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Abstract

The purpose of this paper is to construct the operationalization of dynamic
marketing capabilities and analyze its effectiveness in overseas market. The
author examines the impacts of dynamic marketing capabilities on perfor-
mance based upon the sample of 180 export companies in Korea. The find-
ings reveal that dynamic marketing capabilities such as “market responding
capabilities” and “marketing resource rebuilding capabilities” have significant
impacts on performance in exporting. The result verifies the effectiveness of
dynamic marketing capabilities in performance. It is necessary for firms to
build dynamic marketing capabilities to achieve the desired performance, es-
pecially in the overseas market, where the market environment is completely
different. Even though this study attempts to shed new light on theory of dy-
namic capabilities from a marketing perspective, there is a need for conti-
nuous discussions and research around the conceptualization and operatio-
nalization of dynamic marketing capabilities.
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1. Introduction

Profits vary significantly among different companies even in the same industry.
There is a leader in the group as well as a low-ranking follower. In the past, re-
searchers tried to approach this gap in profitability in terms of industrial organ-
ization structure (Porter, 1980). However, there are limitations to merely explain
the huge gap in profitability among companies in the same competitive struc-
ture. Thus, studies began to focus on internal resource issues among companies
to examine the profitability gap, rather than on industrial organization structure.

Among them, the resource-based view received great attention. This view argued
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that profitability among companies even in the same industry varies according
to the characteristics of the company resources owned, that is, how valuable and
rare they are, and how difficult they are to be imitated by competitors (Barney,
1991; Grant, 1991; Collis & Montgomery, 1995). However, it has been pointed
out that the resource-based view also has limitations in its ability to guarantee a
company’s profitability in rapidly changing competitive environment. In other
words, companies can succumb to resource rigidity, which makes them so tied
to their own unique resources that they fail to adjust to rapid environmental
changes, thereby, falling behind the competition. If a company’s core resources
or capabilities become unsuitable for a rapid changed environment, for instance,
“core competence” may turn into “core rigidity” (Leonard-Barton, 1995). It is
actually unusual to find a turnaround in the status of a leading company in re-
lated industries, but if the leading company falls into resource rigidity, the com-
petitive position does change occasionally. A good example could be the case
that Apple and Samsung Electronics overtook Nokia and Motorola in the
smartphone market. Nokia and Motorola had once been in the lead positions in
the cellular phone market, but they placed too much confidence in their core
competences and fell behind Apple and Samsung Electronics in the market shift
to smartphones.

Phenomena such as the reduction of product life cycle, followed by changes in
technology and consumer taste, globalization of competition, and the rapid
spread of information through the Internet, further increase environmental un-
certainty, thereby quickly changing the value of core resources and competences
that had previously formed the foundation for competitive advantages. Thus, in
order for companies to make continuous profits in a radically changed environ-
ment and maintain their competitive edge, they must stay one step ahead of the
competition by recognizing and responding to environmental changes. Addi-
tionally, to guarantee this sustainable competitive position, they should be sup-
ported by a new set of resources and competences.

Recently, the timely response to environmental changes and the securing of a
competitive advantage through the capability to renew and rebuild resources
have been explained by the concept of dynamic capabilities (Teece et al., 1997;
Helfat, 1997; Eisenhardt & Martin, 2000). In the meanwhile, Zahra et al. (2006)
argue that this kind of dynamic capabilities is required in all value chain func-
tions such as R&D, manufacturing, marketing, and finance. For instance, Deeds
et al. (2000) regarded the capability to develop new products as a dynamic capa-
bility. It was also pointed out there is a problem in considering the entire re-
sources or competences as contributing to business performance of a company,
since different resources or competences are required for different value chain
functions. Therefore, it is necessary to focus on the impacts of specific resources
or competences on the effectiveness of related value chain functions to empiri-
cally verify the resource-based view (Ray et al., 2004).

