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Abstract 

Improve the firms’ effectiveness in export markets is essential to ensure the survival, growth 

and competitive advantage of exporting firms. Within export markets, firms face a dynamic 

environment, with a strong competition and rapid technological changes. Through the 

acquisition and development of internal resources and capabilities, exporting firms can 

respond more effectively to the competitive and turbulent environment of foreign markets, 

and thus achieve a superior performance. This is the central subject of this research, which 

seeks to identify the key resources and capabilities of exporting firms that contribute to 

increase their effectiveness in export markets. More specifically, this study:  (1) develops a 

scale to measure innovation capability of exporting firms, identifies its key dimensions and 

tests the impact of all these dimensions on export venture performance; (2) examines the 

effect of technological turbulence on the development of organizational management dynamic 

capability, and investigates if organizational management dynamic capability contributes to 

leverage operational capabilities for innovation (i.e., innovativeness, innovation strategy and 

technological capability) in order to increase export market effectiveness; and (3) analyzes the 

influence of firms’ export commitment and innovativeness on the development of their 

marketing capabilities (i.e., pricing, new product development, marketing communication and 

distribution), and tests the effect of all these factors on export market effectiveness. 

An online survey was administrated to exporting manufacturing firms operating in Portugal. 

The results demonstrate that innovation capability of exporting firms is a higher-order 

construct formed by four dimensions: innovativeness, technological capability, innovation 

strategy and new product development capability. All four dimensions are positively and 

significantly related to export venture performance. The findings also demonstrate that 

technological turbulence has a significant influence on the development of organizational 

management dynamic capability, which, in turn, has a significant impact on firms’ operational 

capabilities for innovation, specifically innovativeness, innovation strategy, and technological 

capability. However, only innovation strategy and technological capability have a significant 

direct effect on export market effectiveness. Finally, export commitment has a significant 

influence on the degree of firms’ innovativeness, which, in turn, has a significant impact on 

the development of marketing capabilities. In other words, marketing capabilities 

development depends directly on the level of innovativeness and indirectly on firms’ 
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resources committed to export activity. Export commitment and two marketing capabilities, 

specifically new product development and marketing communication, have a direct effect on 

export market effectiveness. 

Keywords: Resource-based view; Dynamic capability; Innovation, Exporting, Performance. 
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Resumo 

Melhorar a eficácia das empresas nos mercados de exportação é fundamental para garantir a 

sobrevivência, o crescimento e a vantagem competitiva das empresas exportadoras. Nos 

mercados de exportação, as empresas enfrentam um ambiente dinâmico, com uma forte 

concorrência e rápidas mudanças tecnológicas. Através da aquisição e do desenvolvimento de 

recursos e capacidades internas, as empresas exportadoras conseguem responder de uma 

forma mais eficaz ao ambiente competitivo e turbulento dos mercados externos, e 

consequentemente alcançar uma performance superior. Este é o tema central desta 

investigação, que procura identificar os principais recursos e capacidades das empresas 

exportadoras que contribuem para o aumento da sua eficácia nos mercados de exportação. 

Mais especificamente, este estudo: (1) desenvolve uma escala para medir a capacidade de 

inovação das empresas exportadoras, identifica as suas dimensões-chave e testa o impacto de 

todas essas dimensões na performance da exportação-selecionada; (2) examina o efeito da 

turbulência tecnológica no desenvolvimento da capacidade dinâmica de gestão organizacional 

e investiga se a capacidade dinâmica de gestão organizacional contribui para alavancar as 

capacidades operacionais para a inovação (ou seja, inovatividade, estratégia de inovação e 

capacidade tecnológica), a fim de aumentar a eficácia do mercado de exportação; e (3) analisa 

a influência do compromisso de exportação e da inovatividade das empresas no 

desenvolvimento das suas capacidades de marketing (ou seja, preço, desenvolvimento de 

novos produtos, comunicação de marketing e distribuição), e testa o efeito de todos estes 

fatores na eficácia do mercado de exportação. 

Foi aplicado um questionário online a empresas fabricantes exportadoras a operar em 

Portugal. Os resultados mostram que a capacidade de inovação das empresas exportadoras é 

um constructo de ordem superior constituído por quatro dimensões: inovatividade, capacidade 

tecnológica, estratégia de inovação e capacidade de desenvolvimento de novos produtos. 

Estas quatro dimensões estão positiva e significativamente relacionadas com a performance 

da exportação-selecionada. Os resultados também mostram que a turbulência tecnológica tem 

uma influência significativa no desenvolvimento da capacidade dinâmica de gestão 

organizacional, que, por sua vez, tem um impacto significativo nas capacidades operacionais 

para a inovação das empresas, especificamente inovatividade, estratégia de inovação e 

capacidade tecnológica. No entanto, apenas a estratégia de inovação e a capacidade 



 

x 

tecnológica têm um efeito direto significativo na eficácia do mercado de exportação. 

Finalmente, o compromisso de exportação tem uma influência significativa no grau de 

inovatividade das empresas, que, por sua vez, tem um impacto significativo no 

desenvolvimento das capacidades de marketing. Por outras palavras, o desenvolvimento das 

capacidades de marketing depende diretamente do nível de inovatividade e indiretamente dos 

recursos das empresas comprometidos com a atividade de exportação. O compromisso de 

exportação e duas capacidades de marketing, especificamente o desenvolvimento de novos 

produtos e a comunicação de marketing, têm um efeito direto na eficácia do mercado de 

exportação. 

Palavras-chave: Visão baseada nos recursos, Capacidades dinâmicas, Inovação, Exportação, 

Performance. 
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1. Introduction 

The globalization of the world economy, the systems of economic integration, and the 

transmission of technologies across borders awoken the interest of firms in 

internationalization (Levitt, 1983). Internationalization is construed as referring to the 

expansion of activities to other geographical locations (Hitt, Hoskisson, and Kim, 1997) 

hoping to explore new possibilities of profit (Kyläheiko et al., 2011). In this context, 

exporting is the most common strategy for internationalization (Leonidou and Katsikeas, 

2010; Leonidou, Katsikeas, and Samiee, 2002; Salomon and Shaver, 2005a), and a cost-

effective way of penetrating new foreign markets quickly (Leonidou, 1995). It is considered 

to involve minimum business risks and low commitment of resources (Leonidou et al., 2007). 

Exporting allows firms to (i) utilize inactive operational capabilities and improve their 

productive efficiency (ii) improve technological quality and the standard of their services, and 

(iii) increase their profits and obtain higher rates of return (Guan and Ma, 2003).  

Due to the importance of exporting to the competitiveness of firms and countries (Lages and 

Montgomery, 2004; Leonidou et al., 2007), is essential to study and better understand the 

factors that increase the firm’s effectiveness in export markets, and which contribute to the 

success of international activities of exporting firms (Morgan, Vorhies, and Schlegelmilch, 

2006). According to the resource-based view (e.g., Barney, 1986; Barney, 1991; Dierickx and 

Cool, 1989; Grant, 1991; Newbert, 2007; Penrose, 1959; Ray, Barney, and Muhanna, 2004; 

Wernerfelt, 1984), exporting firms perform differently because they control different 

resources and capabilities. Distinctive resources and capabilities enable firms to achieve new 

and innovative ways of competitive advantage and thus a greater performance in export 

markets (e.g., Kaleka, 2012; Lages, Silva, and Styles, 2009). Previous studies identify several 

resources and capabilities as determinants of export performance (e.g., Aaby and Slater, 1989; 

Dhanaraj and Beamish, 2003; Dijk, 2002; Kaleka, 2012; Nazar and Saleem, 2009; Sousa, 

Martínez-López, and Coelho, 2008; Zou and Stan, 1998). However, the literature does not 

provide agreement about the resources and capabilities that are most relevant to exporting 

firms (Sousa, Martínez-López, and Coelho, 2008; Wheeler, Ibeh, and Dimitratos, 2008; Zou 

and Stan, 1998), and often describes contradictory conclusions about their influence on export 

performance (Sousa, Martínez-López, and Coelho, 2008). 



 

3 

These insights guide the current study, which seeks to identify the key resources and 

capabilities that Portuguese manufacturing exporting firms must use and develop in order to 

improve their export market effectiveness. This is a key issue for firms, in general, and 

managers, in particular. By understand what kind of resources and distinctive capabilities lead 

to better effectiveness in export markets, firms may increase their export market share, export 

sales revenue, the acquisition of new export customers and the sales volume to current export 

customers (Morgan, Vorhies, and Schlegelmilch, 2006). 

Within international markets, firms face a constantly changing environment, with an 

increasing global competition, shorter product life cycles, easy imitation of product 

innovations, and rapid technological changes (Chadha, 2009; Evangelista and Vezzani, 2010; 

Menguc and Auh, 2010; Roper and Love, 2002; Teece, 2007). In this context, innovation 

capability is a critical factor for the competitiveness of international manufacturing firms 

(e.g., Chadha, 2009; Chen and Jaw, 2009; Guan and Ma, 2003; Lages, Silva, and Styles, 

2009; Lisboa, Skarmeas, and Lages, 2011). Innovation capability increases the ability to 

respond to markets’ changes (Danneels, 2002; Szeto, 2000; Yam et al., 2010; Zahra and 

Covin, 1994), allowing firms to achieve and sustaining competitive advantage (e.g., 

Weerawardena and O'Cass, 2004), and thus to improve performance in international markets 

(e.g., Akman and Yilmaz, 2008; O'Cass and Weerawardena, 2009; Salomon and Shaver, 

2005b; Wang, Lu, and Chen, 2008). Despite the growing importance and increasing research 

on innovation capability (e.g., Guan et al., 2006; Zhang, Garrett-Jones, and Szeto, 2013), 

studies that investigate which elements integrate innovation capability in the export markets 

field are very scarce (Tomiura, 2007). In addition, most of these studies focus on the 

innovation outputs (e.g., Cassiman and Golovko, 2011; Roper and Love, 2002). Therefore, it 

is important to identify the key components of the innovation capability of exporting firms, in 

order to develop strategies more effective for the export promotion and ensure the firms’ 

success in foreign markets (Akman and Yilmaz, 2008). 

As the export environment becomes more dynamic and uncertain, the need to continuously 

develop and adapt innovation capability over time has become imperative for the success of 

industrial firms (Damanpour, 1992; Tomiura, 2007; Yam et al., 2004). According to the 

dynamic capability view (e.g., Eisenhardt and Martin, 2000; Newbert, 2005; Teece, Pisano, 

and Shuen, 1997; Wang and Ahmed, 2007; Zollo and Winter, 2002), dynamic capabilities 
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allow firms to upgrade or reconfigure operational capabilities for innovation (Helfat and 

Peteraf, 2003; Hill and Rothaermel, 2003; Zahra, Sapienza, and Davidsson, 2006) in order to 

address rapid changes in business environment (Teece, Pisano, and Shuen, 1997). From this 

perspective, competitive advantage results not from dynamic capabilities by themselves, but 

from the configuration of operational capabilities they create (Eisenhardt and Martin, 2000; 

Helfat and Peteraf, 2003; Makadok, 2001; Zollo and Winter, 2002). Although dynamic 

capability has been previously applied in the innovation and export areas (e.g., Lee and 

Kelley, 2008; Lisboa, Skarmeas, and Lages, 2011), limited research exists about how 

dynamic capabilities are created, and how they interplay with operational capabilities in order 

to generate superior value for the firms (Weerawardena and Mavondo, 2011; Winter, 2003; 

Zahra, Sapienza, and Davidsson, 2006). Thus, it is essential to identify the key components of 

dynamic capabilities and operational capabilities for innovation relevant to increase export 

market effectiveness. 

Moreover, the resource-based view recognizes the important role of distinctive marketing 

capabilities in leveraging resources that contribute to the firms’ performance (Srivastava, 

Fahey, and Christensen, 2001). Distinctive marketing capabilities must be managed 

emphasizing the resources committed to exporting and the assignment of innovative 

employees, who constantly seek to achieve improvement (Day, 1994; Morgan, Kaleka, and 

Katsikeas, 2004). Although marketing capabilities have been demonstrated important drivers 

of export market effectiveness (e.g., Morgan, Katsikeas, and Vorhies, 2012; Morgan, Vorhies, 

and Mason, 2009; Vorhies, Morgan, and Autry, 2009), researchers underline the need for 

better understand the factors that lead to the development of marketing capabilities in export 

markets (Merrilees, Rundle-Thiele, and Lye, 2011). In addition, the literature refers the 

importance of analyzing the different impacts that distinct marketing capabilities may have on 

export market performance (Eng and Spickett-Jones, 2009; Zahra, Sapienza, and Davidsson, 

2006). Therefore, it is pertinent to identify resources and competences that lead to marketing 

capabilities development of exporting firms, and test the effects of all these factors on export 

market effectiveness. 

More specifically, in this study we intend to answer the following questions: 

(1) What are the most important dimensions of innovation capability used by exporting firms 

and how they relate to export venture performance? 
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(2) What is the effect of technological turbulence on the development of organizational 

management dynamic capability, and does organizational management dynamic capability 

contributes to leverage operational capabilities for innovation (i.e., innovativeness, innovation 

strategy and technological capability) in order to increase export market effectiveness? 

(3) How export commitment and innovativeness contribute to the development of marketing 

capabilities (i.e., pricing, new product development, marketing communication and 

distribution), and what is the effect of all these factors on export market effectiveness? 

To answer these questions, this research aims to achieve the following objectives: 

(1) To develop a new scale for measuring innovation capability of exporting firms, identifying 

its key dimensions and testing the impact of all these dimensions on export venture 

performance; 

(2) To examine the effect of technological turbulence on organizational management dynamic 

capability, to investigate the impact of organizational management dynamic capability on 

operational capabilities for innovation (i.e., innovativeness, innovation strategy and 

technological capability), and to analyze the relation between operational capabilities for 

innovation and export market effectiveness;  

(3) To analyze the influence of export commitment and innovativeness on the development of 

marketing capabilities (i.e., pricing, new product development, marketing communication and 

distribution), and to test the effect of all these factors on export market effectiveness. 
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1.1. Sample and Unit of Analysis 

Following the international marketing and business literature, this study focuses exclusively 

on exporters manufacturing firms (e.g., Lisboa, Skarmeas, and Lages, 2011; Morgan, Kaleka, 

and Katsikeas, 2004). Service exporters firms were exclude because of their idiosyncratic 

characteristics regarding international expansion, legal regulations and performance (Erramilli 

and Rao, 1993; Morgan, Kaleka, and Katsikeas, 2004; Zou and Cavusgil, 2002).  

In 2009 there were a total of 17 725 exporting firms in Portugal (INE, 2011). More than two 

thirds (69,1%) of goods’ exporting firms were small and medium enterprises (INE, 2011). 

We used the Informa D&B and AICEP Portugal Global databases as the sampling frame. 

Considering only Portuguese exporters manufacturing firms, our sampling frame consisted of 

approximately 8 100 firms. We selected a random sample of 3 000 firms from the Trade & 

Investment Agency (AICEP Portugal Global) government database.  

An online questionnaire, developed from the open source software LimeSurvey, was the basis 

of the data used to test the models. We invited firms to participate in the project by e-mail. 

The e-mail (see Annex A) included the study’s details and a link to the questionnaire (see 

Annex B). To ensure data source reliability, we considered the person more engaged in the 

firm’s export operations as the key respondent. The use of a single key informant reduces 

potential sources of systematic and random errors (Huber and Power, 1985), and it is 

appropriate when this person has exclusive access to the necessary information or is more 

likely to provide accurate information (Sousa, Martínez-López, and Coelho, 2008).  

The data collection took place between January and February 2012. We obtained 471 valid 

questionnaires. Based on a 95% confidence level, the margin of error is approximately +/- 

4,38%.  

The study was carried out at the export venture level, which is defined as the export of a 

single product (or product line) to a single market (Cavusgil and Zou, 1994). This option had 

to do with the fact that firms normally export more than one product and apply different 

strategies to distinct products and/or markets (Douglas and Wind, 1987). Furthermore, it is 

more difficult to aggregate performance at the firm level, rather than at the export venture 

level (Shoham, 1998). Export venture is the main unit of analysis in the most recent studies on 
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exporting (e.g., Kaleka, 2012; Lages, Jap, and Griffith, 2008; Lages, Silva, and Styles, 2009; 

Sousa and Bradley, 2008).  
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1.2. Thesis Model Design 

This thesis is divided into three main parts. The first part starts with the introduction, which 

provides an overview of the literature that supports the realization of the three empirical 

articles that constitute this thesis. It also presents the main research questions and objectives 

to be achieved. Then, we describe the sample and the unit of analysis used in this study. 

Finally, we present the thesis model design. The second part consists of three chapters. Each 

chapter corresponds to one of the empirical articles that make up this thesis. The third and last 

part provides the main conclusions of this research. 

The three empirical articles of this thesis have been submitted to international academic 

journals (see Table 1). The submission was made in accordance with the contents of each 

article and the core interests of each journal. All the articles are under review. 

Table 1. Thesis empirical articles 

 

 

Chapter Article Journal

Chapter 1 Measuring innovation capability in exporting firms: The

INNOVSCALE

International Marketing Review

Chapter 2 Innovation in export markets: A dynamic capability view Journal of Business Research

Chapter 3 Export market effectiveness: the role of export commitment, 

innovativeness and marketing capabilities

Journal of International Marketing
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Measuring innovation capability in exporting firms: The INNOVSCALE 

Abstract 

The development of innovation capability is an important topic for both managers and 

academics. However, studies that investigate which elements integrate innovation capability 

in the context of export market are very scarce. The purpose of this paper is to identify 

important dimensions to build a scale for measuring innovation capability in exporting firms. 

Survey data of 471 exporting manufacturing firms was used to develop this scale. The 

findings reveal that innovation capability is a higher-order construct formed by four 

dimensions: innovativeness, technological capability, innovation strategy and new product 

development capability. The results also indicate that all four dimensions of the innovation 

capability scale are positively and significantly associated with export venture performance. 

Keywords: Innovation, Strategy, Technology, New product, Export industry. 

1. Introduction 

Within international markets, firms face an acute competition, rapid technological changes 

and more difficulties in obtaining important know-how (Teece, 2007). The intensity of global 

competition, shorter product life cycles, accelerate product research and development, and the 

easiness of imitation impel exporting firms to innovation activity as a way to ensure their 

competitiveness (Chadha, 2009; Roper and Love, 2002; Salomon and Shaver, 2005a). 

Innovation is critical for the firms’ survival and long-term success (Evangelista et al., 1997; 

O'Regan, Ghobadian, and Gallear, 2006; Yam et al., 2004). It is recognized as a key source of 

competitive advantage (e.g., Weerawardena and O'Cass, 2004), productivity improvement and 

growth in international markets (e.g., Akman and Yilmaz, 2008; Salomon and Shaver, 2005b; 

Wang, Lu, and Chen, 2008).  

In a dynamic export environment, the lack of innovation capability may cause business 

stagnation or even force firms to exit the markets (Yam et al., 2004). Innovation capability 

reflects the firm’s potential to generate innovative outcomes (Pla-Barber and Alegre, 2007) 

that depends on the firm’s culture, strategy and internal processes (Neely et al., 2001). 

Organizations without innovation capability may invest time and resources in studying 
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markets but are unable to translate this knowledge into practice (Hult, Hurley, and Knight, 

2004). 

The link between innovation and exporting has a special interest for many authors (e.g., 

Cassiman, Golovko, and Martínez-Ros, 2010; Golovko and Valentini, 2011; Lisboa, 

Skarmeas, and Lages, 2011). Innovation has been demonstrated as an important tool to 

capture market share in international markets (e.g., Chadha, 2009; O'Cass and Weerawardena, 

2009). However, the investigation on the role of innovation in the export context still fairly 

sparse (Tomiura, 2007).  

A significant gap in the literature is the fact that studies are based on a single or a very small 

number of indicators to fully capture the nature of the innovation capability (Hollenstein, 

1996). But innovation requires the combination of more than one of these indicators to be 

successful (Guan and Ma, 2003). Additionally, there is little research about innovation 

capability in the export context, and most of it focuses on innovation outputs (e.g., Cassiman 

and Golovko, 2011; Roper and Love, 2002). 

To address these limitations, the main goal of this study is to identify the key elements of 

innovation capability to manufacturing exporting firms. This way, we intend to help managers 

to recognize important drivers of innovation that lead firms to accomplish a superior 

performance in export markets. 

