRE B
Identificado potenciais clientes estrangeiros EEEEEbEERE B
Recolhido informacéo de mercado importante sobrsanercados
de exportacao CEEEDREE B
Analisado o potencial de novos mercados de expadotac  [2 [2 ES EC B 2 E2 2
Pesquisado novos concorrentes e clientesestrarsgeir [ [ (2 o B S B2 [
Desenvolvido relagées em novos mercadosde exgmrtac [ [ [0 < D S 2 [
Desenvolvido relages com novos fornecedores CELCEEEEDR &:
Desenvolvido relagées com novos distribuidoresaegteiros [ [2 S ES ES B2 B[S

7. Até que ponto a sua empresa alcangou 0s seguintibjectivos?
[1 - N&o alcancgou de todo 2 - N&o alcangou N&@c alcancgou parcialmente 4 - Neutro 5 - Alcangarcialmente 6 -
Alcancou 7 - Alcangou completamente]

12 3 4 5 6 reisg;
Lucro da exportacio CEECED EE E
Retorno do investimento da exportacéo 2R i:
Retorno das vendas da exportagéo EECLCEEEE B
Margens de lucro da exportagéo E E E E E E E E
Crescimento do volume de vendas de exportacéo CECEEEED E
Crescimento do lucro das vendas de exportagéo CoECCCDEEE
Crescimento da quota de mercado de e xportagaolagéceaos
concorrentes CECECEDE EE E
Obtencdo de novos clientes estrangeiros CECEELCLE E

Aumento de vendas aos clientes de exportacdoetéste [ [S ES B 2 < B2 [2

Terminar mais tarde [ << Anteriar H Seguinte >>
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Competéncias dindmicas da empresa para 0s mercadiesexportacac
Caso alguma questéo nédo se aplique seleccionerésposta’
Se necessitar de qualquer apoio para completagesstionario, por fav contacte:
Ana Lisboa; Telefone: 309726142; Telem¢ 919650340; E-maiklisboa@estg.ipleiria.pSkype: anacadime
Ja completou 75% do questionario.
o (] )

100%
8. Como prevé a evolugdo dos seguintes indicadoress proximos 3 anos (20(-2011)7?
[1 - Piorara significativamente ZPiorara 3 - Piorard um pouco 4 - Neutro Methorard um pouc 6 - Melhorara 7
- Melhorara significativamente]

Lucro da exportagé ECEED EE i

Volume de vendas de exportac L E=EEeE e
Obtencéo dos objectivos estabelecidos de expori I ELE
Satisfacdo com o dempenho geral da exportac E:: E E E': E:: E E E

9. Indique até que ponto concorda ou discorda consaeguintes afirmacde:
[1 - Discordo completament& - Discordo 3 - Discordo parcialmente 4 - Neutbo- Concordgarcialment 6 -
Concordo 7 - Concordo completamente]

1 2 3 4 5 6 sem
respost
E dificil prever os desenvolvimentos tecnologina nossaindastrif 3 F5 E2 E2 S B E2 [
O ambiente tecnolégico é muito ince Lo ELE
Os desenvolvimentos tecnolégicos sdo altamenteewpiveis [ F3 [L Eo B Eo B2 [2
Em termos tecnolégims, a nossa indastria é um ambiente comp 5 £ o B0 S ES B2 [
As necessidades dos clientes e as preferénciagrddstos alterar- -
se substancialmen ao longo do tempo CEEEEDD I
As exigéncias e preferéncias de produto dos clseesd® altament
as de p CCCCCDE ¢
E dificil prever mudancas nas necessidades e [gne¢es do:
clientes ek ==E e:
As condigbes competitivas do mercado sdo altamiemteevisiveic £ E5 [2 o B 2 o [
Temos recursos por usar que podem sedos de imediato para ~
financiar iniciativas estratégic CELDEDEDL B
Neste momento temos uma grande variedade de recdigooniveit ~
para finan@r as nossas iniciativ CCLRLELDEE
Na&o teremos dificuldades em obter recursos de iatechara apoia ~
novas iniciativas estratégic CEECEELDDE B
Temos uma grande variedade de recursos a dispodigsigestore ol ol ol sl ol ol ol &

para financiar novas iniciativ

10. Indique por favor o seu grau de conhecimento bre as questdes apresentads
Escolha uma das seguintes respc

Ezcolha uma opgdo.. ¥
11. Qual o sewargo na empresa
1

ﬂ Ex: Director Geral, Director Comercial, Director Marketing, etc.
12. Ha quantos anos trabalha nesta empres

Neste campo s6 se aceitam nameros
13. Ha quantos anos trabalha no cargo que referitnésta empresa ou eroutra empresa)’

Neste campo sé se aceitam nameros

Terminar mais tarde << Anteriar H Seguinte >>
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Muito obrigada pela sua participacéo! Indique qualou quais os retornos que pretende obter
Escolha uma ou mais opgdes

L] Relatério dos resultados e recomendacées estraségic
[] Convite para um workshop sobre o topico
L] Informac&o sobre potenciais clientes no estraageir

Indique o0 seu contacto caso deseje algum destesoreibs

| E-mail
| Telefone
| Outro
Terminar mais tarde << Anterior ” Submeter
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8.8. OUTLIERS DETECTION
8.8.1. Item ECO1

This item, which stated “weonstantly monitor our level of commitment and otéion to
serving export customer needs”, is one of the iteha constitute the construct export

customer orientation.