In this context, there is an urgent need for dynamic capabilities in marketing
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in today’s rapidly changing market environment. Consequently, this study aims
to reestablish the concept of dynamic capabilities from a marketing perspective,
and empirically analyze the impacts of dynamic marketing capabilities on per-
formance. Studies on the effectiveness of marketing capabilities have been rela-
tively frequent (Hooley et al., 1999; Moore & Fairhurst, 2003; Morgan et al.,
2009; Vorhies & Morgan, 2005; Vorhies et al., 2009). However, with some excep-
tions (Griffith et al., 2006; Bruni & Verona, 2009), few approached marketing
capabilities from the dynamic perspective. In particular, this study assumes that
dynamic marketing capabilities are required more in overseas markets, where
the business environment is completely different, and thus aims to analyze the
effectiveness of dynamic marketing capabilities in export companies. This study
has academic and practical significance in that it applies the concept of dynamic

capabilities to marketing, and analyzing its effectiveness in overseas markets.

2. Concept and Components of Dynamic Marketing
Capabilities

Teece et al. (1997) conducted a leading study that systematically established the
concept of dynamic capabilities; they defined dynamic capability as “the ability
to integrate, build, and reconfigure internal and external competences to address
rapidly changing environments.” In the same vein, Helfat (1997) considered dy-
namic capabilities as the “alteration of their resources or knowledge in response
to rapid environment changes”. Meanwhile, Eisenhardt & Martin (2000) empha-
sized the strategic routine in which companies reconfigure resources as markets
form, change, and become extinct. All these studies regarding dynamic capabili-
ties emphasize the timely response to market changes as well as the renewal and
rebuilding of resources. This consideration is in line with the concept of “dy-
namic resource management” by Wernerfelt (1984), who emphasized “the op-
timal resource portfolio as a balance between exploitation of existing resources
and development of new ones to maintain competitive advantages,” and the
concept of “resource fit” by Hiroyuki (1987), who emphasized the importance of
resource management fit for future strategies.

For the empirical verification there have been some studies that specifically
analyze the components of dynamic capabilities. For instance, Teece (2007,
2018) categorized the components of dynamic capabilities into three subsets
such as 1) ability to sense and shape opportunities and threats, 2) ability to seize
opportunities, and 3) ability to expand, integrate, protect, and reconfigure tangi-
ble and intangible resources. To analyze the impacts of these capabilities on the
performance of high-tech ventures, Kwon (2013) also classified the components
of dynamic capabilities into subsets such as 1) environment sensing capability,
that can sense market changes, 2) innovative responding capability, that can re-
spond to market changes, and 3) resource renewing capability, that can rebuild
resources.

According to Day (1994), marketing capabilities can be composed of two
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types of capabilities at least. One is related to outside-in capabilities that accu-
rately predict diverse changes in external markets, such as market sensing and
technology monitoring as well as changes in customers’ needs while the other is
related to inside-out capabilities that focus on managing in-house company re-
sources such as technological and financial resources, costs, and human re-
sources. Based on the types of marketing capabilities stated by Day (1994),
therefore, dynamic marketing capabilities can be subdivided into two compo-
nents such as 1) ability to respond to market changes, namely, “market res-
ponding capabilities”, and 2) ability to integrate, build, and reconfigure market-
ing resources, namely, “marketing resource rebuilding capabilities”. In this
sense, the market responding capabilities correspond to outside-in marketing
capabilities, while the marketing resource rebuilding capabilities correspond to
inside-out marketing capabilities.

As a key component of dynamic marketing capabilities, in the meanwhile,
some studies focused only on the market responding capabilities (Griffith et al.,
2006) while other studies focused only on the marketing resource rebuilding ca-
pabilities regarding the creation, use, and integration of marketing knowledge
and resources (Bruni & Verona, 2009). To completely support the concept of
dynamic marketing capabilities, however, these must include capabilities to re-
spond to market changes as well as capabilities to renew or rebuild marketing

resources.

3. Research Model and Hypotheses

In analyzing the effectiveness of dynamic marketing capabilities, this study aims
to establish a research model as shown in Figure 1, with two types of dynamic
marketing capabilities, namely “market responding capabilities” and “marketing
resource rebuilding capabilities”. Assuming that dynamic marketing capabilities
are required more in overseas markets, where market environments are com-
pletely different, this study targets export companies as the sample of the research.
Considering the fact that export performance may vary according to firm size

and export experience (Andersson et al., 2004; Bortoluzzi et al., 2014; Carlsson

Dynamic marketing
capabilities

Export
performance

- Market responsiveness
capabilities

- Marketing resource

rebuilding capabilities

Firm Export
size experience

Figure 1. Research model for the effectiveness of dynamic marketing capabilities.
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et al., 2005; Reid, 1982; Samiee & Walters, 1990), these are adopted as control
variables to analyze the influences of dynamic marketing capabilities on export
performance in this analysis.

