
International dynamic marketing
capabilities: developments and

a research agenda
Gregor Pfajfar

School of Economics and Business, University of Ljubljana, Ljubljana, Slovenia

Maciej Mitręga
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Abstract

Purpose – In this paper, the authors aim to introduce international dynamic marketing capabilities (IDMCs)
theoretically derived from marketing capabilities (MCs), dynamic marketing capabilities (DMCs) and
international marketing capabilities (IMCs) and provide a novel conceptualization of the concept by applying a
holistic view of the international enterprise.
Design/methodology/approach –This is a literature review that maps the current research on MCs, DMCs
and IMCs and serves as a basis for the theoretical conceptualization of a novel IDMCs concept as well as for the
identification of research gaps and the development of future research directions on this phenomenon.
Findings – Existing typologies of MCs, DMCs and IMCs are classified into four categories: strategic,
operational, analytical and value creation capabilities. A new typology of IDMCs is proposed, consisting of
digital MC and dynamic internationalization capability as strategic capabilities, agile IMC, IM excellence and
absorptive capability in IM as operational capabilities, IM resilience capability, IM knowledge management
capability, AI-enabled IDMC and Industry 4.0-enabled IDMC as analytical capabilities, and ambidextrous IM
innovation capability as value creation capability. Finally, the authors identify research gaps and develop
research questions that open future research avenues for the coming years.
Originality/value –This paper offers a novel view ofMCs, DMCs and IMCs and argues that, in contrast to the
majority of previous research, a comprehensive understanding of these is only possible if all levels are
considered simultaneously: the strategic, the operational, the analytical and the value creation level. A new
conceptualization and typology of IDMCs follows this logic.

Keywords International dynamic marketing capabilities, International marketing capabilities,

Dynamic capabilities, Agile international marketing capability, International marketing resilience capability,

Ambidextrous innovation capability, Digital international marketing capability, Literature review

Paper type Research paper

1. Introduction
This Special Issue of International Marketing Review aims to answer how commercial, non-
profit and government organizations develop, maintain, manage and leverage dynamic
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international marketing capabilities. We view international dynamic marketing capabilities
(IDMCs) as capabilities firms use to understand and fulfil foreign market customers
expressed and latent needs better than its rivals (Mitręga, 2020; Morgan et al., 2018; Narver
et al., 2004). International markets are more volatile and complex and so firms operating in
them often are less familiar with and have limited access to necessary resources; these
businesses require a unique bundle of knowledge, skills and routines that shape company
resources labeled as IDMC (Gnizy, 2019). Similarly to other dynamic capabilities (DCs),
dependent on the context in which they develop, IDMC may take the form of more or less
complex organizational routines and managerial decision-making shaping company
resources vis-a-vis changing international markets (Eisenhardt and Martin, 2000; Peteraf
et al., 2013; Schilke et al., 2018). The special issue aimed to attract researchers from a variety of
disciplines, including international marketing, strategy and management research,
organizational research, who are willing to combine strong theoretical foundations and
world-class empirical evidence using quantitative or qualitative methods.

The core interest of this special issue is on capabilities, which are generally understood as
“complex sets of skills and knowledge embedded in the organizational processes by which
the available resources of an organization are transformed into valuable outputs” (Day, 1994,
p. 37). If we add “international”, “marketing” and “dynamic” dimensions to the concept of
capabilities, we obtain a domain that spans different areas of research. If marketing
capabilities (MCs) are defined as the ability of a company to use resources to perform
marketing tasks in such a way that the desired marketing results are achieved (Morgan et al.,
2012), then dynamic marketing capabilities (DMCs) focus on strategic changes in marketing
assets and point the way to sustained market advantage (Barrales-Molina et al., 2014;
Mitręga, 2020; Schilke et al., 2018). The international marketing literature identifies MCs
specific/unique to international marketplaces (Morgan et al., 2018):MNC’s product innovation
capability, global brand management capability, international customer-support capability,
global account management capability, local market competence, overseas market-related
exploitative and explorative capabilities, etc. Since it is suggested that international MCs are
frequently dynamic in nature (Morgan et al., 2018), this results in a field of research with
numerous applications, e.g. DCs related to international marketing innovation, market entry,
international diversification, international acquisitions and alliances, etc.

Despite the growing interest in MCs in the international marketing literature, research to
date provides equivocal answers regarding the extent to which “the conceptual and empirical
approaches to the study of marketing capabilities in the international context differ from
those in the domestic market context” (Morgan et al., 2018, p. 61). This special issue called for
contributions to fill this important knowledge gap regarding IDMC from a theoretical
perspective (e.g. conceptualization and measurement of domestic vs international marketing
capabilities, different theories for explaining IDMC), an industrial perspective (e.g. what types
of international marketing capabilities should be focused on depending on the industry and
company size) and an organizational perspective (e.g. what specific micro-building blocks lie
behind IDMC in executive decision making).

This special issue attempts to further develop the theory of marketing capabilities and
international marketing by promoting novel theoretical approaches. The vast majority of the
marketing literature up to this point applied either the theory of the resource-based view or
the theory of DCs to study marketing capabilities, while from the perspective of internal
marketing, organizational learning and the knowledge-based view were applied (Morgan
et al., 2018). However, it is still unclear which (this or any other) theory supports the
conceptualization of marketing capabilities in international markets. For example, we
observe a broader application of social psychological theories in marketing –would they also
fit in with the development of IDMC? The other example is the recent expansion of the
resource-based view focusing on the versatility of resources in the context of company
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growth (Nason and Wiklund, 2018) or theoretical framework for explaining the dynamic
international growth of some companies, e.g. the successfully born global SMEs (Falahat
et al., 2018; Weerawardena et al., 2019). In general, as marketing function changes nowadays
(Rust, 2020) while some theories seem to dominate studies in marketing (Van der Merwe et al.,
2007), other theories build potential for further investigation (Gligor et al., 2019), specifically in
the context of international marketing capabilities.

The topic of this special issue is very relevant to business practice. “Many companies fail
not because they do something wrong or mediocre, but because they have been doing what
was right in the past for too long” (Doz andKosonen, 2010, p. 371).We explore this premise by
examining the dynamic nature of international marketing capabilities that promote
(constant) change. The special issue is also timely because, due to the global pandemic,
companies were facing drastic changes in theway theywork and the capabilities they need to
succeed. As a result, companies may need to re-evaluate or even redevelop their international
marketing capabilities as they face a different level of dynamism than ever before. This
situation provides a unique opportunity to observe the process of agile development of
international marketing capabilities by organizations in all kinds of industries. Answers to
questions such as what kind of dynamic international marketing capabilities were
developing during the pandemic, and how these capabilities can be built, maintained and
used, could not only help business people to create andmaintain their competitive advantage
in international markets but also help researchers to understand the development of dynamic
international marketing capabilities during dramatic shifts in business environment.