=

5

.
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8.8.2. Item ECO2

This item, which stated we measure export customer satisfaction systematicaiig

regularly”, also constitutes the construct expogtomer orientation.

£

3-—
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8.9. NORMALITY ANALYSIS

ltems Skewnes|Kurtosis Kolgomorov-
Smirnov
Export customer orientation
ECO1 We constantly monitor our level of commitmantl orientation to serving export customer needs 106l | 1.824 .282
ECO2 We measure export customer satisfaction sydieaily and regularly -1.037 | 1.661 277
ECO3 Our export strategy for competitive advantadgmsed on our understanding of export customede -.913 1.307 .295
ECO4 Our export business objectives are drivenamilynby customer satisfaction -.914 1.177 .253
ECO5 We understand how everyone in our businessamanibute to creating value for export customers -.948 1.473 .297
ECO6 We give close attention to after sales selivicair export markets -.979 1.664 221
Export competitor orientation
ECPO1 All information concerning our export competi is shared within this company -.819 919 212
ECPO2 We rapidly respond to competitive actions titw@aten us in our export markets -.798 .831 .227
ECPO3 We regularly discuss export competitors'mgjties and weaknesses -.620 .397 .185
ECPO4 Customers are targeted when we have an apjigrfor competitive advantage -.811 2.130 198
Product developmemxploitative capabilities
ETP1 Improved quality of the firm’s export prodycervices and processes -.072 -.297 .232
ETP2 Lowered cost of the firm’s export productsyses and processes -.372 .299 .220
ETP3 Upgraded current knowledge and skills for fantechnologies and export products and services -1.182 | 2.533 277
ETP4 Invested in enhancing skills in exploiting orattechnologies that improve productivity of catrsanovation operations -.936 2.504 .225
ETP5 Upgraded skills in product development proeeas which the firm already possesses signifieaperience -.674 2.505 231
ETP6 Enhanced competencies in searching for sokitio customer problentsat are near to existing solutions rather thanpletaly] -.343 157 .252
new solutions
ETP6 Strengthened our knowledge and skills forgmtsjthat improve efficiency of existing innovatiactivities -.719 1.718 217
Market-relatedexploitative capabilities
ETM1 Enhanced the capture of important market mfion of its existing markets -.519 .882 211
ETM2 Reinforced its contacts in current export negsk -.241 -.269 .244
ETM3 Reinforced the monitoring of competitive pratiiin current export markets -.748 1.397 215
ETM4 Enhanced its understanding of existing oveysesgtomer requirements -.559 .810 .255
ETM5 Reinforced its relationships with current aeas customers -.525 441 .282
ETM6 Reinforced its supplier relationships -.873 1.213 .249
ETM7 Reinforced its overseas distributor relatiopsh -1.169 | 2.319 .201
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(cont.)