Companies’ market responding capabilities to environmental changes have
been perceived as a crucial element of dynamic capabilities. For instance, Teece
et al. (1997) emphasized the importance of timely adjustment to environmental
change. As a key function of dynamic capabilities, in the same vein, Eisenhardt
& Martin (2000) considered dynamic capabilities as matching market change
and even creating a new market.

The concept of market responding capabilities is also in line with the concept
of market orientation, where information is captured on market changes to en-
hance a company’s competitive advantage and timely market response, by shar-
ing it among interfunctional departments (Kohli & Jaworski, 1990). Narver &
Slater (1990) specifically emphasized information about consumers and compet-
itors, and argued that this type of market orientation contributes to the im-
provement of competitive advantage by enabling companies to take timely
measures, as they increase consumer satisfaction, while also better captivating
the strengths and weaknesses of competitors. Empirical studies verified that this
market-responsive market orientation has positive impacts on the successful in-
troduction of new products and business performance (Narver & Slater, 1990;
Jaworski & Kohli, 1993; Pelham, 2000; Hong & Chen, 1998; Homburg & Pflesser,
2000). The concept of market responsiveness is also in line with the concept of
marketing innovation that references the innovative marketing activities based
on market environmental changes. It has been acknowledged that innovation in
market knowledge, product development, product delivery, and customer man-
agement contributes to enhance firm’s competitive advantages (Hong & Chaiy,
2008; Abosag & Brennan, 2017).

The direct effectiveness of market responsiveness has been proven by empiri-
cal verification. For example, Griffith et al. (2006) defined dynamic capabilities
as market responsiveness—the ability to respond more promptly to existing and
new demands of consumers—and conducted an empirical analysis of American
retailers. As a result, they clarified that higher retail market responsiveness led to
higher marketing performance. In the same vein, Fang & Zou (2009) who de-
fined dynamic market responsiveness as the ability to efficiently and promptly
respond to product development, supplier management, and customer relation-
ship management issues in accordance with market environment changes ana-
lyzed its effectiveness on the operation of international joint ventures in China.
As a result, they proved that such market responsive capabilities have positive
impacts on the business performance of these joint ventures.

This kind of market responding capabilities should play more important roles
in overseas markets of which business environments are completely different
from those of domestic market. That is why it has been also proven that the

market-responsive market orientation had positive impacts on the export mar-
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keting performance (Cadogan et al.,, 2002; He et al., 2018; Kwon & Hu, 2000;
Rose & Shoham, 2002).

H1: Market responding capabilities of export companies will have positive
impacts on export performance.

According to the resource-based view, companies that have valuable and
scarce resources, can achieve superior competitive advantages compared to those
that do not have (Barney, 1991). However, the weakness of the resource-based
view is that the value of those resources may be out of date due to environmental
changes. A good example could be the fall of Nokia and Motorola. These com-
panies were so focused on their existing technology in the cellular phone market
that they fell behind Samsung Electronics and Apple in developing new smart-
phone technology. This example implies that it should be necessary to attain
“resource fit” by continuously renewing resources according to changes in the
technological environment as well as in customer needs in order to maintain
competitive advantages (Hiroyuki, 1987).

Dynamic capabilities underscored the importance of resource fit along with
market responsiveness, following environmental changes. For example, Teece et
al. (1997) emphasized the ability to adapt, integrate, and reconfigure internal
and external organizational skills, resources, and functional competences to ad-
dress rapidly changing environments as an important function of dynamic capa-
bilities. This is in line with the concept of the optimum resources portfolios
through “dynamic resource management” by Wernerfelt (1984), who argues that
to make a competitive advantage sustainable, it is important to balance the use
of existing resources with the development of new ones. McGrath (2001) also
stressed the importance of balancing existing resources with new ones, explain-
ing the importance of efforts to develop new resources or knowledge with a
change seeking learning process for adequately coping with a rapidly changing
environment.