This special issue acknowledges the over-focusing of internationalmarketing literature on
strategies of transnational corporations from the richest countries, including their expansion
in emerging markets, which gives us only a very limited understanding of how companies
from developing countries use their marketing capabilities to expand internationally (Caputo
et al., 2016; Dikova et al., 2016; Kowalik et al., 2023; Kumar and Srivastava, 2020). Companies
from developing countries operate in a more unstable environment than their competitors
from industrialized countries because their domestic markets usually quickly became open to
rivalry with transnational corporations and lack institutional support (Cie�slik et al., 2012). In
return, entry into foreignmarkets is sometimes seen by these companies as away to diversify
against unstable situations in their country markets (Cie�slik et al., 2012). Such a context
provides a favorable environment for the development and application of DCs (Teece et al.,
1997; Fainshmidt et al., 2016). Although the literature provides evidence that marketing
capabilities are useful for resource-constrained companies when entering foreign markets, it
is difficult for them to build strong positions in international value chains, as these chains are
asymmetric in terms of power structure, i.e. these chains are usually dominated by large
multinational companies that protect their position (Siemieniako and Mitręga, 2018; Baraldi
and Ratajczak-Mrozek, 2019; Pfajfar et al., 2019). It would therefore be interesting to explain
theoretically the dynamic international expansion of companies from resource-limited
developing regions such as Central Asia, Africa, Latin America and post-communist Europe.
Furthermore, the conceptualization of dynamic international marketing capabilities will
potentially need to change depending on whether the study is in developed vis-a-vis
developing economies, in single or multi-unit businesses, in a corporate HQ vs its
multinational subsidiaries. Since there has been a debate on the marketing department’s loss
of influence, with some arguing that its impact is declining (Homburg et al., 2015), while others
call for protecting and increasing marketing investment (Hughes et al., 2019), it is a relevant
question who should be responsible for the development and utilization of IDMC in a
multinational corporation.

Last but not least, this special issue addresses increased volatility in the international
markets resulting from tensions between regions and countries in the geopolitical area, which
create the shift from unipolar to bipolar world order and creates potential instabilities such as
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enforced decoupling in international supply chains and increased protectionism in
international trade (Handfield et al., 2020; Th€urer et al., 2020). These tendencies are
observable with increased intensity since the world economic crisis of 2008 and they are
accelerated by the world pandemics of 2020. Rust (2020) proposes geopolitical changes as one
of three main tendencies (together with technological and socioeconomic trends) driving how
marketing practice and marketing theory need to be reshaped in the future. Therefore,
international marketing research needs to address the question of how current marketing
resources and capabilities may be reorganized by companies in international markets to keep
up with increased geopolitical risks.

2. Theoretical challenges for IDMCs
2.1 Toward the conceptualization of IDMCs
A core theoretical challenge for IDMCs lies in the conceptualization and operationalization of
the phenomenon. While it is clear that its foundation lies in dynamic capabilities view (DCV),
it is less clear whether its components are rooted more in marketing capabilities (MC),
dynamic marketing capabilities (DMC) or international marketing capabilities (IMC).

DCs were initially defined as “the firm’s ability to integrate, build, and reconfigure internal
and external competences to address rapidly changing environments” (Teece et al., 1997,
p. 516). The main reason for developing DCs is to enhance the firm’s ability to provide more
dynamic responses (by purposefully altering, renewing or reconfiguring its resources) to
continuously changing environments that lead to superior performance and sustainable
competitive advantage (Teece, 2018; Cataltepe et al., 2023). In these terms, IDMCs are DCs.

Since the seminal study of Teece et al. (1997), a large body of research helped to bring the
debate on DCs view to a mature stage (Barrales-Molina et al., 2014). However, we cannot say
this to be true for DMCs or IMCs, since the research on DMCs and IMCs remains fragmented,
and still emerging and gaining impetus particularly due to heightened uncertainty and
volatility in (international) marketing environment. Moreover, the extant literature offers
equivocal understanding whether DMCs and IMCs stem from/are based on/are part of DCs
and/or MCs.

DMCs are most often defined as extensions or a part of a broader set of DCs (Bruni and
Verona, 2009; Barrales-Molina et al., 2014). On one hand, DCs refer to the firm’s ability to
change the way it solves its problems by modifying operational capabilities (Zahra et al.,
2006) and enable the firm to alter how to do business by doing the right things (Teece, 2014).
On the other hand, DMCs are affected by marketing (Fang and Zou, 2009; Barrales-Molina
et al., 2014), depend on market knowledge (Menguc and Auh, 2006) and support firms to
absorb it (Bruni andVerona, 2009; Kachouie et al., 2018). The literature also provides evidence
for DMCs’ interaction effects. For instance, interactions between market orientation and
DMCs positively impact firm performance (Morgan et al., 2009b) and interactions between
dynamic innovation capabilities and DMCs negatively impacts product expansion (Mitręga
et al., 2021).

At the same time, DMCs are understood as “the adoption and deployment of market
knowledge in cross-functional business processes through the organization’s possession of
higher-order marketing capabilities” (Hoque, 2017, p. 27). In the existing literature, MCs
mostly refer to the firm’s ability to manage the marketing mix (Kamboj and Rahman, 2015).
Specifically, MC refers to a firm’s ability to manage product offerings, business partners and
distribution systems, as well as advertising and communication activities and pricing
(Cavusgil and Zou, 1994). In other words, MCs refer to “a firm’s ability to use available
resources to perform marketing tasks in ways that achieve desired marketing outcomes”
(Morgan et al., 2018, p. 61). Conceptualized this way, we could interpret DMCs as MCs.
Similarly, as IMCs “facilitate customer knowledge, price adjustment, product/service
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development and manipulation of marketing tactics to target foreign customers with
differentiated offerings” (Zahoor and Lew, 2023), we could treat IMCs as MCs. Even more,
IMCs could theoretically be expected to enable a fit betweenMCs as a higher-order capability
and foreign market opportunities (Zahoor and Lew, 2023).

However, the existing body of literature implies that there is more than just 1MC (Mitręga,
2020) and not all hold equal value (Jaworski and Lurie, 2019), which raises questions about
whether the significance and value of identical MCs may vary across different contexts
(Morgan, 2019; Cortez and Hidalgo, 2022). This takes us to numerous conceptualizations of
MCs (as well as DMCs and IMCs), discussed later, and the conclusion that there is no unified
view on the phenomenon. For example, traditional ways of conceptualizing MCs in some
fields of past research ignored within-firm variation in those capabilities, and tended to
overlook the idea that their existence within firms evolves (e.g. Day, 1994). An example is
market orientation (MO), which is rarely modeled as a DC, yet which most likely is, since
longitudinal studies show that firms transform their MO in response to the competitive
environment (e.g. see Kumar et al., 2011). The development of market orientation in firms’
foreignmarkets itself acts as a catalyst for firms’MCs, enabling them to transform to bemore
dynamic in nature (Jaworski and Lurie, 2019; Cortez and Hidalgo, 2022). That is, the
effectiveness of MCs relies on a company’s strategic orientation and its capacity to allocate
resources for the implementation of research and development and market diffusion efforts
(Davcik et al., 2021). Consequently, viewing MCs only in terms of traditional marketing mix
elements (e.g. the 4 Ps) is not sufficient. A broader view is required encompassing elements
such as marketing planning, market research and selling (Vorhies and Morgan, 2005).

To resolve the complexity of conceptualizing and measuring MCs, DMCs and IMCs, we
need to return to the common origin of the concepts under study – namely, capabilities.
Extant literature defines a capability as “the ability of an organization to perform a
coordinated set of tasks, utilizing organizational resources, for the purpose of achieving a
particular end result” (Helfat and Peteraf, 2003, p. 999). Furthermore, capabilities are
“complex bundles of skills and collective learning, exercised through organizational
processes that ensure superior coordination of functional activities” (Day, 1994, p. 38).
Capabilities have their own life cycles that are shaped by external and internal factors, which
can lead to the renewal or decline of those capabilities (Helfat and Peteraf, 2003; Gliga and
Evers, 2023). This is largely neglected by the extant literature.