The paper proceeds as follows. The next section offers a literature review of the constructs 

included in the study (innovativeness, technological capability, innovation strategy and new 

product development capability). The methodology section includes the procedures used to 

develop the innovation capability scale and test it, using a sample of 471 Portuguese 

exporting manufacturers. The results section presents and discusses in detail the empirical 

results. The following section discusses the most important conclusions and considers the 

theoretical and practical implications of the findings. The final section presents limitations 

and suggestions for future research. 

2. Theoretical background 

Due to its importance in management research, innovation has been studied by many authors. 

Therefore, there are various definitions for this concept. Thompson (1965) defines innovation 
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as “the generation, acceptance, and implementation of new ideas, processes, products, or 

services” (p. 36). Innovation also means a continuous improvement of organizational 

resources and capabilities, in order to explore and exploit the opportunities for the 

development of new products that meet market needs (Szeto, 2000). Linder, Jarvenpaa and 

Davenport (2003) describe innovation as the implementation of new ideas value creating. 

More recently, innovation refers to the generation and implementation of new or improved 

processes, services, products, production methods or simple actions, with the purpose of 

increasing the firm’s competitiveness (Forsman, 2011).  

The innovation activity is a complex process that occurs over several stages, ranging from 

basic research to market penetration of new products (Hollenstein, 1996, 2003). The diversity 

of innovation activity translates into a set of typologies and degrees related to the firms’ 

practices and strategies (Damanpour, Walker, and Avellaneda, 2009). Innovation types are 

classified as technological - in products or processes - and non-technological - in marketing or 

organizational (Evangelista and Vezzani, 2010). These four types of innovation are present 

and often coexist both in industry and in services (Hollenstein, 2003; Tether and Tajar, 2008). 

However, product and process innovation play a fundamental role in industrial firms 

(Evangelista and Vezzani, 2010). The innovation degree can be distinguished between radical 

and incremental innovation (O'Cass and Weerawardena, 2009; Weerawardena, 2003). Radical 

innovations involve significant changes in the technology of existing products; incremental 

innovations implies the development of improvements in existing products (Tellis, Prabhu, 

and Chandy, 2009). Developing radical innovations is typically more costly than developing 

incremental innovations, which could negatively affect the firm’s financial position (Rubera 

and Kirca, 2012). 

The literature highlights a positive relationship between exporting, innovation and 

productivity (see Bernard and Jensen, 1999; Wagner, 2007). According to the self-selection 

mechanism, firms that are more innovative in domestic markets, with differentiated products 

and technology, become potential exporters. A successful innovation increases productivity, 

leading indirectly to the firms’ self-selection in export markets (Cassiman and Golovko, 

2011). In the view of learning-by-exporting effect, when establishing contacts abroad, firms 

access knowledge, ideas, and information about competing products and customers’ 

preferences that improve their productivity and performance (e.g., Salomon and Jin, 2008; 
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Salomon and Shaver, 2005a). Additionally, firms access to a greater scientific knowledge that 

can be used to explore new ideas, and integrate new research findings in their products and 

processes, which in turn enhance their innovation capability (Kafouros et al., 2008).  

The challenge of a competitive and turbulent export environment requires the transformation 

of products, forms of organization and methods of market products supplied by firms (Roper 

and Love, 2002; Roper et al., 2010). Since environments change constantly, firms must adopt 

innovation continually over time (Damanpour, 1992). Innovation is a complex element 

influenced by internal and external factors to the firm (Martínez-Román, Gamero, and 

Tamayo, 2011). It involves the interplay between firm’s internal knowledge and the external 

market requirements to adapt to dynamic environments (Hurley and Hult, 1998; Un and 

Montoro-Sanchez, 2010).  

Innovation increases the ability to respond to changes in the markets (Zahra and Covin, 1994), 

and contributes to the improvement of firm’s export performance in international markets 

(e.g., O'Cass and Weerawardena, 2009). Both innovation and export success depend on the 

firm’s ability to develop organizational innovation capability (Chen and Jaw, 2009; Guan and 

Ma, 2003). But because innovation is becoming extraordinarily complex, a wide variety of 

capabilities are required to exporting firms to achieve innovation successful (Guan and Ma, 

2003).  

The resource-based view can provide a useful theoretical lens for examining the potential 

benefits of innovation capability at the firm level (Menguc and Auh, 2006; Terziovski, 2010). 

This theory characterizes a firm as an idiosyncratic bundle of resources and capabilities that 

enable it to achieve competitive advantage and superior performance (Barney, 1991; Newbert, 

2007; Wernerfelt, 1984). Resources are stocks of tangibles and intangibles assets semi-

permanently tied to the export venture (Wernerfelt, 1984). Capabilities are the complex 

coordinated patterns of skills and knowledge that become embedded as organizational 

routines and practices and enable exporting firms to make the best use of its resources (Teece, 

Pisano, and Shuen, 1997). A firm outperforms their competitors not because it has more or 

better resources, but because firm’s distinctive capabilities allow it to make a best use of its 

resources (DeSarbo, Di Benedetto, and Song, 2007; Mahoney and Pandian, 1992; Prange and 

Verdier, 2011). We propose that innovativeness, technological capability, innovation strategy 

and new product development capability are complex bundles of skills and accumulated 
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knowledge that become embedded as organizational capabilities and enable firms to 

transform innovation resources into valuable outcomes in export market (Amit and 

Schoemaker, 1993; Day, 1994; Grant, 1996).  

2.1. Innovativeness 

Innovativeness describes “a firm’s propensity to engage in and support new ideas, novelty, 

experimentation, and creative processes that may result in new products, services, or 

technological processes” (Lumpkin and Dess, 1996, p. 142). It is a critical part of innovation 

process, where is particularly relevant the cultural “openness to innovation” (Zaltman, 

Duncan, and Holbek, 1973, p. 64).   

Innovativeness is one important factor for the firm’s survival and success (Doyle, 1998; Hult, 

Hurley, and Knight, 2004). Previous research describes innovativeness as a key determinant 

for innovation outcomes (Hurley and Hult, 1998), positional advantage (Hult and Ketchen, 

2001), and firm’s performance (Calantone, Cavusgil, and Zhao, 2002; Hult, Hurley, and 

Knight, 2004; Rhee, Park, and Lee, 2010).  

Innovativeness encompasses the generation and implementation of creative ideas within a 

firm (Amabile et al., 1996; Calantone, Cavusgil, and Zhao, 2002; Jong and Hartog, 2007; 

Zhao et al., 2005). It requires the adoption of a new mind-set or attitude that needs to be 

shared and disseminated to all areas of the firm to be effective (Menguc and Auh, 2006). 

Therefore, the workers’ participation in improvement activities along with the creation of new 

ideas are important factors when evaluating export firm’s innovativeness (Martínez-Román, 

Gamero, and Tamayo, 2011). 

2.2. Technological capability 

In export markets, competitive advantage results from the firm’s ability to develop new 

technologies more rapidly than its competitors, and to promote the creation and dissemination 

of technological innovations (Guan and Ma, 2003).  

Technological capability is the accumulation of technological knowledge used by firms to 

develop new products or improve existent ones (Kyläheiko et al., 2011). This capability 
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enables a company to introduce new products in the market, reduce production costs, ensure 

more competitive prices, and in turn achieve a superior performance (Kafouros et al., 2008). 

Technological capability is usually measured by firms’ Research and Development (R&D) 

activity (e.g., Kyläheiko et al., 2011; Zahra, 1996). R&D activity is a resource-based 

investment and represents the most important intangible innovation expenditure (Evangelista 

et al., 1997; Roper and Love, 2002). Indicators of a superior technological capability, such 

extensive R&D projects, reflect the firm’s investment in knowledge creation (Renko, Carsrud, 

and Brännback, 2009), and its ability to adopt potential technologies and different approaches 

when developing new technology (Guan and Ma, 2003). Consequently, a firm is more able to 

recognize the opportunities to apply its long-term know-how into new products for the 

marketplace (Kyläheiko et al., 2011; Renko, Carsrud, and Brännback, 2009). 

2.3.  Innovation strategy 

The link between innovation and strategy is essential for an efficient innovation management 

(Akman and Yilmaz, 2008). The innovation strategy reflects the way firms formulate, 

implement and monitor their innovation strategy (Cohen and Cyert, 1973). 

A successful strategy entails an effective framework to ensure that operational behavior is 

aligned with the intended strategic behavior (Saleh and Wang, 1993). The impact of 

innovation strategy on firm’s performance often depends on the internal cooperation between 

the various functional departments (Clercq, Menguc, and Auh, 2008; Poon and MacPherson, 

2005). This implies that the different parts are willing to accept, sometimes, conflicting 

viewpoints, and develop healthy working relationships (Luca and Atuahene-Gima, 2007). 

A firm with more formal innovation strategies is better prepared to implement and adopt tools 

and techniques related to innovation activities (Nijssen and Frambach, 2000). Formalization 

through organizational procedures and standards will improve the clarity of the standards, and 

results in a superior commitment of employees (Shrivastava and Grant, 1985). Through the 

motivation and the ability of human capital is possible to produce more creative ideas, 

develop innovative approaches and seize new market opportunities (Scarbrough, 2003). 
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2.4. New product development capability 

New product development capability indicates the firms’ ability to develop and manage new 

products to the export markets (Zou, Fang, and Zhao, 2003). A successful new product 

development implies that firms are strongly committed to innovation, combining efforts and 

allocating important resources to innovation practices (Nijssen et al., 2006). 

The ability to develop and manage new products offer helps firms to differentiate their 

products from competitors on international markets (Blesa et al., 2008; Lisboa, Skarmeas, and 

Lages, 2011). Developing new products affect the way customers perceive new product 

capability to fit with their market needs (Verona, 1999). New product development capability 

is a process that links technology, internal R&D and customers’ needs by providing 

customers’ benefits through the product’s attributes (Danneels, 2002). Additionally, this 

capacity reflects the firms involvement in turning out more new products in the market 

(Nijssen and Frambach, 2000). 

3. Methodology 

3.1. Data collection procedure 

The study was conducted in 2012, using a sample of Portuguese exporting firms. The study 

focuses exclusively on exporters manufacturing firms (e.g., Morgan, Kaleka, and Katsikeas, 

2004). Service exporters firms were exclude because of their idiosyncratic features regarding 

international expansion, legal regulations and performance (Erramilli and Rao, 1993; Morgan, 

Kaleka, and Katsikeas, 2004; Zou and Cavusgil, 2002). Exporting manufacturers of different 

industries were used enabling to increase observed variance and reinforce the extrapolation of 

the results obtained (Morgan, Kaleka, and Katsikeas, 2004). 

We adopt an analysis at the export venture level, which is defined as the export of a single 

product (or product line) to a single market (Cavusgil and Zou, 1994). Export venture is the 

main unit of analysis in the most recent studies on exporting (e.g., Kaleka, 2012; Lages, Jap, 

and Griffith, 2008; Lages, Silva, and Styles, 2009; Sousa and Bradley, 2008).  

A random sample of 3000 firms was selected from the Trade & Investment Agency (AICEP 

Portugal Global) government database. To ensure data source reliability, the person more 
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engaged in the firm’s export operations was considered as key respondent. The use of a single 

key informant reduces potential sources of systematic and random errors (Huber and Power, 

1985), and it is appropriate when this person has exclusive access to the necessary 

information or is more likely to provide accurate information (Sousa, Martínez-López, and 

Coelho, 2008).  

An online questionnaire, developed from the open source software “LimeSurvey”, was the 

basis of the data used to test the model. The firms were invited to participate in the project by 

e-mail. The e-mail included the study details and a link to the questionnaire. This method was 

chosen because of the difficulty in directly contacting the firms, especially when they are 

geographically dispersed (e.g., Sousa, Martínez-López, and Coelho, 2008). Additionally, was 

offered an incentive response - a report with the results of the study - that would be available 

to respondents if they requested it. 

Of the 3000 e-mails sent, 159 bounced back to the recipient’s mail server, 3 firms informed 

they were no longer in business, and 98 firms declined to participate. In consequence, the 

final sample size was 2740 firms. After the initial invitation, we sent three reminders to all 

non-respondents, spaced one week apart. We obtained 471 valid questionnaires, which 

corresponds to a response rate of 17%. This is a very satisfactory response rate, given that the 

average top management survey response rates is in the range of 15% to 20 % (Menon, 

Bharadwaj, and Howell, 1996).  

3.2. Assessment of non-response bias 

In order to analyze possible bias due to “non-response”, a test was conducted to verify 

whether there were differences between early and late responding firms (Armstrong and 

Overton, 1977). The 353 questionnaires obtained during the first three weeks define early 

responding firms (75% of total respondents). The last 118 completed questionnaires define 

late responding firms (remaining 25%). These last group represents firms which did not 

respond to the questionnaire (Armstrong and Overton, 1977). We compare the two groups 

using t-test with regard to the means of all study variables. No differences were found, 

thereby non-response bias does not appear as a problem for this analysis. 
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3.3. Assessment of common method variance 

The use of a single key informant creates the potential for common method variance to 

influence any relationships observed (Morgan, Katsikeas, and Vorhies, 2012). To minimize 

this risk, we followed the procedures recommended by Podsakoff et al. (2003): respondents 

anonymity was guaranteed; respondents were assured that there were no right or wrong 

answers; and the order of the measurement variables was counterbalance. 

The existence of common method bias implies that a confirmatory factor analysis containing 

all constructs produce a single factor (Podsakoff and Organ, 1986). The goodness-of-fit 

indices for the Harman’s one-factor model indicate a poor fit (CFI=0.84, IFI=0.84, 

TLI=0.81), suggesting that common-method bias is unlikely. 

3.4. Measures 

The items used to capture innovation capability were adapted based on existing literature as 

follows.  

Innovativeness was measured using a scale derived from Calantone, Cavusgil and Zhao 

(2002). Respondents rated their level of agreement (1-strongly disagree; 5-strongly agree) 

with statements regarding the introduction of new ideas, methods and behaviors related to 

innovation.  

Technological capability was measured using a scale derived from Kyläheiko et al. (2011). 

Respondents rated their level of agreement (1-strongly disagree; 5-strongly agree) concerning 

their overall view on the level of technological knowledge and investment in long-span R&D 

activity.  

Innovation strategy was operationalized using a scale derived from Terziovski (2010). 

Respondents rated their level of agreement (1-strongly disagree; 5-strongly agree) with 

statements related to the improvement of administrative routines, internal cooperation, 

customer satisfaction, quality improvement and commitment to strategy.  

New product development capability was measured using a scale derived from Zou, Fang and 

Zhao (2003). Respondents rated their level of agreement (1-strongly disagree; 5-strongly 
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agree) with statements regarding the firms’ ability to develop and manage new products to the 

export market relatively to their major export market competitors. 

Finally, to assess the degree of annual export venture financial performance, annual export 

venture strategic performance and annual export venture performance achievement, we used 

measures develop by Lages, Lages and Lages  (2005). To measure these items we used a five-

point Likert scales, anchored by 1-strongly disagree to 5-strongly agree.  

3.5. Survey Instrument Development 

The research instrument was created based on a literature review on the major subjects 

pertaining to this study. The translation was performed using the method of back translation 

to ensure accuracy (Brislin, 1970). In order to improve content validity and questionnaire 

clarity, a pre-test was conducted to a sample of 10 managers responsible for the export 

operations of their companies. The results contributed to the refinement of the questionnaire. 

3.6. Data profile 

Firm size was measured by the number of full-time employees. 26% of the firms employed 

less than 10 people, 18% had between 10 and 19 employees, 25% had between 20 and 49 

employees, 15% had between 50 and 99, 12% had between 100 and 500, and 4% had more 

than 500 employees. The average age of the firms included in the sample is approximately 27 

years. The vast majority of the firms had considerable exporting experience. The average 

number of years that firms were involved with the export activity is 16. Regarding the number 

of export markets in which firms operated, 9% exported to a single country, 34% between 2 

and 4 countries, 27% between 5 and 9 countries, 18% between 10 and 25 countries and 12% 

to more than 25 countries. The respondent firms presented the European markets as the core 

destination (61%) of the selected export venture. 

Respondent firms worked on the following industries: 19% of the firms were active in the 

textile, clothing and leather products industries; 17% in the food and drink products 

industries; 15% in the machinery and equipment industries; 10% in the glass and ceramics 

products industry; 10% in the metallic products industry; 9% in the wood and cork products 

industry, 9% in the chemicals and rubber products industries, and 11% in other industrial 

sectors.  
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4. Data analysis 

To refined the measures and assess the reliability and validity of the constructs, the items 

were subjected to an exploratory factor analysis followed by a confirmatory factor analysis, 

using full-information maximum likelihood estimation procedures in LISREL 8.8 (Jöreskog 

and Sörbom, 1993).  

4.1. Confirmatory factor analysis 

In this model, each item was restricted to load on its priori specified factor, with the factors 

themselves allowed to correlate with each other. The overall chi-square for this model is 

significant (χ2=188.39, df=59, p<0.00). Additional measures of fit were examined: the 

comparative fit index (CFI=0.97), the incremental fit index (IFI=0.97), the Tucker-Lewis fit 

index (TLI=0.97), and the root mean square error of approximation (RMSEA=0.068). The 

results suggest a good fit between the model and the data.  

In order to evaluate the degree of consistence among the multiple measurement items of a 

construct, we test some procedures for reliability. Item reliabilities were assessed examining 

the large and significant standardized loadings of the individual items in the respective 

constructs. The average loading size for all constructs is 0.76. Reliability coefficient, which 

evaluates the consistence of the entire construct, was assessed using Cronbach’s alpha 

(Nunnally and Bernstein, 2010). All constructs meet the generally agreed upon lower limit of 

0.7 (Robinson, Shaver, and Wrightsman, 1991). 

To estimate the extent to which the measures accurately represent the concept of interest, we 

test some procedures for validity: convergent validity, discriminant validity and nomological 

validity.  

Convergent validity was assessed by calculating the average variance extracted (AVE) 

(Fornell and Larcker, 1981). It is recommended that the AVE should be greater than 0.5, 

meaning that 50% or more variance of the indicators should be taken into account (Hair et al., 

2010). All values are greater or equal to 0.55, indicating convergent validity.  
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As an additional indicator of convergent validity, composite reliability (Bagozzi, 1980) was 

also calculated for each construct. All constructs meet the suggested minimum acceptable 

level for composite reliability of 0.7 (Nunnally and Bernstein, 2010).  

Table 1 presents the final constructs, items and scale reliabilities. 

Table 1. Constructs, items, and scale reliabilities. 

 

Discriminant validity was assessed by observing the construct intercorrelations. The root of 

AVE for each construct was compared with the shared variance between constructs. The 

square root of the AVE should be greater than the correlation between a construct and any 

other construct (Chin, 1998). Table 2 provides an overview of the means, standard deviations, 

and correlation matrix among the constructs. Adequate discriminant validity is evident since 

the square root of AVE between any two constructs (diagonal) is greater than the correlation 

between those constructs (off-diagonal).  

  

Construct/items t-value

Innovativeness (α=0.81, ρvc(n)=0.61, ρ=0.82)
1. Our company frequently tries out new ideas 
2. Our company seeks out new ways to do things 
3. Our company is creative in its methods of operation

16.56
21.12
18.43

Technological capability (α=0.80, ρvc(n)=0.57, ρ=0.80)
4. Our technological capabilities are top class 
5. The success of our R&D activities is based on long-term know-how 
6. We have invested heavily in certain R&D projects

16.05
16.46
20.47

Innovation strategy (α=0.77, ρvc(n)=0.55, ρ=0.79)
7. Internal cooperation is an important part of innovation strategy implementation
8. Formulating innovation strategy increases employee skills
9. Improving employee commitment, morale, or both is part of our innovation 
strategy monitoring

13.70
18.40
17.78

New product development capability (α=0.84, ρvc(n)=0.58, ρ=0.85)
10. We develop new products for export to exploit R&D investment
11. We speedily develop and launch new products for export
12. We manage overall new product development systems for export market well
13. We successfully launch new products for exports

15.85
19.82
20.22
17.35

α=internal reliability; ρvc(n)= variance extracted; ρ=composite reliability.
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Table 2. Means, standard deviations, and correlations among constructsa. 

 

4.2. Nomological validity 

In order to assess nomological validity, we tested the relation between our constructs scale 

and other constructs, not included in the model, but with which they are theoretically related 

in prior research (Churchill, 1995). According to the literature, there are theoretical and 

empirical arguments to expect a positive relationship between innovation capability and 

annual export venture performance.  