Meanwhile, from a marketing perspective, Johnson et al. (2003) emphasized
the importance of market-focused strategic flexibility, in which companies clari-
fy, obtain, and configure marketing resources (brands, vendors, clients, dealer
loyalty, customer trust, marketing experts, etc.) and reconfigure strategic op-
tions, particularly with regard to products and markets, to achieve sustainable
competitive advantage. In general, marketing resources have the character of in-
tangible resources. For instance, Srivastava et al. (2001) categorized marketing
resources into relational and intellectual marketing resources. While the former
refers to amicable relations with clients, distributors, and suppliers based on mu-
tual trust and reputation, the latter refers to knowledge about the market. Both
are intangible and can’t be easily imitated by competitors. In the resource-based
view, existing intangible marketing resources contribute to competitive advan-
tage; however, if resources are not renewed in accordance with changes in mar-
ket environments, as from the dynamic capabilities perspective, competitive ad-

vantage may in fact be damaged due to resource rigidity.

DOI: 10.4236/0jbm.2021.95112

2124 Open Journal of Business and Management


https://doi.org/10.4236/ojbm.2021.95112

Y.-C. Kwon

Empirical studies also prove that the abilities to rebuild resources, by inte-
grating, adding, and reconfiguring resources as dynamic capabilities, are major
drivers of competitive advantage and business performance. For example, Wu
(2010) defined dynamic capabilities as the ability to integrate, learn, and recon-
figure resources, empirically analyzing 253 companies in the high technology
industry in Taiwan. Consequently, it was proven that this resource rebuilding of
dynamic capabilities has positive impacts on competitive advantage. From an
analysis of multinational corporations operating in Korea, it was found that the
ability to gain and renew intellectual resources such as technology, knowledge,
know-how, and skills has positive impacts on the business performance of local
subsidiaries (Kwon, 2010). Furthermore, it was also proven that the firms pos-
sess dynamic marketing capability of creating, using and integrating marketing
resources do have more advantages in the creation of new products and the
changes in the new product development than those who don’t have (Bruni &
Verona, 2009).

This study defined the abilities to gain, integrate, and reconfigure new mar-
keting resources according to change in export environments as “marketing re-
source rebuilding capabilities”, and formulated the following hypothesis.

H2: Marketing resource rebuilding capabilities of export companies will have

positive impacts on export performance.

4. Research Method

4.1. Surveyed Companies

To verify the effectiveness of dynamic marketing capabilities of export compa-
nies, this study requested from the Korea International Trade Association
(KITA) a list of export companies in the manufacturing industry in the Daegu
and Gyeongbuk regions, the southern part of Korea. The list included 479 such
companies. Data was collected from the CEOs or overseas department managers
of these companies during one month, October 2017. The final collection of the
questionnaires resulted in a response rate of 39.9%, equaling 191 company res-
ponses. Among them, 180 companies were selected for final analysis, excluding
11 companies with poor responses.

To reduce the problem caused by the common method variance (CMV), the
following ex ante method was used. First, the respondents were convinced that
the identities of the respondents would be anonymous and the responses would
be used only for research purposes. This encouraged the respondents to answer
as honestly as possible. Second, the order of variables in the questionnaire was
randomly arranged, reducing the possibility that the respondents answered by
subjectively predicting the relationship among variables (Chang et al., 2010).
Since the problem of CMV can’t be perfectly solved with the ex ante method,
Harman’s single factor test was conducted as a posteriori test. As a result of in-
putting 16 variables, used in the analysis, and conducting an unrotated factor

analysis, four factors with explanatory power (eigenvalue > 1.000) were ex-
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tracted. The factor with the biggest explanatory power accounted for 22.32% of
all variances, while the other three factors accounted for 50.17%, proving that
there was no single general factor that caused the problem of CMV (Harman,
1967; Podsakoft & Organ, 1986).