Teece (2007) suggests that a firm’s capabilities can be categorized as either ordinary or
dynamic. On one hand, ordinary capabilities represent the firm’s capacity to carry out
consistent operational functions, while DCs, on the other hand, encompass more advanced
activities that come into play when managers strategically coordinate, refresh, adapt and
reconfigure ordinary capabilities to gain a competitive edge (Teece, 2014). Following this
distinction, ordinary MCs are marketing function-focused processes and routines, while
DMCs enable the transformation of ordinary MCs through market-learning, resource
configuration and capability enhancement (Morgan and Slotegraaf, 2012). The main
differences between the (static) MC, DMC and IMC can be observed in their theoretical
foundations, the role of the environment, aspect of strategic focus and key components (Guo
et al., 2018). MCs are generally studied through a resource-based view lens, DMCs through a
DCV view/theory and IMCs through multiple theories, usually DCs theory complemented
with some other theory (e.g. institutional theory). The environment is relatively stable and
predictable onlywhen studyingMCs, while it can be radically changing and hard to predict in
the case of DMCs and IMCs. The strategic focus of firms developing MCs is typically
exploiting, in case of DMCs it is usually exploring and reactive, and in case of IMCs it is
proactive and adapting.

In addition to the differences between the MC, DMC and IMC concepts, the literature also
offers insights into causal relationships and connections between the concepts. DCs
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positively directly influence MCs (Wilden and Gudergan, 2015), while MCs mediate the
positive relationship between DC and firm performance (Cataltepe et al., 2023). Similarly, DCs
(sensing ability, seizing ability and transforming ability) positively impact IMCs (Chatterjee
et al., 2022a, b). These findings have led us to propose a conceptual model (Figure 1) that
shows how these concepts are conceptually linked and how they might form a novel concept
of IDMCs. In order to fully answer the question of how DMCs and IMCs can transform into
IDMCs, we need to gain insight into the different typologies and categorizations of the three
phenomena.

We observe several MC categorizations in the extant literature. Morgan and Slotegraaf
(2012) differentiate between higher-order (learning processes that involve capability
enhancement and resource reconfiguration), intermediate (orchestrating, coordinating and
organizing processes) and lower-order (specialized skills and activities) MCs. Gliga and Evers
(2023) identified three categories of MCs: (1) Specialized/functional capabilities pertain to
routine marketing activities at an ordinary or lower level, focusing on traditional elements of
the “marketing mix,” such as market research, pricing strategies and marketing
communications. (2) Cross-functional capabilities, positioned as a mid-level in marketing
capabilities, integrating specialized marketing capabilities by incorporating inputs from
various functions like brand management, customer relationship management and new
product development. (3) DCs, at a higher echelon, can be applied within the marketing
function to expand or adapt existing resources in various ways, such as modifying ordinary
specialized and cross-functional capabilities.

Similarly, we observe multiple categorizations of IMCs. Morgan et al. (2012) split export
marketing capabilities in three groups: (1) architectural marketing capabilities (learning about
export venture market, planning-related processes involved in selecting export marketing
strategy goals and formulating strategies to attain them), (2) specializedmarketing capabilities
(tactical marketing program-related processes needed to implement marketing strategy) and
(3)marketing capability integration (dynamic capability). Architecturalmarketing capabilities
consist of marketing planning, market information acquisition, market information
interpretation and market information dissemination. Specialized marketing capabilities
include pricing, product development, channel management, delivery management, post-sale
service, marketing communication and selling capabilities. A recent study by Jie et al. (2023)
distinguishes between two substantive capabilities (international market operation,

SENSING 
CAPABILITY

SEIZING 
CAPABILITY

TRANSFORMING 
CAPABILITY

DYNAMIC CAPABILITIES

MARKETING CAPABILITIES

DYNAMIC MARKETING 
CAPABILITIES

INTERNATIONAL 
MARKETING CAPABILITIES

INTERNATIONAL DYNAMIC 
MARKETING CAPABILITIES

Source(s): Authors own creation

Figure 1.
IDMCs and its origin in
DCs, MCs, DMCs
and IMCs
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international market administration) and two DCs (international market resource acquisition
and international market observation and evaluation capability).

Despite thesemultiple categorizations, there is little byway of evidence ofMCs, DMCs and
IMCs being studied at different levels. In this respect, a seminal study by Hooley et al. (1999)
proposes a hierarchy of MCs in which outside-in, inside-out and spanning capabilities are
rooted in marketing operations that shape marketing strategy and thus marketing culture.
Similarly, Morgan and Slotegraaf (2012) claimMCs to be hierarchical in nature and propose a
taxonomy of B2BMCs, distinguishing between higher-order, intermediate and lower-
order MCs.

2.2A foundational platform: strategic, operational, analytical and value creation capabilities
Our approach is different. We looked for a possible conceptualization of capabilities (as the
common root of all three concepts, as explained earlier) outside the MCs and DCs literature
that would provide a more comprehensive view of the enterprise. On this front, Elia and
Margherita (2022) provide a novel approach that distinguishes between four pillars of the
cognitive enterprise and the four distinct capabilities: strategic, operational, analytical and
value creation capabilities. Strategic capabilities refer to firm’s strategic positioning and
consist of transformation drivers, transformation projects and network influence.
Operational capabilities [1] refer to firm’s operational excellence, which is rooted in process
management, project management and governance algorithms. Analytical capabilities refer
to firm’s resilience embedded in emergency assets, learning and experimentation, autonomy
and communication. Value creation capabilities refer to value creation and innovation and
consist of performance dashboard, intangibles and openness.

We use this typology to distinguish between various operationalizations of MCs, DMCs
and IMCs (see Table 1). The analysis reveals several interesting outcomes and points at the
gaps in the extant literature. First, MCs, DMCs and IMCs are most often studied at the
operational level, offering rich insights into diverse conceptualizations and typologies of
corresponding capabilities. At the same time, there is a lack of studies at the value-creation
level, where also the diversity of studied capabilities is not as rich as at other levels. Second,
some capabilities studied as MCs are adapted also in DMCs and IMCs research. For example,
networking capabilities are tested at the strategic level for all three types of capabilities,
customer relationship management is conceptualized at the operational level for all three
types of capabilities, marketing planning spans all three types of capabilities at the analytical
level, and marketing innovation spans all three types of capabilities at the value creation
level. Third, extant literature that would study MCs, DMCs and/or IMCs at all four levels is
rare or practically non-existent. This implies that our understanding ofMCs, DMCs and IMCs
is limited and there is ample opportunity for future research to fill this gap.

Following this logic, IDMCs that are conceptualized and operationalized at all four levels
can provide a more comprehensive understanding of the phenomenon. Previous attempts
have not given equal weight to the “international” and “dynamic” components in
operationalizing IDMCs, prioritizing one at the expense of the other. For example, in a
recent qualitative study by Kim and Lim (2022), entrepreneurial orientation, networking
capability and versatile dynamic capability are suggested to form higher-order IDMCs, and
some of these factors (if not all) can be applied equally to domestic and international markets.
It has been shown that numerous companies failed on the global stage not because of any
missteps, but because they adhered to international marketing strategies that were effective
and feasible in the past. We believe that the dynamic nature of contemporary firm’s external
challenges from geopolitical conflicts, uncertainty and economic instability to the ongoing
threats related to climate issue and digital transformation challenges (Deloitte Insights, 2023)
call for a new conceptualization of IDMCs.While firms may operate in diverse industries and
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engagewith distinct customers, their international marketingmanagers face similar business
decisions and would therefore benefit from a unified view on IDMCs. In line with the
contemporary global marketing trends, we propose a novel typology of IDMCs along four
previously discussed levels in the firm (see Table 1).