Previous research demonstrates that innovativeness is critical for firms to achieve a superior 

performance (e.g., Calantone, Cavusgil, and Zhao, 2002; Hult, Hurley, and Knight, 2004; 

Rhee, Park, and Lee, 2010). In addition, technological capability has been study as an 

important factor that increases sales grow and performance (Yam et al., 2010, 2011). In the 

same line, innovation strategy has been recognized as a positive influence in business and 

operational performance (e.g., Terziovski, 2010). Finally, the literature demonstrates that 

firms’ with new product development capability can successfully develop and manage new 

products offerings, which contribute to a superior performance in export markets (e.g., Eng 

and Spickett-Jones, 2009; Vorhies and Morgan, 2005). 

Nomological validity is supported if the measures of innovation capability are positively and 

significantly correlated with annual export venture financial performance, annual export 

venture strategic performance and annual export venture achievement. 

Table 3 shows the correlation coefficients between the factor scores for each construct of 

innovation capability and annual export venture performance. The results support the 

prediction that these constructs are positively related to one another. All coefficients are 

Construct Mean Standard deviation 1 2 3 4

1. Innovativeness 4.02 0.65 0.78

2. Technological capability 3.46 0.78 0.62** 0.76

3. Innovation strategy 3.48 0.68 0.50** 0.46** 0.74

4. New product development 
capability 

3.35 0.69 0.59** 0.60** 0.42** 0.76

**p<0.01
a The diagonal (in bold) shows the square roots of the average variance extracted.
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positive and significant (at p<0.01). Therefore, we can conclude that the nomological validity 

of the proposed constructs scale is supported (Hair et al., 2010). 

Table 3. Innovation capability and annual performance. 

 

4.3. Higher-order factor 

A second-order factor model of innovation capability was also estimated.  This higher-order 

factor is introduced as the cause of the four innovation capabilities measured by reflexive 

items. The model includes the first-order factors (innovativeness, technological capability, 

innovation strategy and new product development capability), along with their standardized 

coefficients, observable indicators and measurement errors (see Figure 1).  

The first-order factors have significant (at p<0.01) loadings of 0.80, 0.79, 0.59 and 0.74, 

respectively, on the second-order factor. The χ2 for the second-order model is significant 

(χ2=189.48, df=61, p<0.00). The model has good fits: comparative fit index (CFI=0.97), the 

incremental fit index (IFI=0.97), the Tucker-Lewis fit index (TLI=0.97), and the root mean 

square error of approximation (RMSEA=0.067). The χ2 difference test between the first-order 

and second-order models is not significant (χ2 =1.09, df=2), suggesting that the higher-

order model accounted for the data well (Hair et al., 2010). 

Annual Performance

Export venture 
financial 

performance
(α=0.85)

Export venture 
strategic 

performance
(α=0.88)

Export venture 
achievement 

(α=0.86)

Innovativeness 0.27** 0.31** 0.32**

Technological capability 0.27** 0.24** 0.32**

Innovation strategy 0.20** 0.29** 0.33**

New product development 
capability 

0.35** 0.37** 0.37**

**p<0.01
α=internal reliability
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Figure 1. The innovation capability scale (INNOVSCALE) – CFA standardized coefficients 

for higher-order model. 

 

5. Discussion and implications 

In order to succeed with respect to export development strategies programs it is important to 

identify the key components of exporting firms’ capacity to innovate. Despite the importance 

and the considerable amount of research on innovation capability, there was a significant gap 

in the literature on this subject. Develop and maintaining the appropriate innovation capability 

is crucial for exporting firms’ success. Therefore, it is essential to understand innovation 

capability used by manufacturing firms regarding their activities in export markets. The 

INNOVSCALE provides a more comprehensive way of understanding and measuring 

innovation capability.  

Firm’s perception of differences on innovativeness, technological capability, innovation 

strategy as well as new product development capability should be taken into account to fully 

grasp the concept. In order words, innovation capability is a higher-order construct composed 

of innovativeness, technological capability, innovation strategy and new product development 

capability dimensions that should be assessed at the individual level.  

In order to expand research in this field, we present innovation capability not as a uni-

dimensional construct, but as a set of various measurement items for each of the four 
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dimensions, rather than an index of formative indicators. This way we ensure that a variation 

of each element is reflected in a set of items. Similar to recent research on innovative 

capability (e.g., Guan and Ma, 2003; Terziovski, 2010), we also use reflective indicators and 

assume that a modification in the latent variable will change the items (Hair et al., 2010). 

From a managerial perspective, different reasons justify the need for an assessment of 

innovation capabilities in export markets. With globalization and a constantly changing 

environment, exporting to foreign markets is no longer an option but a matter of survival. 

Through innovation, exporting firms may extend their products’ lifecycle, reduce their overall 

operating costs (e.g., costs associated with R&D and technology), increase their sales and 

sustain or improve their competitiveness in global market. By using INNOVSCALE, 

managers may understand better the main constituent elements of innovation capability, so 

that they may handle this process more efficiently and effectively.  

This study also provides valuable recommendations on how to evaluate the quality of export 

firms by assessing their innovation capability. Stimulating the creation and implementation of 

new ideas and creative processes, managers can develop a culture of innovativeness within 

the firm. By strongly investing in R&D projects and using long-term know-how in such 

activities, managers develop technological capability. Managers can assure the appropriate 

strategy for develop innovation by formulating innovation strategy, and assuring internal 

cooperation and employees’ commitment. For achieve a superior new product development 

capability, managers should explore R&D investments to speedily develop and launch new 

products for the export market. All these capabilities will generate a superior innovation 

capability that allows firms to respond effectively to the competitive and turbulent 

environment in foreign markets. 

Innovativeness, technological capability, innovation strategy, and new product development 

capability are positively related to annual export venture performance. Managers must also 

emphasize the importance of innovation capability for the firm’s success. Overall, our results 

support the resource-based view (e.g., Barney, 1991; Newbert, 2007) linking innovation 

capability directly with export venture performance. As posited by the resource-based view of 

the firm, the capabilities by which firms acquire and deploy innovation resources are the key 

to explain performance differences in the same industry (Eisenhardt and Martin, 2000; Teece, 

Pisano, and Shuen, 1997). 
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The INNOVSCALE enables managers to well identify problem areas and recognize how 

value is created through these capabilities. If the aim is to enhance a firm’s performance in the 

international arena, managers should focus more on specific dimensions of innovation 

capability that will have a larger impact on the outcome variable. Furthermore, the 

INNOVSCALE encourages managers to adopt a wider view of the innovation capability, 

taking into consideration relationships between different functional areas within the firm. In 

sum, our goal is that INNOVSCALE will assist managers in developing better innovation 

capability as well as in planning more accurate and efficient innovation practices. 

6. Limitations and future research 

This study presents some suggestions for future research regarding the theoretical and 

methodological limitations. 

Future studies are encouraged based on samples from various countries, since only firms 

based in Portugal were surveyed. However, our final simple has a high number of export 

markets in which firms operated (30% in 10 or more countries); and most investigation in the 

exporting field is carried out with a single-country samples (e.g., Lages, Jap, and Griffith, 

2008; Lisboa, Skarmeas, and Lages, 2011).  

We also encourage researchers to add new items and factors applicable to the research setting. 

Continued refinement of the INNOVSCALE proposed and supported in this study is certainly 

possible, based on additional qualitative research. Finally, further research is required when 

analyzing the antecedents and consequences of INNOVSCALE. Thus, it is suggested to 

investigate how the innovation capability construct is associated with antecedents’ variables, 

such as firm’s age and size, export managers’ experience, market orientation, product 

development stage, environmental variables (e.g., competitive intensity, market turbulence 

and technological turbulence), among others. In addition, is it recommended to analyze the 

outcomes of innovation capability, such as, for example, innovation type and degree, 

competitive advantage and export performance. 
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Innovation in export markets: A dynamic capability view 

Abstract 

This paper analyzes the influence of technological turbulence, organizational management 

dynamic capability and operational capabilities for innovation on export market effectiveness. 

Based on the dynamic capability view, we investigate the effect of technological turbulence 

on organizational management dynamic capability, and how this latter contributes to leverage 

operational capabilities for innovation in order to benefit performance in export markets. To 

test the hypotheses, we carry out a structural equation model, using a sample of 471 exporting 

manufacturers firms that operate from Portugal. The results demonstrate that technological 

turbulence is an antecedent factor of organizational management dynamic capability, which in 

turn has a significant impact on the development of firms’ operational capabilities for 

innovation, specifically innovativeness, innovation strategy, and technological capability. 

However, the findings only establish that innovation strategy and technological capability 

have a significant direct effect on export market effectiveness. Implications for scholars and 

practitioners are discussed along with suggestions for future research. 

Keywords: Dynamic capability; Innovation; Export market effectiveness. 

1. Introduction 

It is necessary to research more deeply the relationship between dynamic capabilities, 

innovation, and firms’ export market effectiveness (Weerawardena and Mavondo, 2011). As 

the export environment becomes more dynamic and uncertain, the need to continuously adapt 

and innovate becomes imperative for the success of industrial firms (Tomiura, 2007; Yam et 

al., 2004). Innovation is the key strategic tool to improve market position in such complex 

environment (Chadha, 2009; Lisboa, Skarmeas, and Lages, 2011).  

The dynamic capability view suggests that, in order to outperform competitors and ensure 

continuous innovation, firms must possess dynamic capabilities (e.g., Eisenhardt and Martin, 

2000; Teece, Pisano, and Shuen, 1997). They allow firms to upgrade or reconfigure 

operational capabilities (Helfat and Peteraf, 2003; Hill and Rothaermel, 2003; Zahra, 

Sapienza, and Davidsson, 2006) in order to address rapid changes in business environment 

(Teece, Pisano, and Shuen, 1997). Competitive advantage results not from dynamic 
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capabilities by themselves, but from the configuration of operational capabilities they create 

(Eisenhardt and Martin, 2000; Helfat and Peteraf, 2003; Makadok, 2001; Zollo and Winter, 

2002). 

Due to emerging technologies, fast changes in customer needs, and accelerated competition, 

deploying and understanding dynamic capabilities is extremely important for innovation and 

export contexts (Danneels, 2002; Gebauer, 2011; Teece, 2007; Winter, 2003). Dynamic 

capabilities imply the creation and assimilation of continuous innovation in order to respond 

to customer needs and technological opportunities (Teece, 2007). Innovation involves a 

continuous search for new knowledge that goes beyond the existing knowledge base 

associated with firms’ current operational activities (March, 1991). Although the dynamic 

capability view has been applied in the innovation and export areas, the prior studies did not 

focused on the influence of specific dynamic capabilities on operational capabilities for 

innovation, and the impact of these on export market effectiveness.  

Dynamic capabilities are an evolving concept (Newbert, 2007; Rindova and Kotha, 2001), 

which has to be studied as an integrated model that establishes the connection between its 

antecedents and its effects (Hung et al., 2010; Wang and Ahmed, 2007). Investigation in this 

field focuses particularly on conceptual analyses, while empirical studies are still quite sparse 

(Cepeda and Vera, 2007; Helfat and Peteraf, 2009). In addition, limited research exists about 

how dynamic capabilities are created, and how they interplay with operational capabilities in 

order to generate firms’ superior value (Weerawardena and Mavondo, 2011; Winter, 2003; 

Zahra, Sapienza, and Davidsson, 2006). 

Highlighting these gaps in the literature, we develop an approach that bridges dynamic 

capabilities, operational capabilities for innovation, and performance in export markets. We 

seek to contribute toward emerging the dynamic capability view, focusing on identifying the 

components of dynamic capabilities and operational capabilities for innovation, relevant to 

export market effectiveness. In this study, we use one dynamic capability - organizational 

management dynamic capability (Hung et al., 2010). We define organizational management 

dynamic capability as a set of activities, created as a response to technological changes, that 

enable firms to develop operational capabilities for innovation in order to achieve a superior 

export market effectiveness.  
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To accomplish these goals, using a sample of 471 Portuguese exporting manufacturers, we 

first examine technological turbulence as an antecedent of organizational management 

dynamic capability. Then, we study the impact of organizational management dynamic 

capability in three operational capabilities for innovation: innovativeness, innovation strategy 

and technological capability. Finally, we analyze the relation between these operational 

capabilities and export market effectiveness. 

The article is organized as follows. The next section offers the theoretical foundation and the 

conceptual framework. Then, we describe the empirical procedures and present the results. 

Finally, we discuss the most important conclusions, implications and limitations of the 

findings. 

2. Theoretical background and hypotheses  

Dynamic capability view 

How firms achieve and sustain competitive advantage is a central question for the strategic 

management field (Teece, Pisano, and Shuen, 1997). According to the resource-based view 

(RBV) of the firm (e.g., Amit and Schoemaker, 1993; Barney, 1991; Penrose, 1959; 

Wernerfelt, 1984), firms with valuable, rare, inimitable and non-substitutable resources (and 

capabilities) can generate sustainable competitive advantage by implementing strategies that  

improve their efficiency and effectiveness (Barney, 1991). This view is based on two key 

assumptions: firms within an industry are heterogeneous regarding strategic resources they 

control, and these resources are imperfectly mobile, so that the heterogeneity may remain over 

time (Barney, 1991; Mahoney and Pandian, 1992; Wernerfelt, 1984). Nevertheless, the 

intensity of competitive advantage depends on the volatility of the firms’ specific 

environment (Eisenhardt and Martin, 2000; Grant, 1996; Teece, 2007; Teece, Pisano, and 

Shuen, 1997; Wu, 2010). In dynamic markets, where resources are constantly subject to 

change, the mere ownership of specific resources is insufficient to explain the firms’ 

competitive position (Eisenhardt and Martin, 2000; Prange and Verdier, 2011; Teece, Pisano, 

and Shuen, 1997). Competitive advantage may be ephemeral and the accelerated 

technological progress can quickly become products obsolete (Wu, 2007). The ability to 

deploy resources through distinctive capabilities may be more critical, than resources 
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themselves, in helping firms to obtain desired success (DeSarbo, Di Benedetto, and Song, 

2007; Mahoney and Pandian, 1992; Prange and Verdier, 2011).  

This approach challenges the previous static view of the firm and extends the RBV to 

dynamic markets, where the main strategic challenge is to sustain a competitive advantage 

whose duration is inherently unpredictable (Acedo, Barroso, and Galan, 2006; Eisenhardt and 

Martin, 2000; Helfat and Peteraf, 2003; Teece, Pisano, and Shuen, 1997). The dynamic 

capability view enhance the RBV through a better understanding of firms’ capabilities in 

rapid environmental changes (Wang and Ahmed, 2007). In consequence, the concept of 

dynamic capabilities emerges in the work of several authors (e.g., Eisenhardt and Martin, 

2000; Newbert, 2005; Teece, Pisano, and Shuen, 1997; Wang and Ahmed, 2007; Zollo and 

Winter, 2002).  

Despite the widely ranging and sometimes conflicting definitions of dynamic capabilities, one 

common idea is that they are more specifically associated with changes (see Zahra, Sapienza, 

and Davidsson, 2006). Dynamic capabilities enable firms to respond to environmental 

changes (e.g., Eisenhardt and Martin, 2000; Teece, 2007; Teece, Pisano, and Shuen, 1997), 

and to change operational capabilities (e.g., Helfat and Peteraf, 2003; Winter, 2003; Zahra, 

Sapienza, and Davidsson, 2006). Operational capabilities are associate with firms’ operational 

functions, including line and staff activities (Cepeda and Vera, 2007). Operational capabilities 

are also called “ordinary” capabilities by Zollo and Winter (2002), “zero-level” capabilities by 

Winter (2003) and “substantive” capabilities by Zahra et al. (2006). Dynamic capabilities are 

the higher-order capabilities that extend, modify or create operational capabilities (Winter, 

2003). 

Technological turbulence, innovation and organizational management dynamic capability 

The role of innovation in exporting has taken a special interest for many authors (e.g., Aw, 

Roberts, and Xu, 2011; Lages, Silva, and Styles, 2009; Roper and Love, 2002). Rapid growth 

in new technologies, shorter product life cycles, market saturation, and easy imitation have 

significantly improved the importance of innovation to the firms’ success (Chadha, 2009; 

Evangelista and Vezzani, 2010; Menguc and Auh, 2010).  

The adoption of innovation encompasses the initiation, development, and implementation of 

new ideas or behaviors (Damanpour, 1992). These three stages of the innovation process are 
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related to specific innovation capabilities. The initiation stage is strictly associated to the 

firm’s cultural openness to innovation (Zaltman, Duncan, and Holbek, 1973) - innovativeness 

(e.g., Hurley and Hult, 1998). The development stage depends on the firm’s strategic 

orientation - innovation strategy (Clercq, Menguc, and Auh, 2008). Finally, the 

implementation stage relies on the abilities of groups (or departments) to change structures 

and behaviors to make the innovation an appealing routine towards the organization 

(Damanpour, 1992) - technological capability (e.g., Yam et al., 2011). 

Innovation capabilities constitute essentials mechanisms through which firms produce 

innovative outcomes (Martínez-Román, Gamero, and Tamayo, 2011; Zhou and Wu, 2010). 

They enable to design business models, and adopt new processes or production methods for 

develop new products that address market needs (Danneels, 2002; Szeto, 2000; Yam et al., 

2010). Innovation capabilities, such as innovativeness, innovation strategy and technological 

capability, are critical for the success of manufacturing firms (Terziovski, 2010; Yam et al., 

2010, 2011). They are a kind of special assets that include technology, processes, knowledge, 

experience and organization (Guan et al., 2006). Innovativeness, innovation strategy and 

technological capability are related with firm’s operational functions, and so they are 

operational capabilities for innovation (cf., Cepeda and Vera, 2007), that can be further 

subdivided into specific skills or competences. In a rapidly changing export environment 

these innovation capabilities must be continually adapt over time (Damanpour, 1992). 

Considering that export market and innovation represent a high degree of uncertainty and 

change, dynamic capabilities are critical for innovation in the export context (e.g., Lee and 

Kelley, 2008; Lisboa, Skarmeas, and Lages, 2011). Dynamic capabilities enable firms to keep 

strong and flexible operational capabilities for innovation (Wang and Ahmed, 2007; Zahra, 

Sapienza, and Davidsson, 2006). The improvement of operational capabilities to respond to 

market changes benefits the way firms operate, and help managers to realize how these 

improvements can be valuable (Cepeda and Vera, 2007). 

One important component of dynamic capabilities is organizational management capability 

(Hung et al., 2010). Organizational management dynamic capability allows to develop 

operational capabilities (Helfat and Peteraf, 2003; Zahra, Sapienza, and Davidsson, 2006) 

through the flexibility and the alignment of internal capabilities with external demand 

(Álvarez and Merino, 2003; Camuffo and Volpato, 1996). It focuses on improving existing 
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operational capabilities in order to meet customer needs and finally to enhance performance 

(Helfat and Peteraf, 2003).  

Specifically, organizational management dynamic capability involves (i) the flexibility to 

understand specific customers’ needs (e.g., Narver and Slater, 1990; Teece, 2007), (ii) the 

flexibility to communicate and coordinate effectively among departments (e.g., Narver and 

Slater, 1990; Sanchez, 1995), and (iii) the extent to which firms help employees to balance 

work and family life (e.g., Hill et al., 2001). Organizational management dynamic capability 

creates value not directly to the firm but indirectly through its impact on operational 

capabilities (Helfat and Peteraf, 2003). It is indirectly linked to performance by impacting 

operational capabilities for innovation, which in turn affect export market effectiveness (cf., 

Zott, 2003). 

In this study, we intend to demonstrate that organizational management dynamic capability is 

a response to technological turbulence and that it has a significant impact on operational 

capabilities for innovation (i.e., innovativeness, innovation strategy and technological 

capability), which, in turn, contribute to superior export market effectiveness. The conceptual 

model is presented in Fig. 1. Next, we develop the foundations for each of the relationships 

hypothesized.  

Fig. 1. Hypothesized relationships. 
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Technological turbulence and organizational management dynamic capability 

Technological turbulence refers to the extension of technological advances in the industry 

(Kaleka, 2012). When firms operate in a volatile and uncertain technological environment 

they need to continuously redeploy or reconfigure operational capabilities (Zahra, Sapienza, 

and Davidsson, 2006). The more dynamic and hostile an environment, the greater the 

probability of firms to demonstrate organizational management dynamic capability in order to 

adapt to technological turbulence (Teece, 2007; Wang and Ahmed, 2007). In consequence, 

environmental conditions, such as a high technological turbulence, influence the development 

of organizational management dynamic capability (Teece, 2007). 