Items Skewnes| Kurtosis | KolgomoroV|
-Smirnov

Product developmemxplorative capabilities
ERP1 Acquired manufacturing technology and skifisrely new to the firm -.793 1.213 .200
ERP2 Learned about technology it has not used defor -.964 1.668 213
ERP3Learned product development skills and procesagsh(as product design, prototyping new productsingy of new produq -.936 1.689 218
introductions and customizing products for localkess) entirely new to the industry
ERP4 Acquired entirely new managerial and orgaiumat skills that are important for innovation (buas forecasting technologicand -.918 1.137 225
customer trends, identifying emerginmarkets and technologies, coordinating and integgd®&D, marketing, manufacturing and ot
functions, managing the product development prdcess
ERP5 Learned new skills in areas such as funding teehnology, staffing R&D functiortraining and development of R&D a| -.858 1.262 212
engineering personnel for the first time
ERP6 Strengthened innovation skills in areas whérad no prior experience -.793 1.909 .183
ERP7 Implemented new types of production processes -.594 .568 .186
ERP8 Chose new approaches to export productsgesrand processes that are different from thoskingbe past -.914 1.177 .158
Market-relatedexplorative capabilities
ERMZ1 Identified prospective customers -.864 1.649 .249
ERM2 Acquired export market-related informatiomefv markets -1.006 2.244 .218
ERM3 Assessed the potential of new markets -.873 1.563 225
ERM4 Researched new competitors and new customers -.540 .509 212
ERMS5 Built relationships in new markets -1.043 2.418 .225
ERMG6 Built new close supplier relationships 219
ERM?7 Built new overseas distributor relationships -.798 .831 .189
Current export profit performance
PROF1 Export profit -.816 1.063 .248
PROF2 Export return on investment -.912 1.798 244
PROF3 Export return on sales -.936 2.138 .243
PROF4 Export market margins -.834 1.144 .264
Current export market effectiveness performance
EFFE1 Export market’s sales volume growth -.735 147 191
EFFE2 Growth in export market sales revenue -.723 314 .206
EFFE3 Export market's market share growth -.349 -.155 .149
EFFE4 Acquiring new export market customers -.740 .501 .243
EFFES5 Increasing sales to current export customers -.757 .253 .194
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(cont.)
Items Skewnes| Kurtosis | KolgomoroV|
-Smirnov
Future export performance
FUT1 Export operations profitability -.553 -.251 .220
FUT2 Export sales volume -.613 -.120 .210
FUT3 Achievement of the objectives -.597 .082 .205
FUT4 Satisfaction with export operations performanc -.764 .088 .205
Slack resources
SLK1 We have uncommitted resources that can be tostenhd strategic initiatives at short notice -.205 -.463 .166
SLK2 We have a large amount of resources avaiialtlee short run to fund our initiatives -.039 -.720 131
SLK3 We will have no problems obtaining resourceshmrt notice to support new strategic initiatives -.270 -.810 .160
SLK4 We have a large amount of resources at tleatisn of management to fund new strategic irtest -.131 - 723 137
Interfunctional coordination
IFC1 Our top managers from each business funcéigalarly visit our current and prospective expaoittomers -1.278 2.135 .223
IFC2 Our business functions regularly share markketmation about export customers, technologiad, @mpetitors -1.108 2.18( .252
IFC3 The activities of functional units are tightlgordinated to ensure better use of our exporket&nowledge -.800 .868 .257
IFC4 Our export business strategies are driveméybal of increasing export customer value -1.137 2.530 278
IFC5 Export staff share programs and resourcesatitér business units -.989 1.995 .268
IFC6 There is a high level of cooperation and cowibn among functional units in setting the gaatsl priorities for therganizatio] -.980 1.503 .253
to ensure effective response to export market ¢iomgi
IFC7 Top management promotes communication and ezatipn among R&D, marketing, and manufacturingekport markgq -1.041 1.410 228
information acquisition and use
Technological turbulence
TCT1 It was very difficult to forecast technologgwklopments in our industry -.330 -.629 .187
TCT2 Technology environment was highly uncertain -.107 -.701 .145
TCT3 Technological developments were highly unpridtile -.046 -.715 .125
TCT4 Technologically, our industry was a very coexpénvironment -.194 -.758 .219
Market turbulence
MKT1 Customer needs and product preferences chapgézirapidly -.733 .218 .216
MKT?2 Customer product demands and preferences ighty uncertain -.219 -.765 .180
MKT3 It was difficult to predict changes in custonmeeds and preferences -.353 -.329 .190
MKT4 Market competitive conditions were highly uegictable -.466 -.356 172
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8.10. INDIVIDUAL MEASUREMENT MODELS

8.10.1.Export Customer Orientation

0. 3] ECO].

o.21w= ECO2

o zasm] ECO3

0_ 0= ECO4

o caem ECOB

Chi-3guare=59.82, df=9, P-wvalue=0.00000, BMIEA=0.147
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8.10.2.Export Competitor Orientation

0. 7 e ECPO].

o a3 ECPO2

ECPO3

0. 47

o 1ae] ECPO4

Chi-Square=9.93, df=Z, P-wvalue=0.00c36, EM3IEA=D.1:24
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8.10.3.Product Development Exploitative Capabilities

o0 ac=| ETP1
0 e1wm| ETP2
o agw=| ETP3
2.z14 ETP4
o s0ee ETP5
0 aze| ETP6
1 20w ETP7

Chi-3guare=121.08, df=14, P-walue=0.00000, BRMIEA=0.17Z
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8.10.4 Market-related Exploitative Capabilities

0 see ETM1
o 24a] ETM2
4 s34 ETM3
o 2ae| ETM4
2 31w ETM5
o c1el ETM6
a g7 ETM7

Chi-Sguare=131.75, df=14, P-walue=0.00000, EBMIEA=0.180
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8.10.5.Product Development Explorative Capabilities

o 434+ ERP1
o 5o+ ERP2
o.44+= ERP3
o z2w| ERP4
o0 1c+ ERP5
o sce= ERP6
0.3+ ERP7
o 4. ERPS