At the strategic level we propose IDMCs to include digital international marketing
capability (Wielgos et al., 2021; Homburg and Wielgos, 2022) and dynamic
internationalization capability (Peng et al., 2023). Digital marketing capabilities are defined
as “a firm’s ability to use digital technology-enabled processes to interact with customers and
partners in a targeted, measurable, and integrated way to create new forms of value without
regard for distance or time” (Homburg and Wielgos, 2022, p. 666). These capabilities add
value by effectively managing the digital business transformation that companies are forced
to do today to remain competitive (Wielgos et al., 2021).

Since digital marketing capabilities are highly scalable, measurable, interconnected and
adaptable, as opposed to low tomoderate levels in the case ofMCs, it is no surprise that digital
marketing capabilities contribute significantly to business profitability beyond the impact of
MCs (Homburg and Wielgos, 2022). Moreover, as the business landscape changes and
evolveswith advancing technology, digital international marketing capabilities will maintain
their significance in the years ahead (Wang, 2020). Thus, we believe that digital marketing
capabilities developed for international markets should constitute IDMCs to achieve superior
export performance. Similarly, dynamic internationalization capability refers to dynamic
organizational learning by matching international exploration (i.e. knowledge gained from
international markets) and international exploitation (i.e. developing new marketing
technologies, strengthening international marketing resilience, acquiring new international
marketing capabilities) that enables firms a clear strategic position and improves their
international performance (Peng et al., 2023). In other words, these capabilities refer to how to
gain expertise in applying novel capabilities and generating fresh value propositions to
facilitate improved integration upon entry into a foreignmarket.We believe that this could be
a key to the company’s long-term survival in dynamic international markets.

At the operational level we propose IDMCs to consist of agile international marketing
capability (Asseraf et al., 2019; Gomes et al., 2020; Moi and Cabiddu, 2021; Shams et al., 2021),
international marketing excellence (Homburg et al., 2020) and absorptive capacity/capability
in international marketing (Zahra and George, 2002; Chatterjee et al., 2022a, b; Cho et al.,
2023a). Marketing agility refers to “a firm’s capability to proactively anticipate and sense
marketing opportunities, and to react quickly and flexibly to these opportunities to better
satisfy customer needs” (Zhou et al., 2019, p. 3). Consequently, international marketing agility
(see the special issue of International Marketing Review on international marketing agility,
2019, vol. 36, no. 2) describes firm’s ability to respond fast to shifts in international markets
(Asseraf et al., 2019; Gomes et al., 2020). Agility is crucial especially for multinational firms
operating in culturally different host countries (Shams et al., 2021) and was found to create
customer value and increase firm’s international competitive advantage through leading
digital transformation (Moi and Cabiddu, 2021). As international marketing agility
contributes to new products advantage and international market performance (Asseraf
et al., 2019), we consider it as important IDMC. Marketing agility priority, together with end-
user priority and marketing eco-system priority form marketing excellence (Homburg et al.,
2020), another proposed sub-dimension of IDMCs.

Building on international marketing agility, Homburg et al. (2020) re-conceptualize
marketing excellence, which rests on three pillars: marketing ecosystem priority, end-user
priority andmarketing agility priority. Marketing excellence is recognized in the literature as
a “superior ability to perform essential customer-centric activities that improve customer,
financial, stock market and societal outcomes” (Moorman and Day, 2016, p. 6). Building on
this definition, Homburg et al. (2020, p. 3) define marketing excellence as “a type of firm
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strategy that focuses on achieving organic growth by implementing the marketing
ecosystem priority, the end-user priority, and the marketing agility priority”. The focus of
marketing excellence, then, is on the integration of marketing skills and accumulated
knowledge operationalized through organizational processes, with this synergy enabling a
company to effectively execute its marketing activities (Moorman and Day, 2016). In this
sense, marketing excellence is a marketing capability. For instance, there is a recurring
discussion, particularly in the international business literature, that in developing DCs,
organizations should go beyond dyadic relationships or even a network of relationships to
include the entire ecosystem of the organization (Teece, 2014). Consequently, prioritizing the
marketing ecosystem is an important marketing capability as building and maintaining
excellent customer relationships should lead to better results (Homburg et al., 2020).
In summary, marketing activities that lead tomarketing excellence enable the organization to
anticipate market changes, adapt strategies to outperform competitors, synchronize the
organization with both strategy and market dynamics, implement strategies effectively,
ensure accountability for outcomes, attract resources and proficiently manage marketing
assets (Moorman and Day, 2016). Consequently, marketing excellence should represent
IDMCs at the operational level.

Absorptive capability in international marketing could be defined as a set of international
marketing routines and processes by which international firms systematically acquire,
assimilate, transform and exploit knowledge producing a dynamic international marketing
capability (Zahra and George, 2002). In other terms, absorptive capability refers to firm’s
ability to recognize the value of new information in international markets, assimilate it and
apply it to commercial ends (Chatterjee et al., 2022a, b). Originally, this capability appears in
two forms (Zahra and George, 2002): potential absorptive capacity (i.e. acquisition and
assimilation of knowledge) and realized absorptive capacity (i.e. transformation and
exploitation of knowledge). Firms with greater potential absorptive capacity can seize
emerging international marketing opportunities better than their competitors, while firms
with greater realized absorptive capacity can refine their grasp of innovation and
commercialization potential, leading to fresh perspectives on foreign market opportunities,
thereby strengthening their sensing capabilities (Cho et al., 2023a). Absorptive capacity
seems to share a lot with market orientation as described by Hunt and Morgan (1995, p. 11):
“we propose that a market orientation is (1) the systematic gathering of information on
customers and competitors, both present and potential, (2) the systematic analysis of the
information for the purpose of developing market knowledge, and (3) the systematic use of
such knowledge to guide strategy recognition, understanding, creation, selection,
implementation, and modification.” Following the argumentation in the literature that
export market orientation is a set of capabilities that involves acquiring, and responding to
(exploiting) export market knowledge (Cadogan et al., 2009), we explicitly link international
absorptive capacity and international market orientation. Thus, we believe they are
important part of IDMCs.

At the analytical levelwe propose IDMCs to embrace international marketing resilience
capability (G€olgeci and Kuivalainen, 2020; Wulandhari et al., 2022; Nguyen et al., 2023),
international marketing knowledge management capability (Scuotto et al., 2022), AI-enabled
IDMCs (Manis and Madhavaram, 2023) and other industry 4.0–enabled IDMCs (Nayal et al.,
2023). Firm’s resilience can be defined as “an ability to absorb shocks in the form of extreme
events and an adaptive capability to adjust to new circumstances” (Johnson et al., 2013,
p. 325). In the context of global supply chains, the term cooperative resilience recently
emerged that can be defined as “the organizations’ ability to recover from disruptions,
maintain dynamic integrity in the presence of ongoing stress, and exploit opportunities that
pivot on achieving economic and social goals” (Wulandhari et al., 2022). International
marketing resilience capability follows this logic and relates to firm’s ability to adapt, survive
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and bounce back to international unpredictable event in global value chains beyond firm’s
control (Nguyen et al., 2023). As building international marketing resilience as a pivotal
capability to respond to challenges and uncertainties in international markets, as well as
embrace the complexity to create sustainable customer value, particularly in international
environments where companies and their competitive advantages have a tendency to be
short-lived (G€olgeci and Kuivalainen, 2020), we treat international marketing resilience
capability as one of the key IDMCs.