Hypothesis 1. Technological turbulence positively influences organizational management 

dynamic capability. 

Organizational management dynamic capability and innovativeness 

Innovativeness refers to the ability to generate and implement new and creative ideas within a 

firm (Amabile et al., 1996; Calantone, Cavusgil, and Zhao, 2002; Jong and Hartog, 2007; 

Zhao et al., 2005). It is an aspect of the firm culture that encourages the firm-level orientation 

toward innovation (Hurley and Hult, 1998; Rubera and Kirca, 2012). As such, innovativeness 

involves the adaptation of a new mindset, attitudes and conducts, which must be disseminate 

and share throughout the firm (Hult, Hurley, and Knight, 2004; Menguc and Auh, 2006).  

Organizational management dynamic capability keep managers and work teams informed 

about markets and technologies changes (Camuffo and Volpato, 1996; Teece, 2007). The 

unexpected situations in the environment, such as customer needs unfilled, or changes in 

market trends, stimulate a firms’ culture of continuous experimentation of new ideas and 

procedures (Eisenhardt and Martin, 2000; Jong and Hartog, 2007; Zahra, Sapienza, and 

Davidsson, 2006). In addition, the organizational management dynamic capability promotes 

the knowledge sharing and cooperation between work teams, which leads to synergetic 

benefits by solving problems that combine this knowledge in innovative ways (Bierly III and 

Chakrabarti, 1996; Brown and Duguid, 1991). In order to provide solutions to business 

challenges and problems, managers change routines and develop a culture of innovativeness 

that is shape to accept high levels of internal change (Teece, 2007; Teece, Pisano, and Shuen, 

1997).  
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Firms with organizational management dynamic capability constantly seek to generate and 

capture new and creative ideas (Neely et al., 2001). Therefore, organizational management 

dynamic capability leads firms to frequently try out new ideas, new ways to do things, and to 

be creative in their methods of operation, contributing for the development of innovativeness 

(Figueiredo, 2003; Teece, 2007).  

Hypothesis 2. Organizational management dynamic capability positively influences 

innovativeness. 

Organizational management dynamic capability and innovation strategy 

The relationship between innovation and strategy is essential for an efficient management of 

innovation (Akman and Yilmaz, 2008; Lawson and Samson, 2001). Innovation strategy is 

conceptualized as the way firms formulate, implement and monitor their innovation strategy 

(Cohen and Cyert, 1973). It gives employees clarity of purpose and promotes innovative 

efforts that contribute for the success of innovation in industrial firms (Gary, 2005; Guan et 

al., 2009; He and Wong, 2004).  

The formulation of firms’ innovation strategy implies the development of the appropriate 

organizational support systems - culture, structures and reward systems - as well as the 

efficient allocation of capital and human resources to implement, in an effective way, the 

strategy (Dess, 1987; Gilbert, 1994; Lawson and Samson, 2001). Successful implementation 

entails an effective framework to ensure that behavior at operational levels is aligned with the 

intended strategic behavior of innovation strategy (Saleh and Wang, 1993). Firms with a clear 

and well communicate strategic plan give employees a strategic direction and stimulate their 

motivation and commitment to achieve its goals (Shrivastava and Grant, 1985). Furthermore, 

the appropriate reward system can align behaviors and build commitment to innovation 

among employees (Chen and Jaw, 2009; Cheng, Lai, and Wu, 2010; Lawson and Samson, 

2001). 

There is a bond between organizational management dynamic capability and innovation 

strategy (e.g., Gebauer, 2011; jiao, Alon, and Cui, 2011). Innovation strategy requires firms to 

focus not only on internal resources and capabilities but also on external links to the market 

(Grant, 1991; Poon and MacPherson, 2005). The assessment of external factors must precede 

the formulation of objectives and competitive methods for innovation (Dess, 1987; 



 

45 

Khandwalla, 1976). Organizational management dynamic capability, by continually focus on 

markets and their constantly changes, enable firms to develop the most suitable innovation 

strategy (Poon and MacPherson, 2005).  

Moreover, the implementation of innovation strategy depends on the extent to which different 

functional departments share and combine resources for realizing such strategy (Tsai and 

Ghoshal, 1998; Van de Ven, 1986). The interaction between the various functional 

departments implies to cultivate good working relationships, and accommodate multiple and 

sometimes even conflicting viewpoints (Cheng, Lai, and Wu, 2010; Clercq, Menguc, and 

Auh, 2008; Luca and Atuahene-Gima, 2007). Organizational management dynamic capability 

promotes the communication, coordination, knowledge sharing, and exchange between 

different functional departments, and thus decrease the risk of potential conflicts (Gatignon 

and Xuereb, 1997; Xie, Song, and Stringfellow, 1998). Hence, firms with organizational 

management dynamic capability are better prepared to implement and adopt tools and 

techniques related to innovation strategy (Nijssen and Frambach, 2000).  

Hypothesis 3. Organizational management dynamic capability positively influences 

innovation strategy. 

Organizational management dynamic capability and technological capability  

Technological capability is the firm’s accumulation of technological knowledge that can be 

used to create new products or to improve existent ones (Kyläheiko et al., 2011). It includes 

the technological skills of individuals and work teams, processes and routines, and other 

technological assets (e.g., machines and equipment) that contribute to the firm’s technological 

potential (Kyläheiko et al., 2011).  

A central component of technological capability is Research and Development (R&D) 

activities (e.g., Kyläheiko et al., 2011; Roper and Love, 2002; Zahra, 1996). R&D is the most 

important intangible expenditure in innovation (Evangelista et al., 1997). Technological 

capability, such as extensive R&D activities and projects, represent the investment in the 

creation of technological knowledge that leads to improvement and successful innovation 

(e.g., Renko, Carsrud, and Brännback, 2009; Wang and Kafouros, 2009; Yam et al., 2010; 

Yam et al., 2011; Zhou and Wu, 2010).  
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Technological capability is also associated with the concept of absorptive capacity for 

innovation (Cohen and Levinthal, 1990; Zahra and George, 2002). It is a measure of internal 

learning that reveals an internal effort to develop technological knowledge (Quintana-García 

and Benavides-Velasco, 2008). Furthermore, it is a necessary condition for external learning, 

enabling exporting firms to recognize, assimilate, and apply ideas and technology derived 

from their foreign contacts (Aw, Roberts, and Winston, 2007; Girma, Görg, and Hanley, 

2008). Technological capability increases absorptive capacity, that is to say, the external 

knowledge acquisition and the intra-firm knowledge dissemination in order to achieve 

innovation outcomes (Griffith, Redding, and Reenen, 2004; Liao, Welsch, and Stoica, 2003). 

Organizational management dynamic capability takes a critical role in the development and 

accumulation of technological capability (e.g., Figueiredo, 2003; Wang and Ahmed, 2007). 

This dynamic capability promotes the intra-firm knowledge dissemination, and ensures the 

creation of new technological knowledge through the continuous interaction of several 

functional viewpoints and interests (Figueiredo, 2003; Zhou and Wu, 2010). In addition, it 

stimulates employees’ active involvement in internal activities, which leads them to 

understand the principles underlying the technology and to move on to new actions in 

response to future market changes (Figueiredo, 2003; Sanchez, 1995). Hence, organizational 

management dynamic capability leads firms to invest heavily in certain R&D projects, to use 

the long term know-how in such projects, and to develop superior technological capabilities 

(Bierly III and Chakrabarti, 1996). 

Hypothesis 4. Organizational management dynamic capability positively influences 

technological capability. 

Innovativeness and export market effectiveness 

A key element for the success of industrial firms is the degree of their innovativeness (Doyle, 

1998; Hult, Hurley, and Knight, 2004). Innovativeness is an important determinant of various 

performance outcomes, including market position (e.g., Hult, Hurley, and Knight, 2004; 

Rhee, Park, and Lee, 2010), financial position (e.g., Calantone, Cavusgil, and Zhao, 2002), 

and firm value in the stock market (e.g., Rubera and Kirca, 2012). Firms with a higher culture 

of innovativeness develop a superior competitive advantage (Hult and Ketchen, 2001), which 

enable them to reinforce outcomes from it (Damanpour, 1991; Hurley and Hult, 1998). 
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Hence, innovativeness is likely to result in superior export market effectiveness (e.g., 

Calantone, Cavusgil, and Zhao, 2002; Hult, Hurley, and Knight, 2004; Rhee, Park, and Lee, 

2010).  

Hypothesis 5. Innovativeness positively influences export market effectiveness. 

Innovation strategy and export market effectiveness 

Prior studies have demonstrated that innovation strategy has a great influence in growth and 

organizational performance of manufacturing firms (e.g., O'Regan, Ghobadian, and Gallear, 

2006; Poon and MacPherson, 2005; Terziovski, 2010). Innovation strategy strengthens 

behaviors and promotes internal cooperation in the development of innovative activities that, 

in turn, allow firms to increase their performance (e.g., Akman and Yilmaz, 2008; Hart, 

1992). Firms create innovative products that stimulate costumers and outperform competitors, 

expand their existing markets or create new ones, and achieve distinctive market positions 

(He and Wong, 2004; Lawson and Samson, 2001). Hence, innovation strategy is expected to 

enhance export market effectiveness. 

Hypothesis 6. Innovation strategy positively influences export market effectiveness. 

Technological capability and export market effectiveness 

Technological capability represents the firms’ internal effort to create a stock of scientific and 

technical knowledge (Kyläheiko et al., 2011; McEvily, Eisenhardt, and Prescott, 2004; 

Quintana-García and Benavides-Velasco, 2008), that leads to more efficient processes for 

developing and testing new products and ideas (Criscuolo, Haskel, and Slaughter, 2010). 

Firms with superior technological capability are more innovative (e.g., Martínez-Román, 

Gamero, and Tamayo, 2011), and have a bigger performance (e.g., Coombs and Bierly, 2006; 

Ortega, 2010). Technological capability allows firms to develop and introduce new products 

in the market (Renko, Carsrud, and Brännback, 2009), create differentiated and high quality 

products (Yam et al., 2010), and have more competitive prices by reducing production cost 

(Kafouros et al., 2008; Yam et al., 2010). Hence, technological capability improves 

competitiveness and leads to superior export market effectiveness (Yam et al., 2004). 

Hypothesis 7. Technological capability positively influences export market effectiveness. 
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3. Methodology 

3.1. Sample and data collection procedure 

The study was conducted in 2012, using a sample of Portuguese exporting manufacturers. 

Portugal was selected because of the existence of a small domestic market which pushes firms 

to develop export activity (Sousa and Bradley, 2008). Since Portugal joined the European 

Union in 1986, Portuguese exports have been growing exponentially. Portugal’s economic 

growth depends critically on the success of its firms’ exporting activities (Lages, Jap, and 

Griffith, 2008; Lisboa, Skarmeas, and Lages, 2011).  

The study focuses exclusively on exporters manufacturing firms, similar to other studies (e.g., 

Lisboa, Skarmeas, and Lages, 2011; Morgan, Kaleka, and Katsikeas, 2004). Service exporters 

firms were exclude because of their idiosyncratic features regarding international expansion, 

legal regulations and performance (Erramilli and Rao, 1993; Morgan, Kaleka, and Katsikeas, 

2004; Zou and Cavusgil, 2002).  

Firms normally export more than one product and apply different strategies to distinct 

products and/or markets (Douglas and Wind, 1987). This mean that adopt a firm-level unit of 

analysis and aggregate firms’ different product market export ventures may produce 

confounded results (Cavusgil and Zou, 1994). In order to prevent this problem, an analysis 

was carried out at the export venture level, which is defined as the export of a single product 

(or product line) to a single market (Cavusgil and Zou, 1994). Export venture is the main unit 

of analysis in the most recent studies on exporting (e.g., Kaleka, 2012; Lages, Jap, and 

Griffith, 2008; Lages, Silva, and Styles, 2009; Sousa and Bradley, 2008). Additionally, to 

avoid confusion and ensure relevant answers, all questions in the questionnaire asked for an 

assessment of the different items, by reference to the previously selected export venture. 

We select a random sample of 3000 firms from the Trade & Investment Agency (AICEP 

Portugal Global) government database. To ensure data source reliability, the person more 

engaged in the firm’s export operations was considered as key respondent. The use of a single 

key informant reduces potential sources of systematic and random errors (Huber and Power, 

1985), and it is appropriate when this person has exclusive access to the necessary 

information or is more likely to provide accurate information (Sousa, Martínez-López, and 

Coelho, 2008).  
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An online questionnaire, developed from the open source software “LimeSurvey”, was the 

basis of the data used to test the model. The firms were invited to participate in the project by 

e-mail. The e-mail included the study details and a link to the questionnaire. This method was 

chosen because of the difficulty in directly contacting the firms, especially when they are 

geographically dispersed (e.g., Sousa, Martínez-López, and Coelho, 2008). Additionally, was 

offered an incentive response - a report with the results of the study - that would be available 

to respondents if they requested it. 

Of the 3000 e-mails sent, 159 bounced back to the recipient’s mail server, 3 firms informed 

they were no longer in business, and 98 firms decline to participate. In consequence, the final 

sample size was 2740 firms. After the initial invitation, we sent three reminders to all non-

respondents, spaced one week apart. We obtained 471 valid questionnaires, which 

corresponds to a response rate of 17%. This is a very satisfactory response rate, given that the 

average top management survey response rates is in the range of 15% to 20% (Menon, 

Bharadwaj, and Howell, 1996). Our model includes 19 observable indicators, which 

determines a 25:1 ratio of sample size to number of free parameters (see Bentler, 1989 in 

Westland, 2010). 

3.2. Assessment of non-response bias 

In order to analyze possible bias due to “non-response”, a test was conducted to verify 

whether there were differences between early and late responding firms (Armstrong and 

Overton, 1977). The 353 questionnaires obtained during the first three weeks define early 

responding firms (75% of total respondents). The last 118 completed questionnaires define 

late responding firms (remaining 25%). These last group represents firms which did not 

respond to the questionnaire (Armstrong and Overton, 1977). We compare the two groups 

using t-test with regard to the means of all study variables in Fig. 1. No differences were 

found, thereby non-response bias does not appear as a problem for this analysis. 

3.3. Assessment of common method variance 

The use of a single key informant creates the potential for common method variance to 

influence any relationships observed (Morgan, Katsikeas, and Vorhies, 2012). To minimize 

this risk, we followed the procedures recommended by Podsakoff et al. (2003): respondents 

anonymity was guaranteed;  respondents were assured that there were no right or wrong 
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answers;  and the order of the measurement of the independent and dependent variables were 

counterbalance. 

The existence of common method bias implies that a confirmatory factor analysis containing 

all constructs produce a single factor (Podsakoff and Organ, 1986). The goodness-of-fit 

indices for the Harman’s one-factor model indicate a poor fit (CFI=0.71, IFI=0.71, 

TLI=0.68), suggesting that common-method bias is unlikely. 

3.4. Measures  

The items used to operationalize each construct were adapted based on existing literature. All 

constructs were conceptualized as first-order factors and measured by scales with multiple 

items (see Appendix).  

Technological turbulence was measured using a three-item scale, derived from Kaleka (2012), 

and based on the earlier work of Jaworski and Kohli (1993). Respondents have rated their 

level of agreement (1-strongly disagree; 5-strongly agree) with statements concerning the 

degree of technological change in the industry. Organizational management dynamic 

capability was measured using a three-item scale, derived from Hung et al. (2010), and based 

on the earlier work of Bierly and Chakrabarti (1996) and Danneels (2002). Respondents rated 

their level of agreement (1-strongly disagree; 5-strongly agree) with statements regarding the 

firm’s flexibility to understand customers’ needs, to communicate and coordinate 

departments, and to help employees to balance work and family life. Innovativeness was 

measured using a three-item scale, derived from Calantone, Cavusgil and Zhao (2002) and 

based on the earlier work of Hurt, Joseph and Cook (1977), Hurt and Teigen (1977) and 

Hollenstein (1996). Respondents have rated their level of agreement (1-strongly disagree; 5-

strongly agree) with statements related to the introduction of new ideas, creative methods and 

behaviors related to innovation. Innovation strategy was operationalized using a three-item 

scale, derived from Terziovski (2010). Respondents have rated their level of agreement (1-

strongly disagree; 5-strongly agree) with statements related to the formulation, 

implementation and monitorization of innovation strategy. Technological capability was 

measured using a three-item scale, derived from Kyläheiko et al. (2011). Respondents rated 

their level of agreement (1-strongly disagree; 5-strongly agree) concerning their overall view 

on the level of technological knowledge and investment in long-span R&D activity. Export 
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market effectiveness was operationalized using a four-item scale tapping managers’ 

perceptions (1-much worse than competitors; 5-much better than competitors) of how well 

their export venture performed relative to major export market competitors in terms of market 

share growth, sales revenue growth, acquisition of new export customers and increased sales 

to current export customers (Morgan, Vorhies, and Schlegelmilch, 2006). Subjective or 

perceptual measures of performance have been demonstrated to be valid indicators of 

objective performance (Spanos and Lioukas, 2001; Venkatraman and Ramanujam, 1986). 

3.5. Survey Instrument Development 

The research instrument was created based on an extensive literature review on the major 

subjects pertaining to this study. The translation was performed using the method of back 

translation to ensure accuracy (Brislin, 1970). In order to improve content validity and 

questionnaire clarity, a pre-test was conducted to a sample of 10 managers responsible for the 

export operations of their companies. The results contributed to the refinement of the 

questionnaire. 

3.6. Data profile 

Firm size was measured by the number of full-time employees. 26% of the firms employed 

less than 10 people, 18% had between 10 and 19 employees, 25% had between 20 and 49 

employees, 15% had between 50 and 99, 12% had between 100 and 499, and 4% had more 

than or equal to 500 employees. The average age of the firms included in the sample is 

approximately 27 years (SD=20.69, range=1-128). The vast majority of the firms had 

considerable exporting experience. The average number of years that firms were involved 

with the export activity is 16 (SD=13.84, range=1-112). Regarding the number of export 

markets in which firms operated, 9% exported to a single country, 34% between 2 and 4 

countries, 27% between 5 and 9 countries, 18% between 10 and 25 countries and 12% to 

more than 25 countries. The respondent firms presented the European markets as the core 

destination (61%) of the selected export venture. 

Respondent firms worked on the following industries: 19% of the firms were active in the 

textile, clothing and leather products industries; 17% in the food and drink products 

industries; 15% in the machinery and equipment industries; 10% in the glass and ceramics 
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products industry; 10% in the metallic products industry; 9% in the wood and cork products 

industry, and 9% in the chemicals and rubber products industries.  

4. Results 

To refined the measures and assess the reliability and validity of the constructs, the items 

were subjected to an exploratory factor analysis (EFA) followed by a confirmatory factor 

analysis (CFA), using full-information maximum likelihood estimation procedures in LISREL 

8.8 (Jöreskog and Sörbom, 1993).  

During EFA process, some items of the original scale were eliminated based on item-to total 

correlations and coefficient alphas, used as a preliminary evaluation of and for refining our 

measures. Along CFA measurements, some other items of the original scale were deleted 

based on low standardized factor loadings or high cross-loadings (Hattie, 1985). 

4.1. Measurement model 

In this model, each item was restricted to load on its priori specified factor, with the factors 

themselves allowed to correlate with one another. The overall chi-square for this model is 

significant (χ2=286.41, df=137, p<0.00). Four measures of fit were examined: the 

comparative fit index (CFI=0.98), the incremental fit index (IFI=0.98), the Tucker-Lewis fit 

index (TLI=0.97) and the root mean square error of approximation (RMSEA=0.048). The 

results suggest that the scale measures were internally consistent, able to provide a good fit of 

the factor model to the data.  

Item reliabilities were assessed examining the loadings of the individual items in the 

respective constructs. The majority of the loadings are greater than 0.7 (which is the minimum 

value for many researchers). There are two exceptions: for the third item of organizational 

management dynamic capability construct (loading 0.56), and for the first item of innovation 

strategy construct (loading 0.65). However, a factor loading less than 0.7 but greater than 0.5 

can be accepted if other items in the same construct present high scores, which is the case 

(Chin 1998). The average loading size for all constructs is 0.77. 