Chi-Sguare=171.63, df=20, P-walue=0.00000, BM3EA=0.171
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8.10.6.Market-related Explorative Capabilities

o.1z+= ERM1

0. 07 = ERM2

0. 17 ERM3

0.2 ERM4

o.zce= ERMS

0. &= ERM6

o ez ERM7

Chi-Square=185.44, df=14, P-walue=0.00000, BFMIEA=0.217
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8.10.7.Current Export Profit Performance

AN

.21

o 10+ PROF2 | __

.96

0
o.07+~| PROF3 /D

.35

0. 10+ PROF4

Chi-Sguare=12.92, df=Z, P-walue=0.00136, RMIEA=0.145
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8.10.8.Current Export Market Effectiveness Performance

0. 1e-=

EFFE1

0. 224

EFFE2

0.3z

EFFE3

0. L=

EFFE4

0. 2=

EFFES

N

LRE

1

LBE

-EE

=1

Chi-Square=43.54, df=5, P-walue=0.00000, BFM3IEA=0.17Z
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8.10.9.Future Export Performance

o z-a=| FUT1

n.28

o o1 FUT2 -~ ag

9z

1]
015+ FUT3 /D

.90

o.1a= FUT4

Chi-3gquare=1585.81, df=Z, P-wvalue=0.00000, ERMIEA=0.610
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8.10.10. Slack Resources

0.2z SLK1

AN

0.8

.79

]
0 sa+| SLK3 /D

.30

0. 1z SLK4

Chi-Square=19.44, df=Z, P-walue=0.00006, RM3EA=0.183
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8.10.11. Interfunctional Coordination
n.sze= IFC1
o aze= [IFC2
n.z4w= [FC3
o 53w IFC4
0 27 IFCS
0 =7 IFC6
0 sz IFCY

Chi-Sgquare=158.64, df=14, P-walue=0.00000, BFMIEA=0.199
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8.10.12. Technological Turbulence
0 z7a T1CT1
g gae=] 1CT2
o zaw= T1CT3
o.7z= TCT4

Chi-3quare=9.,54, df=Z, P-walue=0.008458, BRMSEA=0.1Z0
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8.10.13. Market Turbulence

o ol MKTL \
0o.24
0.2&

o sem MKT3 /D <

o 4q+= MKT4

Chi-Sgquare=20.09, df=Z, P-walue=0.00004, PRM3IEA=0.186
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8.11. INTERVIEW GUIDE POST DATA COLLECTION INTERVIEWS

1. Explicar a investigagéo (objectivos)

Bom dia,

Agradeco a sua disponibilidade para esta novaesiiae

Ja apliquei o questionario e procedi a analiseedeltados do mesmo. Nesta analise surgiram
alguns resultados que gostaria de entender melbtgo que é a pessoa indicada para me
ajudar nisto, uma vez que tem conhecimento prai@sta mais sensibilizados para estas
guestdes.

2. Procurar autorizagéo
Tem alguma duvida que gostaria de ver esclarecitks ale prosseguirmos? Esta disposto a
conversar comigo nestes termos?

3. Por o respondente a vontade

4. Garantir o anonimato/confidencialidade
Mais uma vez, garanto-lhe o anonimato, pelo qugu@m ira saber que foi vocé a responder.
O conteudo da conversa nao sera usado para ousasufconhecido por outras pessoas.

5. Gravar/escrever informacéo
Importa-se que tire algumas notas e grave a reup#ia meu acompanhamento da conversa?

6. Explicar como a entrevista ira processar-se:
Se concordar, penso em fazer-lhe algumas pergudiégaanalise dos questionarios surgiram
alguns resultados que gostaria de entender melhor.

a. Um deles tem a ver com a informacé&o que recolhendesseminam sobre os
actuais e potenciais concorrentes.

i. Esta ndo parece ser usada para desenvolver as capades de
desenvolvimento de produtos totalmente novos. Potkdar um
pouco sobre porque acha que isso acontece?

ii. Esta ndo parece ser usada para desenvolver as cejades para ir
para novos mercados e desenvolver relacionamentast novos
clientes e distribuidores. Pode falar um pouco sobkrporque acha
que isso acontece?

b. A ida para mercados totalmente novos parece influenar de forma negativa o
desempenho actual da empresa. Pode falar um pouaabse porque acha que
iISSo acontece?

c. O reforco da presenca nos mercados actuais e deagbes existentes com clientes
e distribuidores parece influenciar de forma positta 0 desempenho antecipado
(futuro) da empresa. Pode falar um pouco sobre porge acha que isso acontece?

7. Agradecer o tempo dispendido
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