We believe that international marketing resilience can be enhanced by building dynamic
capabilities for international marketing knowledge management, which occurs particularly
when employees in the international marketing department have the capacity to solve
problems, adapt and change (Scuotto et al., 2022). Although individual employees in
international marketing are the primary source of knowledge that cannot be easily copied,
today’smarketers relymore andmore on the technologies to conduct international marketing
activities. There are some, who even claim that all MCs can be enabled by technology (Manis
andMadhavaram, 2023). Thus, international marketing knowledge management capabilities
need to be complemented by recently introduced industry 4.0–enabled IDMCs (Nayal et al.,
2023). The term Industry 4.0 refers to a variety of technologies such as artificial intelligence
(AI), big data, blockchain, Internet of Things (IoT), robotics, biotechnology, new computing
technologies like cloud computing, etc. (Cho et al., 2023a). On one hand, these technologies
collect and analyze real-time data, thus they provide valuable information in predicting
customer needs and international marketing mix customization, as well as play important
role in customer relationship management (Nayal et al., 2023). On the other hand, these
technologies disrupt the industries structures and the competitive environment, introducing
firms to novel competitive forces in global markets, which adds complexity to their efforts in
addressing concerns related to value creation and capture, reevaluating relationships with
traditional business partners and managing the vast amount of new data generated (Cho
et al., 2023b). Thus, these capabilities as part of IDMCs will be critical for firms to understand
international (global) markets.

As not all these dimensions of IDMCs are equally applied in a given international context,
we believe AI-enabled international marketing capabilities need to be added to IDMCs
analytical level portfolio. AI-enabled international marketing capabilities are connected
with the concept of hierarchical capabilities and refer to “one or more AI operations that can
enable – facilitate or reinforce – higher-order capabilities by combining or integrating with
other resources, in turn, helping a firm progress up the hierarchy of capabilities” (Manis and
Madhavaram, 2023, p. 7). There is not much known about these capabilities in extant
literature, thus future research may fill this gap.

At the value creation level we propose IDMCs to develop ambidextrous international
marketing innovation capability (Buccieri et al., 2020; van Lieshout et al., 2021).
Ambidextrous innovation refers to a company’s capability to engage in both exploitative
(i.e. refinement or incremental product improvement) and exploratory (i.e. generation of
advanced product design through disruption) innovation simultaneously (Buccieri et al.,
2020). In otherwords, exploration refers to inbound open innovation and exploitation refers to
outbound open innovation, both of which can be explained by the micro-foundations of DCs
(van Lieshout et al., 2021): (1) exploration refers to firm’s capability in using local and foreign
resources, assets, sources of knowledge and innovation (sensing), firm’s capability to
capitalize on external knowledge and innovation from external sources (seizing) and firm’s
ability to invest and maintain its RandD capability; (2) exploitation refers to firm’s capability
to commercialize internal knowledge out of the firm’s core business and market (sensing);
firm’s capability to evolve through efficient orchestration of assets and resources (seizing),
and firm’s ability to firm’s ability to achieve fit between the firm and culture, which enables
integration of external knowledge and innovation to internal ones. Exploitation as a market-
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driven orientation is often described as less risky, more certain and efficient, while
exploration as a market-driving orientation may create unexpected value for customers and
thereby driving the firm’s future (Tolstoy et al., 2022). In international marketing, a successful
international firm will emphasize both market exploration and market exploitation
knowledge-based resource accumulation through international learning processes in order
to deal with uncertainty and competitive pressures in export markets (Hoque et al., 2022a).
Dual international marketing ambidextrous innovation capabilities are expected to
complement each other in a way to enable the international firm to strengthen its
competitiveness in foreign markets and overcome any resource constraints (Buccieri et al.,
2020). Ambidexterity was suggested for future researchers as an important factor to be
studied in relation to IDMCs influencing internationalization strategies (Garcia Ortiz et al.,
2021) and superior export performance (Cho et al., 2023a, b). Thus, we treat ambidextrous
international marketing innovation capability as future oriented value-creation IDMC.

3. Articles in this special issue
The purpose of this Special Issue is to advance our understanding of IDMCs by conducting
conceptual studies, literature reviews and empirical research focused on related
contemporary issues that have relevance for various types of businesses and markets. In
response to the call for papers, nine papers took the journey through the reviewing process till
the end and now form the special issue. Table 2 is intended to provide an overview how
papers in this special issue contribute to the conceptualization and measurement of IDMCs.

We briefly present the main findings of the nine papers in this special issue below in
alphabetical order of the first author. Figure 2 provides an overview of the empirical results
related to IDMCs. This figure can serve as a synthesis of main empirical findings in this
special issue.

First paper by Akter et al. addresses the research void related to how global B2B service
companies incorporate DCs into their omnichannel management strategies to impact
favorable word of mouth (WOM), customer engagement and customer equity. The authors
are among pioneers who view omnichannel management in the context of international
marketing as a DMC and contribute to the extant literature by addressing content and
concerns across international channels through DCs theory. The study adds knowledge to
the specific channel management capabilities and their overall effects on customer-based
performance outcomes. Specifically, based on data collected from 312 service-oriented global
firms in Australia analyzed using structural equation modeling the authors confirm content
management and concern management capabilities to be key significant contributors to
positive WOMwithin B2B omnichannel setting in international marketing, while suggesting
customer engagement to mediate the relationship between positive WOM and customer
equity. In other words, this is one of the first studies suggesting that distribution channel’s
integration and agility should be utilized as strategic capability to manage the dynamic
global service market environment to derive to positive customer-based performance
outcomes.

Second paper by Bargoni et al. is a conceptual study that proposes how firms can build
and nurture IDMCs by implementing growth hacking strategies, a novel phenomenon
observed mainly in managerial practice. The paper builds on the premise that an increased
number of endogenous or exogenous market events (e.g. global COVID-19 pandemic,
increased market competition, geopolitical tensions) force firms to find new business,
organizational or decision-making models that would enable them to adapt to higher degree
of volatility and uncertainty in the international markets. In authors’ view, IDMCs can
address these challenges in dynamically changing international markets by shaping
company resources through growth hacking, a data-driven mind-set in marketing decision-
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making that combines big-data analysis and continuous learning. The authors develop a
comprehensive framework of four phases of growth hacking and related capabilities and
routines developed by companies to cope with dynamically changing international markets.
These include ensuring product-market fit through international demand management
capability, finding growth hack by creating international marketing knowledge capabilities,
going viral as an affordance perspective to develop IDMCs, and retention and optimization
through absorption capabilities in the context of IDMCs. In addition, research propositions
with rich future research directions are developed for three critical components of growth
hacking: coding and automation, digital marketing and big data analytics.

Third paper by Behl et al. is an empirical study that aims to answer two research
questions: (1) what is organizational culture’s effect on firm’s innovation capability to
improve sustainability and organizational marketing performance and (2) how can
gamification improve firm’s technological and environmental innovation capability,
leading firms to achieve environmental sustainability. In particular, this paper contributes
to better understanding of gamification-based and non-gamification based organizational
culture influence on international marketing innovation capability, environmental
sustainability and organizational marketing performance viewed through the lens of
theory of administrative behavior and theory of organizational creativity. International
marketing innovation capability is used as a proxy for IDMCs conceptualized as
technological and environmental innovation capability. A structured survey of 384
climate-conscious firms that abide by the ISO 14091 (adaptation to climate change)
certification revealed that organizational culture has positive influence on environmental and
technological innovation capabilities. Moreover, technological innovation capabilities yielded
positive effects on environmental sustainability, with a significant correlation between the
two concepts. Environmental innovation capabilities were found to positively influence on
both environmental sustainability and organizational marketing performance. Finally, there
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is evidence of gamification action as a moderating factor in the interaction between
organizational culture and international DCs in the form of environmental innovation
capabilities. In sum, this paper shows how IDMCs can be a useful theoretical framework for
understanding how can various capabilities be converted into small business assets.