4.2. Operant Definition and Measurement of Variables

First, export performance as a dependent variable was measured in terms of
competitive performance and financial performance based on previous studies
that classified business performance into two categories: a competition-related
index and a finance-related index (Diamantopoulos et al., 2014; Fang & Zou,
2009; Griffith & Zhao, 2015; Lisboa et al., 2013; Oliveira et al., 2012; Zhan & Luo,
2008). Competitive performance, which represents the enhancement of competi-
tive advantage in export markets, is measured in four items: 1) improvement of
brand awareness (EC1), 2) improvement of price competitiveness (EC2), 3) im-
provement of quality competitiveness (EC3), and 4) improvement of relation-
ships with clients (EC4). Financial performance is also measured in four items:
1) total sales revenues (EM1), 2) total sales profits (EM2), 3) return on invest-
ment (EM3), and 4) margin (EM4) in exporting. We have measured export per-
formance in terms of subjective perception since objective financial measures do
not control for variations caused by external factors such as foreign exchange
rates (Andersson et al., 2001; Lisboa et al., 2013). Here, we employed three-year
average estimates to minimize the influence of short-term performance varia-
tions. Thus, these were all assessed based on a 7-point Likert scale (1 = extremely
dissatisfied; 7 = extremely satisfied) to determine how satisfied the respondents
were with the relevant achievements compared with major competitors over the
last three years.

The operant definition of market responding capability, which is a key ele-
ment of dynamic marketing capabilities, is the ability to respond to various
changes in export markets in timely manner. This is in line with the outside-in
capabilities of a company that copes with market changes as stated by Day
(1994). In consequence, this study measured market responding capabilities
based on a 7-point Likert scale (1 = extremely low; 7 = extremely high), using the
following four items: 1) promptly coming up to new demands of clients (RS1), 2)
constantly improving product performance (RS2), 3) constantly introducing
new marketing strategies or programs (RS3), and 4) promptly responding to the
strategic changes of competitors (RS4). These items were developed based on the
previous studies by Day (1994), Fang & Zou (2009), and Griffith et al. (2006).

The operant definition of marketing resource rebuilding capability, another
key element of dynamic marketing capabilities, is the ability to integrate, form,
and reconfigure marketing resources internally according to changes in export
environments. This is in line with the outside-in capabilities of a company that
copes with market changes as stated by Day (1994). Therefore, this study meas-

ured marketing resource rebuilding capabilities based on a 7-point Likert scale
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(1 = extremely low; 7 = extremely high), using the following four items: 1) con-
stantly monitoring the state (sufficient/insufficient) of marketing resources (pa-
tents, brands, and market data, marketing experts, tools and systems, trust with
clients, etc.) (RM1), 2) constantly supplementing necessary marketing resources
(RM2), 3) procuring marketing resources from the outside (clients, distributors,
agents, etc.) if necessary (RM3), and 4) maximizing utility of marketing re-
sources through adjustments and reconfiguration (RM4). These items were de-
veloped based on the previous studies by Day (1994), Johnson et al. (2003), and
Srivastava et al. (2001).

At the same time, export performance may vary according to firm size and
export experience (Andersson et al., 2004; Bortoluzzi et al., 2014; Carlsson et al.,
2005; Reid, 1982; Samiee & Walters, 1990). Therefore, for control variables to
check the influences of firm size and export experience in export performance,
this study measured firm size by the number of employees, and export expe-

rience by years of business since the company began exporting.