Convergent validity was assessed by calculating the average variance extracted (AVE) 

(Fornell and Larcker, 1981). It is recommended that the AVE should be greater than 0.5, 
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meaning that 50% or more variance of the indicators should be taken into account (Hair et al., 

2010). All values are greater than 0.51, indicating convergent validity. 

Composite reliability (Bagozzi, 1980) was also calculated for each construct. All constructs 

meet the suggested minimum acceptable level for composite reliability of 0.7 (Nunnally and 

Bernstein, 2010). The values of internal consistency range from 0.75 to 0.90. 

Discriminant validity was assessed by observing the construct intercorrelations. The root of 

AVE for each construct was compared with the shared variance between constructs. The 

square root of the AVE should be greater than the correlation between a construct and any 

other construct (Chin, 1998). Table 1 provides an overview of the means, standard deviations, 

and correlation matrix among the constructs. Adequate discriminant validity is evident since 

the square root of AVE between any two constructs (diagonal) is greater than the correlation 

between those constructs (off-diagonal). 

Table 1. Means, standard deviations, and correlations among constructs a,b. 

 

4.2. Structural equation model 

The conceptual framework depicted in Fig. 1 was tested using structural equation modeling. 

The results suggest a good fit of the model to the data (χ2=429.97, df=145, p<0.00, 

χ2/df=2.97, CFI=0.96, IFI=0.96, TLI=0.96, RMSEA=0.065). Table 2 presents standardized 

parameter estimates, t-values, and significance levels for the hypothesized paths. 

Construct Mean
Standard 
deviation

1 2 3 4 5 6

1. Technological turbulence 3.78 0.68 0.77

2. Organizational management 
dynamic capability

3.98 0.55 0.25 0.71

3. Innovativeness 4.02 0.65 0.34 0.47 0.78

4. Innovation strategy 3.98 0.60 0.43 0.54 0.51 0.74

5. Technological capability 3.46 0.78 0.35 0.48 0.62 0.47 0.76

6. Export market effectiveness 3.32 0.66 0.13 0.34 0.22 0.26 0.26 0.83

a All correlations are significant at the 0.05 level.
b The diagonal (in bold) shows the square roots of the average variance extracted.
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Table 2. Testing results. 

 

Consistent with H1, technological turbulence positively influences organizational 

management dynamic capability (β=0.41, t-value=6.78). In line with H2, H3 and H4, 

organizational management dynamic capability has a significant positive impact on 

innovativeness (β=0.66, t-value=9.18), innovation strategy (β=0.72, t-value=9.21), and 

technological capability (β=0.66, t-value=9.27). Contrary to expectations, no significant 

association is found between innovativeness and export market effectiveness (β=0.04, n.s.), 

thus H5 is rejected. Finally, consistent with H6 and H7, innovation strategy and technological 

capability have a significant positive impact on export market effectiveness (β=0.18, t-

value=2.66 and β=0.17, t-value=2.63, respectively).  

The analytical results also allow drawing conclusions about the relative importance of the 

predictor variables used in the model. For the three endogenous variables that constitute 

operational capabilities for innovation, the findings establish that organizational management 

dynamic capability has a stronger impact on innovation strategy (β=0.72), than on 

innovativeness and technological capability, which is equal (β=0.66). Thus, organizational 

management dynamic capability contributes more strongly to innovation strategy.  

Regarding the endogenous variable export market effectiveness, two of the three predictor 

variables are significant at p<0.01. Innovation strategy has a strong impact on export market 

effectiveness (β=0.18), similar to the impact of technological capability (β=0.17).  

Causal path Hypothesis
Standardized loading 

(t-value)

Technological turbulence → Organizational management dynamic capability H1 0.41 (6.78**)

Organizational management dynamic capability → Innovativeness H2 0.66 (9.18**)

Organizational management dynamic capability → Innovation strategy H3 0.72 (9.21**)

Organizational management dynamic capability → Technological capability H4 0.66 (9.27**)

Innovativeness → Export market effectiveness H5 0.04 (n.s.)

Innovation strategy → Export market effectiveness H6 0.18 (2.66**)

Technological capability → Export market effectiveness H7 0.17 (2.63**)

**p<0.01, *p<0.05
n.s. – non-significant
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4.3. Further analysis 

One of the main advantages of using a path model is the possibility of explore the direct, 

indirect and total effects among latent variables (Lages and Montgomery, 2005). The indirect 

effect is determined by understanding the product of a particular variable on a second variable 

through its effect on a third intervening or mediating variable (Hair et al., 2010). Table 3 

shows the indirect effects for all paths of the structural model. 
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Table 3. Indirect effects. 

 

Effect of/on

Organizational management 
dynamic capability

Innovativeness Innovation strategy Technological capability Export market effectiveness

Direct Indirect Total Direct Indirect Total Direct Indirect Total Direct Indirect Total Direct Indirect Total

Technological 
turbulence 

0.41**
(6.78)

0.41**
(6.78)

0.27**
(6.35)

0.27**
(6.35)

0.29**
(6.36)

0.29**
(6.36)

0.27**
(6.38)

0.27**
(6.38)

0.11**
(4.81)

0.11**
(4.81)

Organizational 
management 
dynamic 
capability

0.66**
(9.18)

0.66**
(9.18)

0.72**
(9.21)

0.72**
(9.21)

0.66**
(9.27)

0.66**
(9.27)

0.27**
(5.76)

0.27**
(5.76)

Innovativeness
0.04

(0.63)
0.04

(0.63)

Innovation 
strategy 

0.18**
(2.66)

0.18**
(2.66)

Technological 
capability

0.17**
(2.63)

0.17**
(2.63)

Export market 
effectiveness

**p<0.01, *p<0.05 (two-tailed tests)
Notes: Values in upper rows are completely standardized estimates; values in lower rows are t-values.
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The indirect effects of technological turbulence on operational capabilities for innovation (i.e., 

innovativeness, innovation strategy, and technological capability), and export market 

effectiveness are highly significant and positive (β=0.27, p<0.01; β=0.29, p<0.01; β=0.27, 

p<0.01; β=0.11, p<0.01, respectively).  

Despite the non-significant direct impact of innovativeness on export market effectiveness 

(β=0.04, n.s.), the indirect effect of organizational management dynamic capability on export 

market effectiveness is positively statistically significant (β=0.27, p<0.01).  

The results demonstrate that all possible indirect effects are statistically significant, which 

reinforces in a more sustained way the final model. 

5. Discussion and implications 

This study increases the comprehension of the export market effectiveness drawn on the 

dynamic capability view. We analyze the influence of technological turbulence on the 

development of organizational management dynamic capability, as well as the impact of this 

one on the operational capabilities for innovation (i.e., innovativeness, innovation strategy 

and technological capability), which in turn may result in a higher export market 

effectiveness. 

The findings support the argument that technological turbulence enables firms to create 

superior organizational management dynamic capability. This is consistent with previous 

research, that point out that rapid changes in technology and technological breakthroughs in 

industry influence the development of dynamic capabilities (Teece, 2007; Wang and Ahmed, 

2007).  

On the other hand, organizational management dynamic capability has a significant impact on 

operational capabilities for innovation, specifically innovativeness, innovation strategy, and 

technological capability. This is in line with earlier works that states that dynamic capabilities 

enable firms to keep strong and flexible operational capabilities (Wang and Ahmed, 2007; 

Zahra, Sapienza, and Davidsson, 2006).  

Taking into account that nowadays industrial exporting firms face a constantly changing 

environment, characterized by high technological turbulence, the results highlight the need for 
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managers to cultivate organizational management dynamic capability in order to respond to 

rapid changes in technology. Managers’ examination of technological breakthroughs in the 

industry influences the development of the necessary flexibility to coordinate and improve 

operational capabilities for innovation, and to align internal capabilities with customers’ 

needs. This way, firms are able to articulate more and upgrade innovativeness, innovation 

strategy and technological capability. 

The analysis of the influence of operational capabilities for innovation on export market 

effectiveness demonstrates that innovation strategy and technological capability enhance 

export market effectiveness. We confirm the findings of He and Wong (2004) and Lawson 

and Samson (2001) who show that firms that formulate, implement and monitor their 

innovation strategy successfully create innovative products that meet the customers’ needs 

more effectively, which increase their export market position (He and Wong, 2004; Lawson 

and Samson, 2001). Firms skillfully using technological capability and strongly investing in 

R&D activities are more able to create differentiated and high quality products at most 

competitive prices, which contributes to superior export market performance (cf., Kafouros et 

al., 2008; Yam et al., 2010). 

Surprisingly, we did not confirm the existence of a significant relationship between 

innovativeness and export market effectiveness. It is valid to say that although the impact of 

organizational management capability on innovativeness, it does not generate superior export 

market effectiveness. This can be due to, as state by Zahra et al. (2006), the fact that the effect 

of organizational management dynamic capability on innovativeness takes some time to 

appear. In other words, the impact of organizational management dynamic capability in 

innovativeness needs a longer period of time to result in superior export market effectiveness. 

This article advances understanding on dynamic capabilities, specifically organizational 

management dynamic capability, and operational capabilities for innovation, namely 

innovativeness, innovation strategy and technological capability, and their impact on export 

market effectiveness, through the application of the dynamic capability view in the export 

context. In this sense, we clarify the nature of organizational management dynamic capability, 

by explaining its measures, antecedent and effects. We empirically test innovativeness, 

innovation strategy and technological capability as the output of organizational management 
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dynamic capability, and the indirect impact of organizational management dynamic capability 

on export market effectiveness.  

The study highlights the importance of firms’ organizational management dynamic capability 

in the export context, with an environment open to global competition and characterized by 

rapid technological changes. Organizational management capability is a dynamic capability 

that enables firms to respond to technological turbulence while developing the flexibility 

required for upgrading operational capabilities in order to meet the customers’ needs. Our 

results provide support for the view that firms developing operational capabilities for 

innovation, and dynamic capabilities to improve these operational capabilities for innovation, 

are more likely to succeed in changing environments (cf., Zahra, Sapienza, and Davidsson, 

2006). 

This research also benefits management practices. First, we contribute to the practical use of 

the concept of dynamic capabilities. Second, we emphasize management issues involving 

dynamic capabilities and operational capabilities for innovation, and the need to real 

understanding the influence of organizational management dynamic capability on operational 

capabilities for innovation, in order to generate superior export market effectiveness.  

Our study demonstrates that the key to firms’ success lies in organizational management 

dynamic capability and its ability to create operational capabilities for innovation that enable 

to stand out in the competition. Specifically, managers should focus on the flexibility to 

understand specific customers’ needs, to communicate and coordinate successfully among 

departments, and to help employees to balance work and family lives. Those are the 

components of organizational management dynamic capability that are critical to develop 

operational capabilities for innovation, and thus to achieve a superior performance in export 

market.  

This study takes the position that innovation strategy and technological capability are key 

operational capabilities for achieve a superior performance in export market. When managers 

develop innovation strategy and technological capability to enhance market performance 

effectively, they should also develop organizational management dynamic capability in order 

to improve them. Firms should look for synergies between organizational management 
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dynamic capability and innovation strategy as well as technological capability in order to 

survive and grow in export markets. 

6. Limitations and directions for future research 

This study presents some suggestions for future research regarding the theoretical and 

methodological limitations. 

We conceptualized organizational management dynamic capability using three measurement 

items. Other elements of organizational management dynamic capability could exist and be 

measure. Research may continue by consulting other scholars’ interpretations of dynamic 

capabilities and/or by using a multidimensional construct of dynamic capabilities. Moreover, 

it is probable that different industries have different dynamic capabilities. This is also a 

subject that worth further investigation. 

Future research may consider other types of operational capabilities for innovation, such as 

manufacturing, learning, and resources allocation capabilities, among others. It would be also 

interesting to analyze the impact of organizational management dynamic capability on these 

other capabilities. 

Longitudinal data may improve this type of investigation, analyzing how organizational 

management dynamic capability can improve operational capabilities for innovation over 

time. Because the firm’s environment is constantly changing, it is important that future 

research assess the extent and speed of change that organizational management dynamic 

capability enables. The cross-sectional data used in this study may not be adequate to observe 

the short and long-term impact of organizational management dynamic capability on 

operational capabilities for innovation.  

Future studies are encouraged based on samples from various countries, since we only used 

firms based in Portugal. However, investigation that examines dynamic capabilities in the 

exporting field was developed with single-country samples (e.g., Chadha, 2009; Lisboa, 

Skarmeas, and Lages, 2011). 
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Appendix. Measurement model results. 

 

Construct/items Standardized
loadings

t-value

Technological turbulence (α=0.80, ρvc(n)=0.58, ρ=0.80)
Scale: 1-strongly disagree; 5-strongly agree

1. The technology in our industry is changing rapidly 
2. Technological changes provide big opportunities in our industry
3. A large number of new product ideas have been made possible through 
technological breakthroughs in our industry

0.73
0.83

0.73

16.65
19.29

16.64

Organizational management dynamic capability (α=0.72, ρvc(n)=0.51, ρ=0.75)
Scale: 1-strongly disagree; 5-strongly agree

1. My organization has the flexibility to understand the specific needs of 
customers
2. My organization has the flexibility to communicate and coordinate 
effectively among departments
3. My organization helps employees to balance the life of work and family

0.73

0.83
0.56

16.17

18.70
11.93

Innovativeness (α=0.81, ρvc(n)=0.61, ρ=0.82)
Scale: 1-strongly disagree; 5-strongly agree

1.Our company frequently tries out new ideas 
2.Our company seeks out new ways to do things 
3.Our company is creative in its methods of operation 

0.70
0.86
0.78

16.22
21.21
18.55

Innovation strategy (α=0.77, ρvc(n)=0.55, ρ=0.79)
Scale: 1-strongly disagree; 5-strongly agree

1. Internal cooperation is an important part of innovation strategy 
implementation
2. Formulating innovation strategy increases employee skills
3. Improving employee commitment, morale, or both is part of our 
innovation strategy monitoring

0.65
0.80

0.78

14.26
18.47

18.02

Technological  capability (α=0.80, ρvc(n)=0.58, ρ=0.80)
Scale: 1-strongly disagree; 5-strongly agree

1. Our technological capabilities are top class 
2. The success of our R&D activities is based on long-term know-how 
3. We have invested heavily in certain R&D projects

0.72
0.73
0.82

16.47
16.86
19.42

Export market effectiveness (α=0.89, ρvc(n)=0.69, ρ=0.90)
Scale: 1-much worse than competitors; 5-much better than competitors

1. Export venture’s market share growth 
2. Growth in export venture sales revenue 
3. Acquiring new export venture customers
4. Increasing sales to current export customers

0.86
0.92
0.76
0.76

22.57
25.13
18.84
18.89

α=internal reliability; ρvc(n)= variance extracted; ρ=composite reliability.
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Export market effectiveness: the role of export commitment, innovativeness and marketing 
capabilities 

Abstract 

The export marketing literature has demonstrated that marketing capabilities are key drivers 

of export market effectiveness. However, researchers highlight the need for better understands 

the antecedents that influence the development of marketing capabilities in export markets. 

Drawing on the resource-based view, this study investigates the way that export commitment 

and innovativeness contribute to marketing capabilities development, and the effect of all 

these factors on export market effectiveness. We use a survey data of 471 exporting 

manufacturing firms based in Portugal to test the relationships between the constructs 

analyzed in this study. The findings demonstrate that a high export commitment tends to 

cultivate a higher degree of innovativeness, which in turn allows firms to develop superior 

marketing capabilities. Both export commitment and some marketing capabilities, specifically 

new product development and marketing communication, have a direct impact on export 

market effectiveness. The results provide guidelines for managers and generate directions for 

future research. 

Keywords: Export commitment; Innovativeness; Marketing capabilities; Export market 

effectiveness. 

INTRODUCTION 

Achieve and maintain a superior export market effectiveness is a central concern of marketing 

strategists (Morgan, Vorhies, and Schlegelmilch, 2006). Export market growth is essential for 

firms and nations. At the firms level, it helps to make a better use of productive capacity, 

enhances managerial skills, enables to create and maintain competitive advantages, and 

improves financial results (Leonidou et al., 2007). At the nations level, exporting provides a 

source for foreign exchange, stimulates innovation, increases domestic employment levels, 

and improves the society’s standards of living (Lages and Montgomery, 2004; Leonidou et 

al., 2007). Export activity emerges as the response to a constantly changing environment and 

its importance increases as markets become more globalized (Pla-Barber and Alegre, 2007). 

For many firms, export market development is no longer an option but it has become a matter 

of survival (Julian, 2003; Sousa and Lengler, 2009). 
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Understanding the drivers of export market effectiveness is fundamental to explain firms’ 

international competitiveness (Morgan, Katsikeas, and Vorhies, 2012). According to the 

resource-based view (RBV), firms’ internal resources and capabilities are critical to achieve a 

sustainable competitive advantage and thus a greater market performance (Barney, 1991; 

Newbert, 2007; Wernerfelt, 1984). This is a central issue for many theorists and managers that 

need to know what kind of resources and distinctive capabilities improve the firms’ 

performance in export markets (Kaleka, 2012). 

Distinctive marketing capabilities have proven to be key drivers for financial and market 

export performance (e.g., Morgan, Katsikeas, and Vorhies, 2012; Rust et al., 2004). They are 

a strategic response to competitive environment (O'Cass and Weerawardena, 2010), enabling 

firms to anticipate and respond to market needs, and thus outperform the competition (Day, 

1992, 1994). The link between marketing capabilities and export market performance is 

important, however, it is also important to explain the mechanisms leading to marketing 

capabilities creation and development (Merrilees, Rundle-Thiele, and Lye, 2011).  

Marketing capabilities development for exporting firms is a challenging and risky process due 

to the existence of social, cultural and other environmental differences between domestic and 

foreign markets (Sousa and Lages, 2011). In export markets is even more difficult than in 

domestic markets to interpret the current market circumstances and predict possible changes 

because firms have an imperfect foreign market information (Morgan, Kaleka, and Katsikeas, 

2004). Theory regarding how specific marketing capabilities may be improved in export 

markets is relatively scarce (Eng and Spickett-Jones, 2009; Krasnikov and Jayachandran, 

2008). In addition, the literature highlights the need to analyze different marketing 

capabilities, that can lead to different export market performance inferences (Eng and 

Spickett-Jones, 2009).  

Marketing capabilities development requires an effective commitment of the firms’ resources 

(Morgan, Kaleka, and Katsikeas, 2004), and innovativeness capability to develop, 

communicate, market, and deliver products and services with superior customer value in 

export markets (Day, 1994; Nasution et al., 2011; O'Cass and Weerawardena, 2010). By 

delivering superior value to customers compared to their competitors, firms are more able to 

increase revenues and market shares (Dutta, Narasimhan, and Rajiv, 1999). Therefore, 
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resources committed to exporting (or export commitment), innovativeness and marketing 

capabilities are closely tie.  

These insights guide the theoretical foundation for the current study, which links export 

commitment, innovativeness and marketing capabilities to performance in export markets, 

based on the RBV. We demonstrate how specific marketing capabilities (i.e., pricing, new 

product development, marketing communication and distribution capabilities) may be 

improve through the firm’s export commitment and its degree of innovativeness. In this 

research, we adopt the RBV to examine export commitment as a resource, specifically the 

level of resources committed to exporting,  that can generate a superior performance in export 

markets (Barney, 1991). We empirically test the direct impact of export commitment, 

innovativeness and marketing capabilities on export market effectiveness. In addition, 

considering that different marketing capabilities may have different strengths based on their 

context (Zahra, Sapienza, and Davidsson, 2006), we examine the relative contribution of each 

marketing capability towards export market effectiveness.  

The paper proceeds as follows. The next section presents a theoretical review of the constructs 

included in the study (export commitment, innovativeness, marketing capabilities and export 

market effectiveness). This review provides the basis for the formulation of the research 

hypotheses, tested using a sample of 471 Portuguese exporting manufacturers. The 

methodology section includes the procedures used to test the hypotheses. The results section 

explains in detail the empirical results. The following section discusses the most important 

conclusions as well as the theoretical and practical implications of the findings. The final 

section presents limitations and suggestions for future research. 