Fourth paper by Chatterjee, Chaudhuri and Vrontis presents a unique DCs theory-based
model studying the relationship between dynamic abilities (sensing, seizing and
transforming ability), IDMCs (conceptualized as international marketing operational
capability, international marketing knowledge management capability and international
strategic marketing capability) and international marketing performance. This paper also
investigates how much could marketing leadership support influence the relationships
between international marketing performance and its IDMCs predictors. A structural
equation model on a sample of 455 respondents from Indian multinational firms supports
positive relationship between firm’s dynamic ability factors and its IDMCs. In addition,
multigroup analysis confirms that firm’smarketing leadership teamhas a significant positive
moderating impact on improving its international marketing performance. Besides these
important empirical findings, this study contributes to the extant literature with its unique
conceptualization of IDMCs with three aforementioned components and its empirical test in
relation to international marketing performance. It is also one of the first studies to perceive
IDMCswith valuable, rare, inimitable and non-substitutable (VRIN) characteristics that could
help companies outperform their competitors in today’s international markets. In addition to
investigation of different characteristics of IDMCs, this study contributes to and extends the
application of dynamic capabilities theory in the context of international marketing by
showing how and why firms successfully adapt to rapid changes in the dynamic business
environments.

Fifth paper by Ciszewska-Mlinaric, Siemieniako and Wojcik provides a novel
conceptualization of IDMCs and a rich argumentation how these are theoretically derived
fromDMCandDC respectively. The authors develop a new scale for IDMCs consisting of nine
items that correspond to original Teece’s conceptualization of DCs (sensing, seizing and
reconfiguring), and also empirically validate it. The aim of the paper was to test the
relationship between newly conceptualized IDMCs and international performance, mediated
by adaptation to foreign markets and product development capability. In addition, extreme
environmental dynamism (context of COVID-19 pandemic) is used as a moderator of this
relationship. Hierarchical multiple regression analysis of 277 surveyed exporting
manufacturers from the post-transition economy of Poland show a strong support for
IDMCs influence on international performance, where this relationship is mediated by
adaptation to foreign markets and product development capability. This paper reveals also a
significant and positive indirect effect of IDMCs on international performance through both
mediators, which is weakened under conditions of extreme environmental dynamism. This
empirical study offers recommendations for managers on fostering resilience in global
markets amidst periods of instability. These strategies encompass investments in IDMCs
that facilitate endeavors focused on enhancing product development and adjusting to
international market conditions. These findings could also be valuable for policymakers
when creating efficient support measures for exporters from post-transitional economies
when facing sudden environmental disruptions or unconventional crises.

Sixth paper by Mostafiz et al. explores the mediating role of IDMCs in the relationship
between international entrepreneurial firms’ innovation (explorative and exploitative) and
commercialization of innovative products/services internationally. This study assesses also
the moderating role of breadth and depth of international networks in the exploration of
IDMCs effects on commercialization. Time-lagged survey data were collected from 201
Malaysian international entrepreneurial firms and structural equation modeling was applied
to test the conceptual model fit, as well as additional robustness test and endogeneity

International
dynamic

marketing
capabilities

19



analyses were provided. The results indicate that the IDMCs play a mediating role in the
relationship between exploratory and exploitative innovation and the process of
commercialization. Moreover, the findings show that the effect of IDMC on
commercialization becomes much stronger when the breadth and depth of international
networks are considered, which indicates that international entrepreneurial firms are
embedded in strong external networks and actively utilize them to enhance their resources
and knowledge. These findings extend the logic of DCs theory by prioritizing IDMCs over any
other form of DCs in relation to the commercialization of innovation. As the authors
conceptualized IDMCs as functional DCs linked to three cross-border operational processes,
their findings suggest that IDMCs need to be specifically crafted for entrepreneurial firms
operating globally opposed to just simply adopting general marketing capabilities.

Seventh paper by Pfajfar, Mitręga and Shoham is a systematic literature review of IMCs in
DCV and aims at calibrating research on IDMCs, thereby increasing the chances for more
conceptual and terminological rigor in future research on the phenomenon. A multilevel
analytical approach, combining inductive coding with deductive coding and following
antecedents-phenomenon-consequences logic revealed 20 empirical studies on IMC applying
DCV. Synthesis of the extant literature revealed frequent antecedents to IDMCs (inter-
organizational capabilities, responsive market orientation, resource availability,
international culture), frequent consequences (financial performance, export performance,
innovation performance), as well as infrequent antecedents (e.g. proactivemarket orientation,
ambidextrous innovation) and infrequent consequences (e.g. internationalization,
competitive advantage). The review shows that there is little knowledge of moderators of
these links, especially with regard to consequences, while the extant research lacks
consistency and how key constructs are defined and measured. Only 3 studies out of 20
measured focal capabilities aligned with DCV premises. This study makes an important
contribution by providing guidelines for future conceptualization and measurement of
IDMCs. In addition, rich future research directions are provided using a structured approach
along Theory, Context and Methods framework. Recommendations for theory include (1)
making research consistent with the theoretical boundaries and developments of DCV, (2)
aligning the research with specific angles of analysis in international marketing literature, (3)
investigating links with relevant theoretical perspectives in the literature and (4) call for
conceptual and terminological rigor. Recommendations for context consist of: (1) more
studies on specific micro building blocks of focal capabilities in specific markets and
industries, (2) call for studies on IDMCs from middle- and low-income countries, especially
transforming economies, (3) need for international comparative research on IDMCs and (4)
more studies on the unboxing mechanism how focal capabilities affect international
performance. Finally, recommendations for methods embrace (1) a more qualitative and in-
depth approach to exploring the forms and dimensions of focal capabilities, (2) call for non-
tautological measurement within theoretical boundaries and (3) call for process-oriented
research approaches.

Eighth paper by Rivero-Gutierrez et al. aims to answer how firms manage their DMCs to
adapt their business to new international environment, and what is the role of DMCs in
generating organizational legitimacy that helps firms to overcome all possible
disadvantages of being a new firm in a foreign country. Addressing these research
questions, the paper aids in elucidating the methods by which marketing managers
cultivate their DMCs, and in turn, offers a potential framework for implementing DMC
strategies aimed at enhancing legitimacywithin international markets. This is a qualitative
study. 16 in-depth interviews with manufacturing company managers are analyzed to
derive to novel findings suggesting 5 DMCs, which could improve firms’ legitimacy in
foreignmarkets: local market sensitivity, relationshipmanagement, anticipation, flexibility
and exemplariness. The authors suggest international firms to combine these capabilities,
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but alert also that these capabilities will play a different role depending on the
implementation phase. In addition, authors emphasize credibility, engagement, alliances,
adaptability and proximity as part of integrating resource allocation and capability
development to reach differentiation in the foreign markets. This study makes an
important contribution to IDMCs field of research by applying institutional theory and
showing IDMCs and legitimacy to coexist, where the development of DMCs would provide
the necessary differentiation for multinational firms to obtain legitimacy. Consequently,
legitimacy can be viewed as important differentiation factor and enables multinationals to
offer credible and clear value proposition in the international markets.

Ninth paper by Vardarsuyu et al. aims to uncover the significance of managerial process
thinking skills in nurturing the dynamic capabilities required to cater to international clients
and thrive in export markets. The authors collected cross-sectional data from export
managers working in 204 small- andmedium-sized Turkish exporters. The results of the path
analysis show that in case when export managers’ prove orientation is high, learning and
avoid orientations are low and export venture experience (duration and scope) increases, the
positive effect of export managers’ process thinking skills on dynamic capabilities increases.
Moreover, export venture dynamic capabilities serve as a mediator between export
managers’ process thinking skills and export performance. This study contributes to the
conceptualization and operationalization of DCs that form the foundation of a company’s
export operations. Specifically, the authors conceptualize export venture DCs as a higher-
level construct composed of sensing, seizing and reconfiguring elements related to the firm’s
export market operations and empirically validate it. Furthermore, this study utilizes micro-
foundations approach of competitive advantage to study export managers’ process thinking
skills and addresses the question how these contribute to DCs development in export
ventures. Finally, this study deepens the understanding of managers’ goal orientation within
the context of export marketing and its role in the impact of process thinking skills on
development of DCs in export ventures.