4.3. Reliability and Validity Analysis of Constructs

Exploratory factor analysis was conducted to verify the validity of the measure-
ment variables. For factor rotation, the VARIMAX, in the orthogonal rotation
method, was adopted in order to maintain independence among factors. As a
result, the constructs measured by this study are accurately classified, and the
factor loading of variables shows a satisfactory level at 0.6 and above. The relia-
bility that represents the internal consistency of variables is considered favorable
if the Cronbach Alpha is above 0.7 (Nunnally, 1978). As a result of the reliability
testing, most variables have the Cronbach Alpha of 0.7 and above, indicating
that there is no significant problem in the internal consistency of variables. In
addition, confirmative factor analysis (CFA) was conducted in order to analyze
the convergent validity of measurement items as well as the concepts of exogen-
ous and endogenous variables for the items that went through the exploratory
analysis. As can be seen in Table 1, the factor loading was 0.5 and higher in all
exogenous and endogenous variables, and the t-value was 2.00 and above. Gen-
erally, convergent validity is considered acceptable if the loading of measure-
ment items is higher than 0.5 and the t-value is 2.0 and above (Steenkamp & Van
Trijp, 1991). Therefore, convergent validity could be confirmed as the value ex-
ceeded the standard level in all items. Moreover, as a result of measuring com-
posite reliability (CR) and average variance extracted (AVE), it was found that
both CR and AVE exceed the standard levels of 0.70 and 0.50, respectively, in all
measurement items excluding marketing resource rebuilding capabilities. This
showed that the survey questions are valid to a certain degree (Fornell & Larck-
er, 1981).

5. Results of Hypothesis Testing

To prove Hypotheses 1 and 2, this study conducted a structure equation analysis,
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Table 1. Result of confirmative factor analysis.

Endogenous and exogenous variables

Factor Variable Standardization t value alue Composite Average variance
factor loading v pY reliability (CR) extracted (AVE)
RS1 0.824 - -
Market RS2 0.837 12.378  0.000
responsiveness 0.79 0.64
capabilities RS3 0.878 10.297  0.000
RS4 0.842 11.675  0.000
RM1 0.860 - -
Marketing
resource RM2 0.908 14.850 0.000
o1 0.76 0.44
rebuilding RM3 0.484 5971 0.000
capabilities
RM4 0.801 12.127  0.000
EC1 0.830 - -
Competitive EC2 0.735 10740 0.000
0.83 0.55
performance EC3 0.899 13.900  0.000
EC4 0.886 13.502 0.000
EM1 0.876 - -
Financial EM2 0.743 10374 0.000
0.84 0.57
performance EM3 0.786 11.838  0.000
EM4 0.741 10.070  0.000

x/df = 1.418 (x* = 113.275, df = 95), GFI = 0.903, AGFI = 0.865, CFI = 0.822, RMSEA = 0.048.

with market responding capabilities and marketing resource rebuilding capabili-
ties as exogenous variables, and export performance as an endogenous variable.
In this process, export performance was analyzed separately by dividing it into
competitive performance and financial performance. Figure 2 is the verification
result of competitive performance, and Figure 3 is the verification result of fi-
nancial performance. The goodness of fit of the research model revealed the fol-
lowing: x(74) = 198.347 (p = 0.01), GFI = 0.865, AGFI = 0.808, CFI = 0.900,
RMSEA = 0.097 in competitive performance; and x*(74) = 182.38 (p = 0.01), GFI
= 0.877, AGFI = 0.826, CFI = 0.919, RMSEA = 0.090 in financial performance.
This indicated that even though the goodness of fit of the path modeling is not
outstanding, there is no problem in using this model in analysis since GFI and
CFI are close to, or higher than, 0.90, the generally allowed level of analysis.

As a result of analyzing Hypothesis 1, the causation between market respond-
ing capabilities and export performance is as follows. The path coefficients () of
competitive performance in Figure 2 and financial performance in Figure 3
turned out to be 0.288 and 0.081, respectively. This showed that competitive
performance was statistically significant (p < 0.01) but financial performance
was not, thereby the result partially supports Hypothesis 1. This result implies

that while market responding capabilities contribute to enhancing competitive
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Figure 2. Verification result of H1 and H2 (competitive performance).
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AGFI=0.808, CFI=0.900, RMSEA=0.097
*p<0.05; **p<0.01

Verification result of H1 and H2 (financial performance).

performance, there are limitations with this leading to financial performance.

These findings are not consistent with the results of a study conducted by Grif-

fith et al.

(2006) verifying the positive impact of market responsiveness capabili-

ties on financial performance of small retailers in the U.S. market.

On the other hand, the causation between marketing resource rebuilding ca-

pabilities

and export performance was different as follows. The path coefficients

(B) of competitive performance and financial performance turned out to be
0.327 (p < 0.01) and 0.368 (p < 0.01), respectively, indicating that both were sta-
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tistically significant. This result supports Hypothesis 2, which assumes that mar-
keting resource rebuilding capabilities have positive impacts on export perfor-
mance. These findings are consistent with the results of a study conducted by
Wu (2010) analyzing marketing resource manipulation capabilities of 253 com-
panies in the high technology industry in Taiwan.