THEORETICAL BACKGROUND AND HYPOTHESES DEVELOPMENT 

Theoretical Background 

In the exporting field, the RBV is one of the most widely accepted theories to explain why 

firms perform differently (e.g., Kaleka, 2012; Lages, Silva, and Styles, 2009). According to 

the RBV (e.g., Barney, 1991; Newbert, 2007; Wernerfelt, 1984), firms with valuable, rare, 

inimitable and non-substitutable resources and capabilities can generate sustainable 

competitive advantage by implementing strategies that improve their efficiency and 

effectiveness (Barney, 1991). Resources are stocks of tangible and intangible assets available 
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to the export activity (Amit and Schoemaker, 1993). Capabilities are organizational processes 

by which firms combine and transform resources to create value outcomes for the export 

market (Amit and Schoemaker, 1993; Day, 1994). Both resources and capabilities represent 

the firm’s ability to respond rapidly to environmental changes and achieve new and 

innovative ways of competitive advantage and thus superior performance (Teece, 2007).  

The RBV is based on two key assumptions: strategic resources and capabilities that are 

difficult to copy by competitors - imperfectly inimitable, or difficult to obtain from the market 

- imperfectly mobilized, offer a potential basis to develop profitable market positions (Peteraf, 

1993). From this perspective, export venture managers enhance export market effectiveness 

by deploying resources and capabilities that result in competitive advantages in the export 

markets (Barney, 1991; Grant, 1991). 

Export commitment, innovativeness and marketing capabilities are complex bundles of 

resources, skills and collective learning, based on knowledge that is tacit and difficult to copy 

for competitors (Krasnikov and Jayachandran, 2008). These resources and competences 

cannot be simply traded or imitated because they are deeply embedded in organizational 

routines and processes (Day, 1994; Prahalad and Hamel, 1990). Consequently, export 

commitment, innovativeness and marketing capabilities are idiosyncratic firms attributes, 

relevant to achieve a superior performance in export markets (cf., Barney, 1991). 

The RBV recognizes the important role of distinctive marketing capabilities in leveraging 

resources that create customer value and contribute to the firms’ profitability (Srivastava, 

Fahey, and Christensen, 2001). Distinctive marketing capabilities must be managed 

emphasizing the resources committed to export activities and the assignment of dedicate and 

innovative employees who continuously strive to achieve improvement (Day, 1994).  

Past research reflects a growing interest in the influence of the firms’ level of resources in the 

development of innovativeness (e.g., Amabile et al., 1996; Hurley and Hult, 1998). In 

addition, there has been a substantial debate in the strategic marketing literature about the link 

between innovativeness and marketing capabilities (e.g., Kerin, 1992; Weerawardena, 2003). 

Firms pursuing an innovation-based strategy create specific capabilities that enable them to 

respond in a more effective way to technological and customers’ changes (Rizzoni, 1991). 

Innovativeness influences marketing capabilities development, especially for firms who 
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compete in dynamic markets (O'Cass and Weerawardena, 2010). In sum, resources 

commitment to exporting generates a culture of innovativeness within the firm (Jong and 

Hartog, 2007), which in turn leads to the development of internal capabilities (McGrath and 

Ming-Hone, 1996), such as marketing capabilities. 

Hypotheses Development 

The conceptual model (see Fig. 1) includes ten constructs, specifically, export commitment, 

innovativeness, marketing capabilities (i.e., pricing, new product development, marketing 

communication and distribution capabilities), export market effectiveness, and control 

variables (i.e., competitive intensity, market turbulence and technological turbulence). This 

framework can be viewed in two ways. First, export commitment and innovativeness as 

antecedents of marketing capabilities. Second, directly linking export commitment, 

innovativeness and marketing capabilities to export market effectiveness.  
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Fig. 1. Hypothesized relationships. 

 

Export commitment is the degree to which a firm allocates managerial and organizational 

resources to the export venture (Lages, Jap, and Griffith, 2008; Lages and Montgomery, 

2004). This commitment is predominantly strong when it involves management and there are 

available  more resources for export operations (Welch and Luostarinen, 1988). Firm’s export 

commitment shapes attitudes and behaviors toward exporting (Navarro et al., 2010a). It 

increases the feelings of duty and loyalty to export operations and stimulates employees to 

work harder for a continuous improvement in foreign market (Wiener and Vardi, 1980).  

Innovativeness includes innovation as an aspect of organizational culture (e.g., Hult et al., 

2007; Hurley and Hult, 1998; Rhee, Park, and Lee, 2010; Rubera and Kirca, 2012), the 

capacity to innovate internal processes (e.g., Neely et al., 2001), and the ability to respond 

properly to environmental changes (e.g., Akman and Yilmaz, 2008). Innovativeness is as well 

viewed as an important component of entrepreneurial behavior and that can lead firms into 
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new and different markets (e.g., Miller and Friesen, 1982). In this study, we conceptualize 

innovativeness as a characteristic of organizational culture that encompasses the ability to 

generate and implement new and creative ideas within a firm (Amabile et al., 1996; 

Calantone, Cavusgil, and Zhao, 2002; Jong and Hartog, 2007; Zhao et al., 2005). This 

conceptualization includes all employees’ skills that contribute to the two main stages of the 

innovation process: the idea generation and its implementation (cf., Zaltman, Duncan, and 

Holbek, 1973). 

Export commitment and innovativeness 

Export commitment is an ambition to meet the expectations of foreign customers (Beamish, 

Craig, and McLellan, 1993). The consequently ongoing effort to improve products and 

services provided in export market, creates a new mindset or attitudes that stimulate the 

implementation of new and useful ideas as a part of an innovativeness culture (Hurley and 

Hult, 1998). For instance, managers committed to export operations provide the necessary 

time and money to develop ideas, and encourage team members to take more risks and to be 

more creative in their work (Amabile et al., 1996).  

The level of firm’s resources and the way that managers successfully integrate and manage 

them strongly influence innovativeness (Neely et al., 2001). Through increasing levels of 

managerial, financial and human resources committed to exporting, and the assignment of 

dedicated people, a firm demonstrates a greater receptivity to new ideas and concepts, which 

makes it more willing to engage in innovativeness (Jong and Hartog, 2007). According to 

this, we propose the following hypothesis: 

Hypothesis 1. The firm’s export commitment positively influences innovativeness.  

Marketing capabilities are defined as the firm’s ability to understand and forecast customer’s 

needs and to effectively link its offerings to these needs (Katsikeas, 1994; Sousa and Lages, 

2011). This implies the creation of long-term customer relationships and organizational 

processes, whereby a firm deciphers the trajectory of customer’s specific needs to create 

superior customer value (Krasnikov and Jayachandran, 2008; Nath, Nachiappan, and 

Ramanathan, 2010). A superior customer value leads to higher levels of customer satisfaction 

and perceived value (Rust et al., 2004), which contribute to the commercial success of the 

products and services marketed by the firm (Day, 1994; Dutta, Narasimhan, and Rajiv, 1999). 
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In this study, marketing capabilities are associated with individual elements of marketing mix 

process, namely pricing, new product development, marketing communication and 

distribution capabilities (e.g., Murray, Gao, and Kotabe, 2011; Zou, Fang, and Zhao, 2003). 

Innovativeness and marketing capabilities 

Firms combine available resources, skills and knowledge to support innovative marketing 

activities that generate valuable and excellent products and services for their customers (Day, 

1994; Ming-Tien and Chia-Mei, 2004; Vorhies and Morgan, 2005). From this point of view, 

innovativeness is the central mechanism by which firms develop superior capabilities 

(McGrath and Ming-Hone, 1996), such marketing capabilities. Innovativeness creates benefit 

directly for firms and indirectly for their customers (Weerawardena, 2003; Weerawardena and 

O'Cass, 2004). It enables companies to sense and find new opportunities in the marketplace 

(Penrose, 1959), in order to meet customers’ needs and expectations (Murray, Gao, and 

Kotabe, 2011; Van de Ven and Polley, 1992).  

A firm with a higher degree of innovativeness demonstrates a greater hability to generate 

creative marketing skills and suitable products and services to reach the target market 

effectively (Nath, Nachiappan, and Ramanathan, 2010; O'Cass and Weerawardena, 2010). So, 

innovativeness contributes for the development of distinctive marketing capabilities, enabling 

a firm to improve price, product, communication and distribution capabilities, and adapt them 

to the particularities of each export market (Navarro et al., 2010b). In line with the above, we 

propose the following hypotheses: 

Hypotheses 2. The firm’s innovativeness positively influences: 

H2a. pricing capability, 

H2b. new product development capability,  

H2c. marketing communication capability, 

H2d. distribution capability.  

Export market effectiveness is a measure of performance in export markets, and reflects the 

efforts of the export venture to improve customers’ acquisition rate, sales revenue growth, and 
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market share (e.g., Kaleka, 2012; Morgan, Vorhies, and Schlegelmilch, 2006). Effectiveness 

is one important dimension to evaluate export success concerning the extent to which 

organizational goals are achieved in the foreign market (Katsikeas, Leonidou, and Morgan, 

2000).  

Export commitment and export market effectiveness 

Commitment is related to the allocation of greater resources to the venture, enabling a firm to 

achieve its exporting goals (Lages and Montgomery, 2004; O’Cass and Julian, 2003). The 

more committed the firm, the greater is its engagement in planning and the allocation of 

managerial, financial and human resources to the export venture, which in turn results in a 

better performance (e.g., Cavusgil and Zou, 1994; Lages, Jap, and Griffith, 2008). Prior 

studies have demonstrated that export commitment directly influences export venture 

performance (e.g., Lado, Martínez-Ros, and Valenzuela, 2004; Navarro et al., 2010b). Thus, 

we propose the following hypothesis:  

Hypothesis 3. The firm’s export commitment positively influences export market 

effectiveness. 

Innovativeness and export market effectiveness 

Innovativeness is a key element for innovation achievement (e.g., Akman and Yilmaz, 2008; 

Martínez-Román, Gamero, and Tamayo, 2011) and industrial firms’ success (e.g., Hult, 

Hurley, and Knight, 2004). Innovativeness implies a company to be proactive in order to 

explore new opportunities rather than simply exploiting current strengths (Elmquist and Le 

Masson, 2009; Menguc and Auh, 2006). It conditions the entire organization with an 

innovative culture that allows the firm to respond to the competitiveness and adapt to changes 

that occur in the business environment (Akman and Yilmaz, 2008; Hult, Hurley, and Knight, 

2004; Zhao et al., 2005). Thereby, innovativeness is critical to achieve superior market 

effectiveness (e.g., Calantone, Cavusgil, and Zhao, 2002; Hult, Hurley, and Knight, 2004; 

Rhee, Park, and Lee, 2010). According to this, we propose the following hypothesis: 

Hypothesis 4. The firm’s innovativeness positively influences export market effectiveness. 
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Marketing capabilities and export market effectiveness 

Exporting firms must develop and market the appropriate products and services that are 

valued by customers in export markets (Diamantopoulos, Siguaw, and Cadogan, 2000). 

Through their marketing capabilities, firms create and maintain strong bonds with customers 

and channel members (Nath, Nachiappan, and Ramanathan, 2010; Song, Benedetto, and 

Nason, 2007), increasing knowledge about foreign customers’ needs, competitive behaviors 

and market trends (Day, 1994). This enable them to satisfy customers additionally, even more 

than their competitors (Weerawardena and O'Cass, 2004), and thus to obtain a greater 

performance in the export market (e.g., Murray, Gao, and Kotabe, 2011; Vorhies and Morgan, 

2005). In line with the above, we propose the following hypotheses: 

Hypotheses 5. The export market effectiveness is positively influenced by: 

H5a. pricing capability, 

H5b. new product development capability, 

H5c. marketing communication capability, 

H5d. distribution capability. 

METHODOLOGY 

Sample and Data Collection Procedure 

This study was conducted in 2012, using a sample of Portuguese exporting manufacturers. 

Portugal was selected because of the existence of a small domestic market which pushes firms 

to develop export activity (Sousa and Bradley, 2008). Since Portugal joined the European 

Union in 1986, Portuguese exports have been growing exponentially. Portugal’s economic 

growth depends critically on the success of its firms’ exporting activities (Lages, Jap, and 

Griffith, 2008; Lisboa, Skarmeas, and Lages, 2011).  

This study focuses exclusively on exporters manufacturing firms, as other similar 

investigations (e.g., Morgan, Kaleka, and Katsikeas, 2004). Service exporters firms were 

exclude because of their idiosyncratic features regarding international expansion, legal 
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regulations and performance (Erramilli and Rao, 1993; Morgan, Kaleka, and Katsikeas, 2004; 

Zou and Cavusgil, 2002).  

Firms normally export more than one product and apply different strategies to distinct 

products and/or markets (Douglas and Wind, 1987). This mean that adopt a firm-level unit of 

analysis and aggregate firms’ different product market export ventures may produce 

confounded results (Cavusgil and Zou, 1994). In order to prevent this problem, an analysis 

was carried out at the export venture level, which is defined as the export of a single product 

(or product line) to a single market (Cavusgil and Zou, 1994). Export venture is the main unit 

of analysis in the most recent studies on exporting (e.g., Kaleka, 2012; Lages, Jap, and 

Griffith, 2008; Lages, Silva, and Styles, 2009; Sousa and Bradley, 2008). Additionally, to 

avoid confusion and ensure relevant answers, all questions in the questionnaire asked for an 

assessment of the different items, by reference to the previously selected export venture. 

We selected a random sample of 3000 firms from the Trade & Investment Agency (AICEP 

Portugal Global) government database. To ensure data source reliability, we considered the 

person more engaged in the firm’s export operations as the key respondent. The use of a 

single key informant reduces potential sources of systematic and random errors (Huber and 

Power, 1985), and it is appropriate when this person has exclusive access to the necessary 

information or is more likely to provide accurate information (Sousa, Martínez-López, and 

Coelho, 2008).  

An online questionnaire, developed from the open source software “LimeSurvey”, was the 

basis of the data used to test the model. We invited firms to participate in the project by e-

mail. The e-mail included the study’s details and a link to the questionnaire. This method was 

chosen because of the difficulty in directly contacting the firms, especially when they are 

geographically dispersed (e.g., Sousa, Martínez-López, and Coelho, 2008). Additionally, we 

offered an incentive response - a report with the results of the study - that would be available 

to respondents if they requested it. 

Of the 3000 e-mails sent, 159 bounced back to the recipient’s mail server, 3 firms informed 

they were no longer in business, and 98 firms declined to participate. In consequence, the 

final sample size was 2740 firms. After the initial invitation, we sent three reminders to all 

non-respondents, spaced one week apart. We obtained 471 valid questionnaires, which 
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corresponds to a response rate of 17%. This is a very satisfactory response rate, given that the 

average top management survey response rates is in the range of 15% to 20% (Menon, 

Bharadwaj, and Howell, 1996). Our model includes 35 observable indicators, which 

determines a 13:1 ratio of sample size to number of free parameters (see Bentler, 1989 in 

Westland, 2010). 

Assessment of Non-Response Bias 

In order to analyze possible bias due to “non-response”, a test was conducted to verify 

whether there were differences between early and late responding firms (Armstrong and 

Overton, 1977). The 353 questionnaires obtained during the first three weeks define early 

responding firms (75% of total respondents). The last 118 completed questionnaires define 

late responding firms (remaining 25%). These last group represents firms which did not 

respond to the questionnaire (Armstrong and Overton, 1977). We compared the two groups 

using t-test with regard to the means of all variables study in Fig. 1. No differences were 

found, thereby non-response bias does not appear as a problem for this analysis. 

Assessment of Common Method Bias 

The use of a single key informant creates the potential for common method bias to influence 

any of the relationships observed (Morgan, Katsikeas, and Vorhies, 2012). To minimize this 

risk, we followed the procedures recommended by Podsakoff et al. (2003): respondents 

anonymity was guaranteed;  respondents were assured that there were no right or wrong 

answers;  and the order of the measurement of the independent and dependent variables was 

counterbalance. 

The existence of common method bias implies that a confirmatory factor analysis containing 

all constructs produce a single factor (Podsakoff and Organ, 1986). The goodness-of-fit 

indices for the Harman’s one-factor model have indicated a poor fit (CFI=0.63, IFI=0.63, 

TLI=0.60), suggesting that common method bias is unlikely. 
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Measures 

The items used to operationalize each construct were adapted based on existing literature. All 

constructs were conceptualized as first-order factors and measured by scales with multiple 

items (see Appendix).  

Export commitment was measured using a three-item scale, derived from the final scale of 

Navarro et al. (2010b), and based on the earlier work of Donthu and Kim (1993), Evangelista 

(1994) and Bello et al. (2003). Respondents rated the commitment level (1-very low; 7-very 

high) of firm’s management, financial and human resources to the export activity. 

Innovativeness was measured using a three-item scale, derived from Calantone, Cavusgil and 

Zhao (2002), and based on the earlier work of Hurt, Joseph and Cook (1977), Hurt and Teigen 

(1977) and Hollenstein (1996). Respondents rated their level of agreement (1-strongly 

disagree; 5-strongly agree) with statements associated to the introduction of new ideas, as 

well as with the methods and behaviors related to innovation.  

Marketing capabilities refer to the four classic marketing mix capabilities. We used a fifteen-

item scale derived from Zou et al. (2003). Respondents rated their level of agreement (1-

strongly disagree; 5-strongly agree) with statements regarding price, product development, 

marketing communication and distribution capabilities relative to their major export market 

competitors. Pricing capability, measured by three items, was defined as the extent to which 

the export venture can use and manage pricing skills to respond to competitors’ tactics and 

customers’ changes. New product development capability, measured by four items, indicates 

the firms’ ability to develop and manage new products to the export market. Marketing 

communication capability, measured by three items, refers to the extent to which the export 

venture can effectively use and manage marketing communications skills to reach customers 

in the export market. Distribution capability, measured by five items, denotes the export 

venture’s ability to provide superior support to distributors and develop a close relationship 

with them.  

Export market effectiveness was operationalized using a four-item scale tapping managers’ 

perceptions (1-much worse than competitors; 5-much better than competitors) of how well 

their export venture performed relative to major export market competitors in terms of market 

share growth, sales revenue growth, acquisition of new export customers and increased sales 
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to current export customers (e.g., Morgan, Vorhies, and Schlegelmilch, 2006). Subjective or 

perceptual measures of performance have been demonstrated to be valid indicators of 

objective performance (Spanos and Lioukas, 2001; Venkatraman and Ramanujam, 1986). The 

use of this measures is seen as a way to overcome problems associated with the unwillingness 

of respondents to report financial results (Leonidou, Katsikeas, and Samiee, 2002). 

We also included three environmental variables as control variables, namely competitive 

intensity, market turbulence and technological turbulence. The literature suggests that 

environmental characteristics are important determinants of export performance (e.g., 

Cavusgil and Zou, 1994; Matanda and Freeman, 2009; Sousa and Bradley, 2008). For their 

measurement, we used a ten-item scale derived from Kaleka (2012). Competitive intensity, 

measured by five items, demonstrates the behaviors, resources, and ability of competitors to 

differentiate. Market turbulence, measured by two items, is the extent to which the customers’ 

preferences tend to change over time. Technological turbulence, measured by three items, 

specifies the degree to which technology in the industry is in a state of flux. All these 

constructs were five-point Likert scales, anchored by 1-strongly disagree to 5-strongly agree.  

Survey Instrument Development 

The research instrument was created based on an extensive literature review on the major 

subjects pertaining to this study. The translation was performed using the method of back 

translation to ensure accuracy (Brislin, 1970). In order to improve content validity and 

questionnaire clarity, a pre-test was conducted to a sample of 10 managers responsible for the 

export operations of their companies. The results contributed to the refinement of the 

questionnaire. 

Data Profile 

Firm size was measured by the number of full-time employees. 26% of the firms employed 

less than 10 people, 18% had between 10 and 19 employees, 25% had between 20 and 49 

employees, 15% had between 50 and 99, 12% had between 100 and 500, and 4% had more 

than 500 employees. The average age of the firms included in the sample is approximately 27 

years (SD=20.69, range=1-128). The vast majority of the firms had considerable exporting 

experience. The average number of years that firms were involved with the export activity is 

16 (SD=13.84, range=1-112). Regarding the number of export markets in which firms 
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operated, 9% exported to a single country, 34% between 2 and 4 countries, 27% between 5 

and 9 countries, 18% between 10 and 25 countries and 12% to more than 25 countries. The 

respondent firms presented the European markets as the core destination (61%) of the selected 

export venture. 