4. Research gaps and future research agenda
Each of the papers in this special issue identifies research gaps in the current research on
IDMCs and provides avenues for future research, thereby contributing to the further
development of IDMCs phenomenon. We would like to point particularly at Pfajfar, Mitręga
and Shoham paper which maps the current research on IDMCs and provides rich avenues for
future research along Theory, Context and Methods framework. At this point, we would not
like to repeat any future research proposition that are listed in the papers in this special issue,
but would like to go back to the origin of IDMCs (see Figure 1) and source for research gaps
and future research directions in the contemporary literature on MCs, DMCs and IMCs that
could be applicable to IDMCs. The result of the analysis is Table 3, which highlights research
gaps and challenges and outlines research questions that can help researchers advance the
discussion of IDMCs.

4.1 Antecedents to the IDMC
We call future research to tap into antecedents to IDMC phenomenon, which we
observe are much less frequently applied in the research models than outcomes. In fact,
looking at the leading empirical papers in the field of MC, DMC and IMC up to this date gives
us a surprising result –many did not include any antecedent to the capabilities phenomenon.

When looking at the extant MC research, we could split most frequently used
antecedents into two groups: knowledge and other resources. Knowledge type of antecedents
includes marketing information (Vorhies, 1998), informational knowledge (Morgan et al.,
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2003), market knowledge development (Vorhies et al., 2011), branding and retailing
knowledge (Irfan et al., 2023), experiential knowledge (Morgan et al., 2003), and ethical/social
compliance knowledge (Irfan et al., 2023) among others. Most often studied other resources as
antecedents toMCweremarketing resources (e.g. Yalcinkaya et al., 2007; Nath et al., 2010) and
technological resources (e.g. Yalcinkaya et al., 2007). Other antecedents consist of brand
reputation and marketing planning (da Fonseca et al., 2023), environmental turbulence,
business strategy, organizational structure and task routinization (Vorhies, 1998). Finally,
DCs were studied as antecedent to MCs as well (Wilden and Gudergan, 2015; Cataltepe
et al., 2023).

When looking at extant DMC literature, we observe knowledge and other resources
related antecedents to repeat, only in a different, more dynamic form. For instance,
knowledge antecedents consist of knowledge integration, breadth and depth (Zhang and Xu,
2019), while other resources antecedents include resource magnitude and complexity (Fang
and Zou, 2009). We observe a strong presence of business-relationship related antecedents
like customer relationship management (Barrales-Molina et al., 2014), vertical and horizontal
relationship quality (Xu et al., 2018) and human capital (Elsharnouby and Elbanna, 2021).
Other antecedents include marketing vision and marketing readiness (Sukdej and
Ussahawanitchakit, 2015), market orientation and entrepreneurship orientation (Tsai,
2015), supply chain management, social media and network competence (Barrales-Molina
et al., 2014), and sustainable human resource management (Nayal et al., 2023) among others.
Finally, operational MCs influence DMCs (Perez-Cabanero et al., 2015) as well.

When reviewing the extant IMCarticles, themost frequently used antecedents could be
split into two categories: (1) marketing theory rooted concepts (e.g. market orientation
(Reimann et al., 2022), segmentation and targeting (Cortez and Hidalgo, 2022)) and (2)
international business related phenomena (e.g. international vision (Weerawardena et al.,
2015), increased number of foreign markets (Ledesma-Chaves et al., 2020), firm’s cultural
intelligence (Hazzam and Wilkins, 2022)). Other observed antecedents include market-
focused learning and network learning (Weerawardena et al., 2015), as well as factors leading
to digital marketing capabilities like social media technologies (Hazzam and Wilkins, 2022)
and contingency variables (environment, technology, business context, customer’s
behavioral traits (e.g. age, gender, generation, online shopping, e-payment, etc.))
(Apasrawirote et al., 2022) among others. Finally, marketing planning capability and
flexibility maintenance capability (Asseraf et al., 2019), strategic flexibility as dynamic
capability (Zahoor and Lew, 2023) and organizations’ dynamic ability (sensing ability, seizing
ability, transforming ability) (Chatterjee et al., 2022a, b) effect IMCs as well.

4.2 Moderators
We encourage future research to explore the factors that moderate the relationship of
IDMCs with its antecedents and outcomes. Majority of the extant research on MC, DMC and
IMC used the moderators on the outcomes side, so there is a paucity of boundary conditions
that would explain how and when the effect of antecedents on IDMCs occurs. We call for
contemporary factors that would provide more nuanced insights into the underlying
mechanisms behind IDMCs development.

Studies of MCs have used following moderators, among others, in their conceptual
models: marketing organization fit with Miles-Snow (1978) strategic type (prospector,
analyzer, defender, reactor) (Vorhies and Morgan, 2003; Song et al., 2007, 2008),
environmental turbulence (Wilden and Gudergan, 2015), technological turbulence (Han
et al., 2023), environmental dynamism (Cataltepe et al., 2023), efficiency (Nath et al., 2010),
ambidextrous innovation (Martin et al., 2017), market orientation, marketing strategy
(differentiation, cost leadership) and organizational power (Cacciolatti and Lee, 2016). Among
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the capabilities, marketing employee development capabilities (Orr et al., 2011) were also used
as a moderating factor between MCs and customer satisfaction and market effectiveness.

Studies on DMCs provide for even more versatile moderators. These are mostly internal
to the organization: innovative climate (Sukdej and Ussahawanitchakit, 2015), customization
norm (Mitręga, 2020), organizational structure (departmentalization, formalization) and
organizational culture (goal congruency, learning culture) (Fang and Zou, 2009),
formalization, learning culture and institutional distance (Zhang and Xu, 2019),
entrepreneurship orientation and ownership (domestic vs foreign) (Xu et al., 2018). Most
often external factor used in the extant studies on DMCs is market/environmental dynamism
(e.g. Buccieri et al., 2020; Elsharnouby andElbanna, 2021). Finally, when selecting exclusively
among capabilities, market-sensing capabilities and CRM capabilities (Morgan et al., 2009a)
were also used as a moderator between DMCs and firm’s revenue and margin growth rate.

Studies of IMCs have most frequently examined the moderating effect of competitive
intensity (e.g. Morgan et al., 2012; Reimann et al., 2022; Efrat et al., 2018; Hoque et al., 2022b;
Cho et al., 2023a, b) on the relationship between IMCs and performance, followed by
environmental dynamism/turbulence (e.g. Chatterjee et al., 2022a, b; Hazzam and Wilkins,
2022; Homburg and Wielgos, 2022). Other factors include market orientation (Homburg and
Wielgos, 2022), entrepreneurial orientation (Wang, 2020), adoption of digital technologies
(Zahoor and Lew, 2023), absorptive capacity (Peng et al., 2023), dysfunctional competition
(Boso et al., 2019), promotion and product adaptation (Asseraf et al., 2019), product type,
brand ownership and economic development level (Cho et al., 2023a, b), competitive hybrid
strategy and environmental responsiveness (Hoque et al., 2021), as well as demographic
factors (age, gender, education) (Apasrawirote et al., 2022) among others. Finally, IMCs
conceptualized as architectural capabilities (planning capability, implementation capability)
moderate the relationship between cost goals and cost advantages as well as differentiation
goals and differentiation advantages in export ventures (Spyropoulou et al., 2018).