An examination of the impacts of firm size (control variable) on export per-
formance showed that the path coefficients () of competitive and financial per-
formance, —0.009 and 0.059, respectively, indicated they are not statistically sig-
nificant. This implies that export performance is not significantly controlled by
firm size. On the contrary, an examination of the impacts of export experience
(control variable) on export performance showed that the path coefficients () of
competitive and financial performance, 150 (p < 0.05) and 0.184 (p < 0.015), re-
spectively, indicated that both are statistically significant. This implies that ex-

port experience has a relative significant influence on export performance.

6. Summary and Conclusion

This study aimed to shed new light on the resource-based theory of dynamic ca-
pabilities from a marketing perspective. The theory of dynamic capabilities em-
phasizes timely response to environmental change and continuous renewal of
resources for a sustainable competitive advantage, even in rapidly changing en-
vironments (Teece et al., 1997; Eisenhardt & Martin, 2000). If not, companies
may succumb to resource rigidity and lag behind in competitive advantage
(Leonard-Barton, 1995). This concept of dynamic capabilities can be applied to
all fields of value chain functions (Zahra et al., 2006), but is especially needed in
marketing, where companies must respond sensitively to market environment
changes. In this sense, dynamic marketing capabilities would be required more
in overseas markets, where the market environment is completely distinct from
domestic market. Therefore, to verify the effectiveness of dynamic marketing
capabilities in overseas markets, this study analyzed the impacts of dynamic
marketing capabilities on performance in the case of exporting.

Based upon the previous studies (Teece, 2007, 2018; Kwon, 2013) that con-
ducted the operationalization of dynamic capabilities, this study categorized dy-
namic marketing capabilities as: 1) abilities to respond to market changes,
namely “market responding capabilities”; and 2) abilities to integrate, form, and
reconfigure marketing resources, namely “marketing resource rebuilding capa-
bilities”. Marketing responding capabilities are in line with the outside-in capa-
bilities of a company that copes with market changes; on the other hand, mar-
keting resource rebuilding capabilities are related to inside-out capabilities that
focus on managing in-house company resources as stated by Day (1994).

As a result of empirically analyzing 180 export companies in Korea, the study
found that market responding capabilities have significant positive impacts on
competitive performance such as enhancement of corporate and brand aware-

ness, reinforcement of price and quality competitiveness, and improvement of
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relationships with clients, but not on financial performance such as sales revenue
and profit. On the other hand, marketing resource rebuilding capabilities had
significant positive impacts on both competitive and financial performance. This
result implies that market responding capabilities would be necessary to enhance
competitive advantage. However, this market responding capabilities should be
accompanied by the goodness of fit of resources aligning with market changes in
order to secure financial performance. In summary, these results imply that it is
not possible to achieve the desired financial performance without renewing or
rebuilding resources, even if market responding capabilities are implemented,
especially in exporting. However, previous studies emphasized only one dimen-
sion of dynamic marketing capabilities such as either market responding capa-
bilities (Griffith et al., 2006; Fang & Zou, 2009) or resource rebuilding capabili-
ties (Wu, 2010; Kwon, 2010).

This study has academic significance in that it advanced the concept of dy-
namic marketing capabilities by applying the concept of dynamic capabilities to
marketing. Moreover, it has strong policy implications in that it verified the ef-
fectiveness of dynamic marketing capabilities in the overseas market, where the
market environment is completely different. However, there is a need for conti-
nuous discussions and research around the conceptualization and operationali-
zation of dynamic marketing capabilities. Even though this research specifically
studied the concept of dynamic marketing capabilities by applying it to overseas
marketing, it will be interesting to conduct future research applying the concept
of dynamic capabilities to other fields of value chain activities such as R & D and
logistics. In that sense, this study would be expected to provide guidelines for
future research on the concept and operationalization of dynamic capabilities in

not only marketing field but also other fields of value chain activities.
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