Respondent firms worked on the following industries: 19% of the firms were active in the 

textile, clothing and leather products industries; 17% in the food and drink products 

industries; 15% in the machinery and equipment industries; 10% in the glass and ceramics 

products industry; 10% in the metallic products industry; 9% in the wood and cork products 

industry, 9% in the chemicals and rubber products industries, and 11% in other industries.  

RESULTS  

To refined the measures and assess the reliability and validity of the constructs, the items 

were subjected to an exploratory factor analysis followed by a confirmatory factor analysis 

(CFA), using full-information maximum likelihood estimation procedures in LISREL 8.8 

(Jöreskog and Sörbom, 1993).  

Measurement Model 

We estimated a CFA measurement model (see Appendix) including export commitment, 

innovativeness, marketing capabilities (i.e., pricing capability, new product development 

capability, marketing communication capability and distribution capability), export market 

effectiveness and control variables (i.e., competitive intensity, market turbulence and 

technological turbulence). In this model, each item was restricted to load on its priori 

specified factor, with the factors themselves allowed to correlate with one another. The 

overall chi-square for the model is significant (χ2=1011.30, df=515, p<0.00). Four measures 

of fit were examined: the comparative fit index (CFI=0.97), the incremental fit index 

(IFI=0.97), the Tucker-Lewis fit index (TLI=0.97), and the root mean square error of 

approximation (RMSEA=0.045). The results suggest that the scale measures are internally 

consistent, able to provide a good fit of the factor model to the data.  

Item reliabilities were assessed examining the loadings of the individual items in the 

respective constructs. The majority of the loadings are greater than 0.7 (which is the minimum 

value for many researchers). There are three exceptions: for the third item of pricing 
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capability construct (loading 0.58), for the first item of new product development capability 

construct (loading 0.67), and for the third item of competitive intensity construct (loading 

0.64). However, a factor loading less than 0.7 but greater than 0.5 can be accepted if other 

items in the same construct present high scores (Chin 1998), which is the case. The average 

loading size for all constructs is 0.77. 

Convergent validity was assessed by calculating the average variance extracted (AVE) 

(Fornell and Larcker, 1981). It is recommended that the AVE should be greater than 0.5, 

meaning that 50% or more variance of the indicators should be taken into account (Hair et al., 

2010). All values are greater than 0.51, indicating convergent validity. 

Composite reliability (Bagozzi, 1980) was also calculated for each construct. All constructs 

meet the suggested minimum acceptable level for composite reliability of 0.7 (Nunnally and 

Bernstein, 2010). The values of internal consistency range from 0.71 to 0.95. 

Discriminant validity was assessed by observing the construct intercorrelations. The root of 

AVE for each construct was compared with the shared variance between constructs. The 

square root of the AVE should be greater than the correlation between a construct and any 

other construct (Chin, 1998). Table 1 provides an overview of the means, standard deviations, 

and correlation matrix among the constructs. Adequate discriminant validity is evident since 

the square root of AVE between any two constructs (diagonal) is greater than the correlation 

between those constructs (off-diagonal). 
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Table 1. Means, standard deviations, and correlations among constructs a,b. 

 

Structural Equation Model 

The conceptual framework depicted in Fig. 1 was tested using structural equation modeling. 

The results suggest a good fit of the model to the data (χ2=1284.61, df=540, p<0.00, 

χ2/df=2.38, CFI=0.96, IFI=0.96, TLI=0.96, RMSEA=0.054). Table 2 presents standardized 

parameter estimates, t-values, and significance levels for the hypothesized paths. 

  

Construct Mean
Standard 
deviation

1 2 3 4 5 6 7 8 9 10

1. Export commitment 4.57 1.18 0,86

2. Innovativeness 4.02 0.65 0,29*** 0,78

3. Pricing capability 3.31 0.71 0,1* 0,20*** 0,71

4. New product development capability 3.35 0.69 0,23*** 0,59*** 0,38*** 0,76

5. Marketing communication capability 3.22 0.83 0,16*** 0,40*** 0,3*** 0,49*** 0,94

6. Distribution capability 3.53 0.73 0,14*** 0,33*** 0,21*** 0,44*** 0,43*** 0,85

7. Export market effectiveness 3.32 0.66 0,21*** 0,22*** 0,19*** 0,4*** 0,28*** 0,23*** 0,83

8. Competitive intensity 3.89 0,67 0,11** 0,06 0,12** 0,03 0,11** 0,18*** -0,05 0,72

9. Market turbulence 3.30 0.83 0,04 0,12** 0,09 0,3*** 0,08 0,12** -0,03 0,52*** 0,74

10. Technological turbulence 3.78 0.68 0,04 0,34*** 0,19*** 0,34*** 0,24*** 0,23*** 0,12** 0,28*** 0,45*** 0,77

a *p<0.1, **p<0.05, ***p<0.01
b The diagonal (in bold) shows the square roots of the average variance extracted.
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Table 2. Testing results. 

 

Consistent with H1, export commitment positively influences innovativeness (β=0.31, t-

value=5.85). In line with H2a, H2b, H2c and H2d, innovativeness has a significant positive 

impact on pricing capability (β=0.28, t-value=4.92), new product development capability 

(β=0.68, t-value=10.18), marketing communication capability (β=0.49, t-value=9.33), and 

distribution capability (β=0.42, t-value=7.66). In support of H3, export commitment has a 

significant positive impact on export market effectiveness (β=0.14, t-value=2.74). Contrary to 

expectations, no significant relation is found between innovativeness and export market 

effectiveness (β=-0.13, n.s.), so H4 is rejected. Likewise, no significant association is found 

between pricing capability and export market effectiveness (β=0.05, n.s.), thus H5a is 

rejected. Consistent with H5b and H5c, new product development capability and marketing 

communication capability have a significant positive impact on export market effectiveness 

(β=0.37, t-value=4.80 and β=0.11, t-value=2.15, respectively). Finally, no significant relation 

Causal path Hypotheses
Standardized loading 

(t-value)

Export commitment → Innovativeness H1 0.31 (5.85**)

Innovativeness → Pricing capability H2a 0.28 (4.92**)

Innovativeness → New product development capability H2b 0.68 (10.18**)

Innovativeness → Marketing communication capability
H2c 0.49 (9.33**)

Innovativeness → Distribution capability
H2d 0.42 (7.66**)

Export commitment → Export market effectiveness
H3 0.14 (2.74*)

Innovativeness → Export market effectiveness
H4 -0.13 (n.s.)

Pricing capability → Export market effectiveness H5a 0.05 (n.s.)

New product development capability → Export market effectiveness H5b 0.37 (4.80**)

Marketing communication capability → Export market effectiveness
H5c 0.11 (2.15*)

Distribution capability → Export market effectiveness
H5d 0.06 (n.s.)

Control variables

Competitive intensity → Export market effectiveness

Market turbulence → Export market effectiveness

Technological turbulence → Export market effectiveness

-0.05 (n.s.)

-0.13 (n.s.)

0.05 (n.s.)

*p<0.05, **p<0.01
n.s. – non-significant
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is found between distribution capability and export market effectiveness (β=0.06, n.s.), so 

H5d is rejected.  

The analytical results also allow us to draw conclusions about the relative importance of the 

predictor variables used in the model. For the four endogenous variables that constitute 

marketing capabilities, the findings establish that innovativeness has a stronger impact on new 

product development capability (β=0.68), than on marketing communication capability 

(β=0.49), and on distribution capability (β=0.42), that is similar, but greater than the impact of 

innovativeness on pricing capability (β=0.28). Thus, innovativeness contributes more strongly 

to the new product development capability. The percentage of variance in marketing 

capabilities, explained by its antecedent, is 46% for new product development capability, 24% 

for marketing communication capability, 18% for distribution capability, and 7,9% for pricing 

capability. 

Regarding the endogenous variable export market effectiveness, three of the five predictor 

variables are significant at p<0.05 or better. New product development capability has a 

stronger impact on export market effectiveness (β=0.37), than marketing communication 

capability (β=0.11) and export commitment (β=0.14), that are equally important. Therefore, 

new product development capability contributes more strongly to export market effectiveness. 

The percentage of variance in export market effectiveness, explained by all their antecedents, 

is 20%. 

The above results demonstrate that innovativeness has different impacts on marketing’s 4Ps 

capabilities, and, in turn, marketing’s 4Ps capabilities have different impacts on export market 

effectiveness (but two of the four impacts are not significant). This suggests that using a more 

aggregated variable, such as overall marketing capabilities, could lead to erroneous 

predictions or interpretations of the results (Lages and Montgomery, 2004). 

As for the effects of control variables, it is noteworthy to mention that none of them has 

significant impacts on export market effectiveness. 
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Further analysis 

One of the main advantages of using a path model is the possibility of explore the direct, 

indirect and total effects among latent variables (Lages and Montgomery, 2005). The indirect 

effect is determined by understanding the product of a particular variable on a second variable 

through its effect on a third intervening or mediating variable (Hair et al., 2010). Table 3 

shows the indirect effects for all paths of the structural model. 
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Table 3. Indirect effects. 

 

 

Effect of/on

Innovativeness Pricing capability
New product development 

capability
Marketing communication 

capability
Distribution capability Export market effectiveness

Direct Indirect Total Direct Indirect Total Direct Indirect Total Direct Indirect Total Direct Indirect Total Direct Indirect Total

Export 
commitment

0.31**
(5.85)

0.31**
(5.85)

0.09**
(3.91)

0.09**
(3.91)

0.21**
(5.44)

0.21**
(5.44)

0.15**
(5.30)

0.15**
(5.30)

0.13**
(4.93)

0.13**
(4.93)

0.14**
(2.74)

0.07**
(3.43)

0.21**
(4.23)

Innovativeness
0.28**
(4.92)

0.28**
(4.92)

0.68**
(10.18)

0.68**
(10.18)

0.49**
(9.33)

0.49**
(9.33)

0.42**
(7.66)

0.42**
(7.66)

-0.13
(-1.34)

0.35**
(4.82)

0.22**
(4.00)

Pricing capability
0.05

(1.04)
0.05

(1.04)

New product 
development 
capability

0.37**
(4.80)

0.37**
(4.80)

Marketing 
communication 
capability

0.11*
(2.15)

0.11*
(2.15)

Distribution 
capability

0.06
(1.23)

0.06
(1.23)

**p<0.01, *p<0.05 (two-tailed tests)
Notes: Values in upper rows are completely standardized estimates; values in lower rows are t-values.
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All the indirect effects of export commitment on marketing capabilities (i.e., pricing 

capability, new product development capability, marketing communication capability and 

distribution capability) are highly significant and positive (β=0.09, p<0.01; β=0.21, p<0.01; 

β=0.15, p<0.01; β=0.13, p<0.01, respectively).  

Both the direct (β=0.14, p<0.01) and indirect (β=0.07, p<0.01) effects of export commitment 

on export market effectiveness are found to be positively statistically significant. 

Consequently, the indirect relationships strengthen the total effect (β=0.21, p<0.01).  

The indirect effect of innovativeness on export market effectiveness is positively statistically 

significant (β=0.35, p<0.01). Despite the non-significant direct impact of innovativeness on 

export market effectiveness, the total effects remain significant (β=0.22, p<0.01). 

The above results demonstrate that all possible indirect effects are statistically significant, 

which reinforces in a more sustained way the final model. 

DISCUSSION AND IMPLICATIONS 

This research was motivated by the desire to understand how specific marketing capabilities, 

namely pricing, new product development, marketing communication and distribution 

capabilities, may be improve through export commitment and firms’ innovativeness, and to 

measure the influence of export commitment, innovativeness and each marketing capability 

on export market effectiveness.  

The study offers two important contributions to the international marketing literature. First, it 

gives an extended and integrated vision of the role of export commitment and innovativeness 

in marketing capabilities development. Second, it increases the comprehension of the RBV in 

export markets, by empirically examining the impact of export commitment, innovativeness 

and marketing capabilities on export market effectiveness.  

As predicted, export commitment directly leads to a higher degree of innovativeness and 

indirectly to the development of superior marketing capabilities. The allocation of important 

resources to export venture encourages the development of innovative behaviors within firms, 

like frequently try out new ideas, seek new ways to do things, and being creative in operation 

methods. This, in turn, allows companies to develop innovative price, product, 
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communication and distribution capabilities in order to better forecast customers’ needs and 

competitors’ actions (cf., McGrath and Ming-Hone, 1996).  

This way, we add understanding to marketing capabilities development, by demonstrating that 

such development indirectly depends on firms’ resources committed to export activity and 

directly on their level of innovativeness. In consequence, we argue that managers need to 

invest ample time and effort, and also allocate the appropriate financial and human resources 

to export activity, to achieve a greater innovativeness, and thus to develop superior marketing 

capabilities (cf., Lado, Martínez-Ros, and Valenzuela, 2004).  

We adopted the RBV to examine export commitment as a resource. We focused on export 

commitment as the level of resources committed to exporting, and we tested its impact on 

export market effectiveness. The results support the argument that export commitment 

enables firms to obtain superior export market effectiveness, whether directly or indirectly 

through innovativeness and marketing capabilities. This is consistent with previous research, 

that point out that resources committed to export venture act as a determinant of managers’ 

satisfaction with the achievement of their objectives in the export market (e.g., Cavusgil and 

Zou, 1994; Lages, Jap, and Griffith, 2008; Navarro et al., 2010b). Through the application of 

the RBV, we provide theoretical contributions for the importance of export commitment as a 

critical resource for firms to achieve superior performance in export markets. Furthermore, we 

demonstrate the importance of innovativeness in transforming these resources committed to 

exporting into valuable outcomes for the export markets. 

The analysis of the influence of marketing capabilities on export market effectiveness 

demonstrates that new product development capability and marketing communication 

capability have a significant and positive impact on export market effectiveness. The findings 

show that firms with new product development capability can successfully develop and 

launch new products for export markets, which allows them to meet the customers’ needs in a 

more effective way (e.g., Eng and Spickett-Jones, 2009; Vorhies and Morgan, 2005). On the 

other hand, and in line with Murray et al. (2011), we confirm that firms skillfully using 

marketing communication capability are more able to persuade customers to have a good 

perception of their products, which contributes to superior export market performance. 
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Surprisingly, pricing and distribution capabilities have no effects on export market 

effectiveness. This can happen due to the not always significant influence of some marketing 

capabilities on export market effectiveness, as evidenced by the literature (e.g., Eng and 

Spickett-Jones, 2009; Zou, Fang, and Zhao, 2003). Also surprisingly, we did not confirm the 

existence of a significant relation between innovativeness and export market effectiveness. 

This is probably because firms’ innovativeness must be associated with the development of 

new products for export markets, as well as the ability to communicate and manage marketing 

programs to these markets. Innovativeness by itself does not translate in market share and 

sales revenue growth, in the acquisition of new customers, or in increased sales to existing 

customers. Instead, the effectiveness of innovativeness depends on how it operates in new 

product development and marketing communication capabilities. The possession of a high 

innovativeness without new product development and marketing communication capabilities 

is likely to be considerably less effective in allowing firms to achieve their performance goals. 

In order to enhance export market effectiveness, managers should cultivate a culture of 

innovativeness that harnesses the benefits of new product development and marketing 

communication capabilities.  

Overall, our results support the RBV (e.g., Barney, 1991; Newbert, 2007) linking resources 

and capabilities, specifically export commitment, new product development and marketing 

communication capabilities, directly to export market effectiveness. The findings demonstrate 

that the magnitude of the effect of new product development capability on export market 

effectiveness is three times higher comparatively to the size of the impact of marketing 

communication capability on export market effectiveness. This suggests that managers need 

especially to improve new product development capability in order to enhance performance in 

export markets. However, when managers develop new products to enhance export market 

performance effectively, they should also develop export commitment and innovativeness to 

excel in the international market competition. 

In sum, firms may improve export market effectiveness by increasing the level of managerial, 

financial and human resources committed to export activity, which in turn influence the 

degree of innovativeness used to develop superior new product development and marketing 

communication capabilities. Therefore, managers must continuously commit resources that 

can be translated into innovative ways to create superior customer value in the export markets. 
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From a governmental perspective, this study can help government agencies to understand and 

plan export promotion programs that are more effective if target firms possess a management 

team that is more committed to exporting and that are more innovative, and that has superior 

new product development and marketing communication capabilities. The national export 

support programs should focus particularly on the development of these resources and 

capabilities. 

LIMITATIONS AND FUTURE RESEARCH 

This study presents some suggestions for future research concerning the theoretical and 

methodological limitations. 

Longitudinal data may improve this type of investigation, analyzing how changes in firms’ 

export commitment, innovativeness, marketing capabilities, and business environment can 

affect export market effectiveness. The cross-sectional data used in this study may not be 

adequate in identifying fundamental relationships among the constructs.  

Future studies based on samples from various countries are encouraged, since only firms 

based in Portugal were surveyed. Nevertheless, our final sample has a high number of export 

markets in which firms operate (30% in 10 or more countries); and most investigation in the 

exporting field is carried out with a single-country samples (e.g., Lages, Jap, and Griffith, 

2008; Lisboa, Skarmeas, and Lages, 2011).  

Other factors may be considered as antecedents of marketing capabilities, innovativeness, 

export commitment or export market effectiveness itself, such as market orientation (e.g., 

Murray, Gao, and Kotabe, 2011; Navarro et al., 2010a; Trainor et al., 2011), learning 

orientation (e.g., O'Cass and Weerawardena, 2010), and entrepreneurial intensity (e.g., 

Weerawardena and O'Cass, 2004). 

Other types of marketing capabilities and their effects on export market effectiveness may be 

considered for future research, like channel management and post-sale service (e.g., Morgan, 

Katsikeas, and Vorhies, 2012), customer relationship management (e.g., Morgan, Slotegraaf, 

and Vorhies, 2009), and brand management (e.g., Trainor et al., 2011). 
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Finally, we used three control variables (competitive intensity, market turbulence and 

technological turbulence) which can be treated as potential moderating factors in future 

studies, concerning the role of environmental context in the deployment of firms’ resources 

and capabilities to achieve superior performance in export markets.  
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Appendix. Measurement model results. 

 

  

Construct/items Standardized
loadings

t-value

Export commitment (α=0.890, ρvc(n)=0.73, ρ=0.89) (adapted from Navarro et al., 2010b)
Scale: 1-very low; 7-very high

1. The level of time and effort our firm’s management commits to export activity is:
2. The level of financial resources committed to the export activity is:
3. The level of human resources committed to the export activity is:

0.87
0.87
0.82

22.81
22.65
20.90

Innovativeness (α=0.814, ρvc(n)=0.61, ρ=0.82) (adapted from Calantone, Cavusgil and Zhao, 2002)
Scale: 1-strongly disagree; 5-strongly agree

1. Our company frequently tries out new ideas 
2. Our company seeks out new ways to do things 
3. Our company is creative in its methods of operation 

0.72
0.85
0.77

16.66
20.93
18.12

Pricing capability (α=0.743, ρvc(n)=0.51, ρ=0.75) (adapted from Zou et al., 2003)
Scale: 1-strongly disagree; 5-strongly agree (relative to major export market competitors)

1. We respond quickly to competitors’ pricing tactics
2. We use pricing skills to respond quickly to any customer change
3. We communicate pricing structures and levels quickly to customers

0.83
0.71
0.58

17.43
14.89
12.03

New product development capability (α=0.838, ρvc(n)=0.58, ρ=0.85) (adapted from Zou et al., 2003)
Scale: 1-strongly disagree; 5-strongly agree (relative to major export market competitors)

1. We develop new products for export to exploit R&D investment
2. We speedily develop and launch new products for export
3. We manage overall new product development systems for export market well
4. We successfully launch new products for exports

0.67
0.81
0.81
0.74

15.48
20.18
20.28
17.88

Marketing communication capability (α=0.954, ρvc(n)=0.88, ρ=0.95) (adapted from Zou et al., 2003)
Scale: 1-strongly disagree; 5-strongly agree (relative to major export market competitors)

1. We skillfully use marketing communications
2. We use marketing communication skills and processes well
3. We effectively manage marketing communication programs

0.90
0.98
0.92

25.06
29.42
26.17

Distribution capability (α=0.927, ρvc(n)=0.73, ρ=0.93) (adapted from Zou et al., 2003)
Scale: 1-strongly disagree; 5-strongly agree (relative to major export market competitors)

1. We attract and retain the best distributors 
2. We satisfy the needs of distributors 
3. We add value to distributors’ businesses 
4. We are close in working with distributors/retailers 
5. We provide high level of support to distributors 

0.74
0.90
0.91
0.83
0.87

18.38
24.83
25.43
21.76
23,51
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Appendix. Measurement model results. (continued) 
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Conclusion 

This research was motivated by the desire to identify and know better the key resources and 

capabilities of exporting manufacturing firms that contribute to increase their effectiveness in 

export markets. Based on a literature review on the major subjects pertaining to this study, we 

elaborated three empirical articles that constitute this Doctoral thesis. Through these articles, 

we answer to the research questions previously presented. 

(1) What are the most important dimensions of innovation capability used by exporting firms 

and how they relate to export venture performance? 

We developed a new scale to measure the innovation capability of exporting firms - the 

INNOVSCALE. This scale provides a more comprehensive way of understanding and 

measuring innovation capability used by manufacturing firms regarding their activities in 

export markets. The results show that the INNOVSCALE is a higher-order construct 

composed of four dimensions: innovativeness, technological capability, innovation strategy 

and new product development capability. All four dimensions, innovativeness, technological 

capability, innovation strategy and new product development capability, are positively and 

significantly associated with export venture performance.  

(2) What is the effect of technological turbulence on the development of organizational 

management dynamic capability, and does organizational management dynamic capability 

contributes to leverage operational capabilities for innovation (i.e., innovativeness, innovation 

strategy and technological capability) in order to increase export market effectiveness? 

The results show that technological turbulence has a significant influence on the development 

of organizational management dynamic capability. On the other hand, organizational 

management dynamic capability has a significant impact on operational capabilities for 

innovation, specifically innovativeness, innovation strategy, and technological capability. The 

analysis of the influence of operational capabilities for innovation on export market 

effectiveness demonstrates that innovation strategy and technological capability enhance 

export market effectiveness. We did not confirm the existence of a significant relationship 

between innovativeness and export market effectiveness. 
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(3) How export commitment and innovativeness contribute to the development of marketing 

capabilities (i.e., pricing, new product development, marketing communication and distribution), and 

what is the effect of all these factors on export market effectiveness? 

The findings demonstrate that a high export commitment tends to cultivate a higher degree of 

innovativeness, which in turn allows firms to develop superior marketing capabilities. In other 

words, marketing capabilities development depends indirectly on firms’ resources committed 

to export activity and directly on their level of innovativeness. The analysis of the influence of 

marketing capabilities on export market effectiveness demonstrates that only new product 

development capability and marketing communication capability have a significant and 

positive impact on export market effectiveness. Export commitment enables firms to obtain 

superior export market effectiveness, whether directly or indirectly through innovativeness 

and two marketing capabilities, specifically new product development capability and 

marketing communication capability. Innovativeness by itself does not translate in superior 

performance in export market. Instead, the effectiveness of innovativeness depends on how it 

operates in new product development and marketing communication capabilities. 
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Annex A. Convite para participar no inquérito. 

Ex.mo.(a) Sr.(a), 

No âmbito do meu projeto de doutoramento em Gestão de Empresas, “Fatores determinantes 

da performance de exportação”, na Universidade de Trás-os-Montes e Alto Douro, venho por 

este meio pedir-lhe que reencaminhe este correio electrónico ao colaborador da empresa mais 

envolvido com as operações de exportação para preenchimento de um breve questionário (15 

minutos), ou sendo esse responsável que responda a este inquérito.   

Pretende-se que este projeto lhe traga um retorno positivo e ajude no sucesso da sua empresa 

na atividade de exportação. Por isso, caso pretenda ser-lhe-á enviado um relatório com os 

resultados finais da investigação. 

Clique aqui para aceder ao inquérito: 

http://inqueritos.estv.ipv.pt/limesurvey/index.php?sid=51786&lang=pt 

 

Estarei disponível para quaisquer esclarecimentos. 

Melhores cumprimentos e muito obrigada pela sua disponibilidade.  

 

Margarida Alexandra Lopes Vicente 

Escola Superior de Tecnologia e Gestão de Viseu 

Campus Politécnico de Viseu 

3504-510 Viseu 

Telemóvel: 966429002 

Telefone: 232 480569 (direto a partir do exterior) 

Fax: 232 424651 
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Annex B. Inquérito. 

Responda tendo em conta o que a sua empresa faz na realidade e não como gostaria que o fizesse. 
Não existem respostas certas ou erradas.  

 
Informações do Respondente 

O respondente deve ser a pessoa mais envolvida com as operações de exportação da empresa. 
Por favor, indique: 
a) A sua posição na empresa: 
Por favor, selecione apenas uma das seguintes opções: 

Presidente  
Diretor de Marketing  
Diretor Geral/Executivo  
Diretor de Exportação  
Outro: Indique qual __________ 

b) O número de anos como responsável pelas operações de exportação nesta empresa: 
Por favor, escreva aqui a sua resposta: __________ 
  

Informações da Empresa 
1- Para definir a EXPORTAÇÃO-SELECIONADA* que será o foco deste questionário, por favor selecione: 
* Definição de EXPORTAÇÃO-SELECIONADA - um único produto ou linha de produtos (ou grupo de 
produtos) por si selecionado, exportado para um país estrangeiro por si escolhido. 
a) um produto exportado ou grupo de produtos exportados: 
(por favor indique apenas um produto ou linha de produtos) 
Por favor, escreva aqui a sua resposta: __________ 
b) um país para onde exporta esse produto: 
(por favor indique apenas um país) 
Por favor, escreva aqui a sua resposta: __________ 
c) A sua empresa exporta apenas um produto ou linha de produtos? 
Por favor, selecione apenas uma das seguintes opções: 

Sim  
Não  

d) Por favor classifique a exportação-selecionada* em relação aos restantes produtos exportados pela sua 
empresa. 
[1 - Muito pior   2 - Pior   3 - Idêntico   4 - Melhor   5 - Muito melhor] 
Por favor, selecione apenas uma das seguintes opções: 

1  
2  
3  
4  
5  

 
2- Por favor indique: 
a) O número de anos que a empresa existe:  
Por favor, escreva aqui a sua resposta: __________ 
b) O número de anos que a empresa exporta:  
Por favor, escreva aqui a sua resposta: __________ 
c) O número de anos de existência da exportação-selecionada*: 
Por favor, escreva aqui a sua resposta: __________ 
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3- Qual o número total de empregados a trabalhar a tempo inteiro na sua empresa?  
Por favor, selecione apenas uma das seguintes opções: 

1-9  
10-19  
20-49  
50-99  
100-499  
≥ 500  

a) Que percentagem deles estão envolvidos nas atividades de exportação (todos os produtos exportados)?  
Por favor, escreva aqui a sua resposta: __________ 
b) Que percentagem deles estão envolvidos na exportação-selecionada*?  
Por favor, escreva aqui a sua resposta: __________ 
  
4- Quantos países importam os seus produtos (todos os produtos exportados)? 
Por favor, selecione apenas uma das seguintes opções: 

1  
2-4  
5-9  
10-25  
>25  

 
5- Quantos países importam a exportação-selecionada*? 
Por favor, selecione apenas uma das seguintes opções: 

1  
2-4  
5-9  
10-25  
> 25  

* Definição de EXPORTAÇÃO-SELECIONADA - um único produto ou linha de produtos (ou grupo de 
produtos) por si selecionado, exportado para um país estrangeiro por si escolhido.  
 
6- Qual é a atividade principal da sua empresa?  
Por favor, escreva aqui a sua resposta: __________ 
  
7- Em 2011, qual foi a contribuição da exportação-selecionada* para os seguintes resultados:  
Por favor, selecione uma resposta apropriada para cada item: 

  
0%-
9% 

10%-
29% 

30%-
59% 

60%-
84% 

85%-
100% 

a) Volume de vendas 
da exportação      

b) Valor das vendas da 
exportação      

c) Lucro da exportação 
     

 
8- No seguinte conjunto de questões indique o compromisso da sua empresa com a exportação.  
Por favor, selecione uma resposta apropriada para cada item: 
 

 
Muito 
baixo 

Baixo 
Moderadamente 

baixo 
Médio 

Moderadamente 
alto 

Alto
Muito 
alto 

a) O nível de 
tempo e esforço 
que a gestão da 
empresa dedica 
à atividade de 
exportação é ... 
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Muito 
baixo 

Baixo 
Moderadamente 

baixo 
Médio 

Moderadamente 
alto 

Alto
Muito 
alto 

b) O nível de 
recursos 
financeiros 
destinados à 
atividade de 
exportação é ... 

      

c) O nível de 
recursos 
humanos 
dedicados à 
exportação é ... 

      

 
Por favor indique em que medida concorda ou discorda com as seguintes afirmações. 
Nesta EXPORTAÇÃO-SELECIONADA*.  
Por favor, selecione uma resposta apropriada para cada item: 

  
Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

A nossa empresa testa 
frequentemente novas ideias.      

A nossa empresa procura novas 
formas de fazer coisas.       

A nossa empresa é criativa nos 
seus métodos de funcionamento.      

A nossa empresa é muitas vezes 
a primeira a comercializar novos 
produtos neste mercado de 
exportação. 

     

A inovação é percebida como 
demasiada arriscada e encontra 
resistência. 

     

A introdução de novos produtos 
neste mercado de exportação 
tem aumentado nos últimos 3 
anos. 
 

    

 
 

 

A minha organização possui 
flexibilidade competitiva neste 
mercado de exportação. 

     

A minha organização possui 
capacidades para antecipar 
rapidamente novas 
oportunidades de negócio ou 
ameaças neste mercado de 
exportação. 

     

Os líderes possuem 
características empreendedoras.      

Os colaboradores partilham a 
visão da empresa sobre esta 
exportação-selecionada*. 
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Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

A minha organização tem a 
capacidade de avaliar os seus 
pontos fortes e fracos neste 
mercado de exportação. 

     

A minha organização tem a 
capacidade de conhecer a 
direção e o momento certo para 
fazer I&D.  

     

A minha organização tem a 
flexibilidade para desenvolver 
novos produtos ou tecnologias.  

     

A minha organização tem a 
flexibilidade para compreender 
as necessidades específicas dos 
clientes.  

     

A minha organização tem a 
flexibilidade para comunicar e 
coordenar eficazmente entre os 
departamentos envolvidos nesta 
exportação-selecionada*. 
 

     

A minha organização ajuda os 
colaboradores envolvidos nesta 
exportação-selecionada* a 
equilibrar o trabalho com a vida 
familiar. 
 
 

     

A minha organização coordena-
se com a comunidade local para 
atender a necessidades mútuas. 

     

As nossas capacidades 
tecnológicas são de topo.      

O sucesso das nossas atividades 
de I&D baseia-se no 
conhecimento de longo prazo. 

     

Nós investimos fortemente em 
determinados projetos de I&D.      

O conhecimento específico 
central para desenvolver os 
produtos finais é criado dentro 
da nossa empresa. 

     

Melhorar rotinas 
administrativas é visto como 
parte da nossa estratégia de 
inovação.  

     

A cooperação interna é uma 
parte importante da 
implementação da estratégia de 
inovação. 
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Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

A satisfação do cliente faz parte 
da nossa estratégia de inovação.      

Melhorar a qualidade do 
produto é um dos nossos 
principais objetivos da 
estratégia de inovação. 

     

A formulação da estratégia de 
inovação aumenta as 
competências dos 
colaboradores. 

     

Melhorar o compromisso e/ou a 
moral dos colaboradores faz 
parte da monitorização da nossa 
estratégia de inovação. 

     

 
 
Por favor indique em que medida concorda ou discorda com as seguintes afirmações.  
Por favor, selecione uma resposta apropriada para cada item: 

  
Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

A nossa empresa dedica mais 
recursos à exportação do que ao 
mercado doméstico. 

     

A nossa empresa desenvolve um 
programa comercial específico 
para conduzir esta exportação-
selecionada*. 

     

 
Por favor indique em que medida concorda ou discorda com as seguintes afirmações. 
Neste MERCADO DE EXPORTAÇÃO: 
Por favor, selecione uma resposta apropriada para cada item: 

  
Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

A concorrência é feroz. 
     

Há muitas guerras de 
promoções.      

Seja o que for que um 
concorrente possa oferecer, os 
outros conseguem responder 
imediatamente. 

     

A concorrência de preços é uma 
característica típica.      

Sente-se um novo movimento 
competitivo quase todos os dias.      

Os nossos concorrentes são 
relativamente fracos.      
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Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

As preferências dos clientes 
mudam bastante ao longo do 
tempo. 

     

Os clientes tendem a procurar 
um novo produto a toda a hora.      

Às vezes os clientes são muito 
sensíveis ao preço, mas noutras 
ocasiões, o preço é relativamente 
pouco importante. 

     

Estamos a verificar uma procura 
dos nossos produtos por clientes 
que nunca os compraram antes. 
 
 

     

Os novos clientes tendem a ter 
exigências relacionadas com o 
produto que são diferentes das 
dos nossos atuais clientes. 

     

Estamos a satisfazer muitos dos 
mesmos clientes que 
satisfazíamos no passado. 

     

A tecnologia está a mudar 
rapidamente.      

As mudanças tecnológicas 
proporcionam grandes 
oportunidades. 

     

É muito difícil prever onde 
estará a tecnologia nos próximos 
2 a 3 anos. 

     

Um grande número de ideias de 
novos produtos tem sido 
possível através dos avanços 
tecnológicos. 

     

Os avanços tecnológicos são 
muito limitados.      

 
Por favor indique em que medida concorda ou discorda com as seguintes afirmações. 
Esta EXPORTAÇÃO-SELECIONADA*:  
Por favor, selecione uma resposta apropriada para cada item: 

 Discordo 
totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

Tem sido muito lucrativa. 
     

Tem gerado um elevado volume 
de vendas.      

Tem alcançado um crescimento 
rápido.      

Melhorou a nossa 
competitividade global.      
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 Discordo 
totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

Fortaleceu a nossa posição 
estratégica.      

Aumentou significativamente a 
nossa quota de mercado global.      

Tem tido uma performance 
muito satisfatória.      

Tem tido muito sucesso. 
     

Tem atingido completamente as 
nossas expectativas.      

 
Por favor avalie em relação aos principais concorrentes da EXPORTAÇÃO-SELECIONADA* cada um dos 
seguintes itens. 
Neste MERCADO DE EXPORTAÇÃO: 
Por favor, selecione uma resposta apropriada para cada item: 

  
Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

Respondemos rapidamente 
às táticas de preço dos 
concorrentes. 

     

Usamos os preços para 
responder rapidamente a 
qualquer mudança no 
cliente. 

     

Comunicamos rapidamente 
estruturas e níveis de preço 
aos clientes. 

     

Desenvolvemos novos 
produtos para aproveitar 
investimentos em I&D. 

     

Desenvolvemos e lançamos 
rapidamente novos produtos.      

Gerimos bem sistemas de 
desenvolvimento de novos 
produtos. 

     

Lançamos com sucesso 
novos produtos.      

Usamos habilmente a 
comunicação de marketing.      

Usamos bem as capacidades 
e processos de comunicação 
de marketing. 

     

Gerimos eficazmente 
programas de comunicação 
de marketing. 

     

Atraímos e retemos os 
melhores distribuidores. 
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Discordo 

totalmente Discordo  

Não 
concordo 

nem 
discordo Concordo 

Concordo 
totalmente 

Satisfazemos as 
necessidades dos 
distribuidores. 

     

Acrescentamos valor ao 
negócio dos distribuidores.      

Trabalhamos em 
proximidade com 
distribuidores/retalhistas. 

     

Fornecemos um elevado 
nível de apoio aos 
distribuidores. 

     

 
Por favor avalie em relação aos principais concorrentes da EXPORTAÇÃO-SELECIONADA* cada um dos 
seguintes itens. 
Para a EXPORTAÇÃO-SELECIONADA*: 
Por favor, selecione uma resposta apropriada para cada item: 

  
Muito 
pior Pior Idêntico Melhor 

Muito 
melhor 

Custo das matérias-primas  
     

Custo de produção por unidade  
     

Custo das mercadorias vendidas  
     

Preço de venda aos consumidores finais  
     

Qualidade do produto  
     

Embalagem  
     

Design e estilo  
     

Acessibilidade do produto  
     

Suporte técnico e serviço pós-venda  
     

Velocidade de entrega e confiança  
     

Extensão da linha de produtos  
     

Crescimento da quota de mercado  
     

Crescimento das receitas das vendas  
     

A aquisição de novos clientes  
     

Aumento das vendas para os atuais clientes  
     

 
A inovação refere-se a uma ideia nova que a sua empresa adotou para os produtos, processos de produção, 
organização e atividades de marketing, e que direta ou indiretamente acrescenta valor à EXPORTAÇÃO-
SELECIONADA*. 
Por favor, pense nas atividades de inovação que sua empresa realizou nos últimos 3 anos, relativamente à 
EXPORTAÇÃO-SELECIONADA*, e indique o grau de inovação para cada uma das seguintes afirmações. 
Nesta EXPORTAÇÃO-SELECIONADA*:  
Por favor, selecione uma resposta apropriada para cada item: 

  
1- 

Limitadas 2 3 4 
5- 

Extensivas 

As inovações de produtos introduzidas pela 
nossa empresa durante os últimos três anos 
foram ... 
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1- 

Limitadas 2 3 4 
5- 

Extensivas 

As inovações de processos introduzidas pela 
nossa empresa durante os últimos três anos 
foram ... 

     

As inovações organizacionais introduzidas 
pela nossa empresa durante os últimos três 
anos foram ... 

     

As inovações de marketing introduzidas 
pela nossa empresa durante os últimos três 
anos foram ... 

     

 
Por favor, pense nas atividades de inovação que sua empresa realizou nos últimos 3 anos, relativamente à 
EXPORTAÇÃO-SELECIONADA*, e indique o grau de inovação para cada uma das seguintes afirmações. 
Nesta EXPORTAÇÃO-SELECIONADA*: 
Por favor, selecione uma resposta apropriada para cada item: 

  

1- 
Incrementais 

(pequenas 
melhorias) 2 3 4 

5- 
Radicais 

As inovações de produtos têm sido essencialmente 
...      

As inovações de processos têm sido essencialmente 
...      

As inovações organizacionais têm sido 
essencialmente ...      

As inovações de marketing têm sido essencialmente 
...      

 
De que forma está satisfeito com os seguintes resultados da EXPORTAÇÃO-SELECIONADA*, entre 2010 e 
2011: 
Por favor, selecione uma resposta apropriada para cada item: 

  

Muito 
menos 

satisfeito 
que em 
2010 

Menos 
satisfeito 
que em 
2010  

Igualmente 
satisfeito 
que em 
2010  

Mais 
satisfeito 
que em 
2010  

Muito 
mais 

satisfeito 
que em 
2010 

Volume de vendas da 
exportação-selecionada*      

Crescimento das vendas da 
exportação-selecionada*      

Receita das vendas da 
exportação-selecionada*      

Lucro da exportação-
selecionada*      

Quota de mercado no 
mercado desta exportação-
selecionada* 

     

Resultado global em termos 
da exportação       
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Em relação à EXPORTAÇÃO-SELECIONADA*, em que medida evoluíram os seguintes resultados entre 2010 
e 2011? 
Por favor, selecione uma resposta apropriada para cada item: 

  
Diminuiu 

muito 
Diminuiu 

pouco 
Manteve-

se 
Aumentou 

pouco 
Aumentou 

muito 

Percentagem da 
EXPORTAÇÃO-
SELECIONADA * no 
volume total das vendas da 
empresa 

     

Percentagem da 
EXPORTAÇÃO-
SELECIONADA * para a 
receita total das vendas 

     

Percentagem da 
EXPORTAÇÃO-
SELECIONADA * para o 
lucro total da empresa 

     

 
Como prevê os seguintes resultados da EXPORTAÇÃO-SELECIONADA* para o ano de 2012em relação ao de 
2011? 
Por favor, selecione uma resposta apropriada para cada item: 

  
Pioram 

significativamente Pioram 
Mantêm-

se Melhoram 
Melhoram 

significativamente 

O volume de 
vendas da 
exportação-
selecionada* 

     

O 
crescimento 
das vendas 
da 
exportação-
selecionada* 

     

O lucro da 
exportação-
selecionada* 

     

O alcance 
dos objetivos 
para a 
exportação-
selecionada* 

     

A satisfação 
com a 
exportação-
selecionada* 

     

Muito obrigada pela sua participação! 
 
Submeter o seu inquérito 
Obrigado por ter concluído este inquérito. 
 

 