4.3 Outcomes of the IDMC
Analyzing the results of the studies on MCs, DMCs, and IMCs, we find that business
performance and competitive advantage are the most frequently used outcome factors.
The low diversity of outcome factors prompts future researchers to reconsider their
contributions in this area.

Researchers of MCs most often used firm performance as an outcome variable (e.g.
Yalcinkaya et al., 2007; Nath et al., 2010; Cacciolatti and Lee, 2016; Cataltepe et al., 2023). This
was measured either as a subjective performance (e.g. customer satisfaction (Vorhies and
Morgan, 2005; Orr et al., 2011), marketing effectiveness (Vorhies, 1998; Vorhies and Morgan,
2003, 2005; Orr et al., 2011), marketing efficiency (Vorhies and Morgan, 2003), adaptive
performance (Morgan et al., 2003)) or objective financial performance (e.g. relative return-on-
assets (Orr et al., 2011), profitability (Vorhies and Morgan, 2005)). Innovation is the second
most often used outcome variable, appearing in several varieties: product innovation
(Yalcinkaya et al., 2007), management innovation (Han et al., 2023), radical and incremental
technological innovation (Han et al., 2023). Other factors include competitive strategy and
positional advantage (Martin et al., 2017), and launching own product or brand (Irfan et al.,
2023). Finally, customer-focused marketing capabilities appear as an outcome of marketing
exploration and marketing exploitation (Vorhies et al., 2011).

Researchers ofDMCs similarly applied firm performance most often in their studies (e.g.
Fang and Zou, 2009;Morgan et al., 2009a, b; Perez-Cabanero et al., 2015). Here, too, innovation-
related outcomes are in second place. These include service innovation (Perez-Cabanero et al.,
2015), product innovation success (Mitręga, 2020), commercialization performance of radical
innovation (Tsai, 2015) and innovation performance (Xu et al., 2018). Other factors include
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competitive advantage (Fang and Zou, 2009), induced market turbulence (Kachouie et al.,
2018), marketing excellence, marketing productivity, marketing responsiveness and
marketing survival (Sukdej and Ussahawanitchakit, 2015), circular product design (Nayal
et al., 2023) and company agility (Mitręga, 2020). Finally, DMCs result in reconfiguration of
operational marketing capabilities (Kachouie et al., 2018).

Researchers of IMCs most often studied their relationship to export performance (e.g.
Blesa and Ripoll�es, 2008; Reimann et al., 2022; Ripoll�es and Blesa, 2012; Cacciolatti and Lee,
2016; Asseraf et al., 2019; Wang, 2020; Hoque et al., 2021, 2022a; Cortez and Hidalgo, 2022;
Hazzam and Wilkins, 2022; Homburg and Wielgos, 2022; Zahoor and Lew, 2023; Cataltepe
et al., 2023; Cho et al., 2023a, b; Peng et al., 2023). International business specific outcome
factors include internationalization (Garcia Ortiz et al., 2021), international commitment
(Blesa and Ripoll�es, 2008), foreign market expansion (Mitręga et al., 2021), international
expansion ability (Chatterjee et al., 2022a, b) and (higher commitment) entry mode (Blesa and
Ripoll�es, 2008; Ripoll�es and Blesa, 2012). Researchers also claim that IMCs result in some sort
of advantage in foreign markets, which being either new products advantage (Asseraf et al.,
2019), low-cost and branding advantage (Zou et al., 2003) or general competitive advantage
(e.g. Efrat et al., 2018; Tan and Sousa, 2015). In the context of international new ventures,
extant literature offers empirical evidence for the effect of IMCs on early internationalization
(Weerawardena et al., 2015), international new venture performance and international
entrepreneurial culture (Buccieri et al., 2020). Other factors include products expansion
(Mitręga et al., 2021), innovation (Weerawardena et al., 2015), marketing ambidexterity
(Tolstoy et al., 2022) and distribution channel integration (Garcia Ortiz et al., 2021). Finally,
Morgan et al. (2012) distinguish between IMCs’ internal and external implementation
effectiveness, while Behl et al. (2023) look at the IMCs’ effect on leveraging process of the
firm’s resources and capabilities.

4.4 Context, methodology, measures and conceptualization of the IDMC
Majority of the extant research on DMCs and IMCs, as a field of research from which IDMCs
could source, is conducted in developed economies. Replicating the studies among
international firms based in different cultural and institutional environments, particularly
fast growing economies and/or emerging countries would shed a different light on IDMCs
(Kaleka and Morgan, 2019). Interestingly, research on MCs is growing in the context of
Chinese and Indian firms, while it is almost nonexistent in other emerging countries (Cortez
and Hidalgo, 2022). We strongly suggest future researchers to collect data from multiple
countries to further contextualize their studies, as initial evidence suggests that MC–
international performance relationship seems to withhold country differences
(Weerawardena et al., 2015). Expanding the scope of studies could also help researchers
uncover and understand country-specific phenomena (Jie et al., 2023) like for small and open
economies being a test-ground for new marketing approaches. Finally, researchers could
investigate the institutional distance between home and host countries, as resource
dependence on the firm’s local partners when developing IDMCs would be significantly
decreased when regulations in the home country are similar to those in the host country, and
firms would find it easy to adapt to the host countries (Xu et al., 2018).

Majority of the extant research on MCs, DMCs and IMCs is based on cross-sectional data
collected at a certain point in time (Cortez and Hidalgo, 2022). Consequently, one cannot
generalize the studied causal relationships between the resources, capabilities and
international performance (Hazzam and Wilkins, 2022). We encourage researchers to
resolve this limitation by adopting a longitudinal design, which could unravel the dynamics
of crossvergence over time and validate the directions of the relationships between the
studied variables (Cortez and Hidalgo, 2022; Hazzam and Wilkins, 2022). In the context of
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IDMCs, assessing international performance outcomes over time may be particularly
worthwhile (Morgan et al., 2003), as it may reveal novel antecedents and moderators in
IDMCs – international performance relationship. Future studies could use both perceptual
and objective measures of performance to attest the validity of relationship between IDMCs
and export performance (Reimann et al., 2022). How IDMCs develop over time might be
especially beneficial to managers and entrepreneurs, who shift from managerial positions in
firms owned by others to managing their own firms (Gliga and Evers, 2023). As we
conceptualized IDMCs including the international marketing resilience capability, future
research could shed extra light it by surveying international managers before and after and
important change of key factors in the international marketing environment (e.g. geopolitical
tensions, social event, extreme event like pandemic, etc.) (Kaleka and Morgan, 2019).

This study presents a novel conceptualization of IDMCs. We encourage researchers to
develop and test the measures for the novel conceptualization of IDMCs. Even if the research
follow their own conceptualizations and measurement, we strongly suggest to combine
marketing and technology driven capabilities (Bruni and Verona, 2009) as part of higher-
order IDMCs. As technology, in particularly AI, can enable firms to progress from basic to
interconnected capabilities, such IDMCs can strengthen the sustainable competitive
advantages of international firm (Manis and Madhavaram, 2023). In addition, it can lead to
innovative practices (e.g. digital co-creation of products and services) and enables
international managers to experiment and create new ways of engaging with customers,
suppliers and other channel members (Wang, 2020). At the same timewe call formore rigor in
the capability research as some researchers claim to have analyzed capabilities, whereas in
fact they analyze antecedents or consequences of capabilities, creating content-validity
problems (Jie et al., 2023). At the same time, most of the extant research views capabilities as
given, rarely researchers are interested how international firms derived to those capabilities.
How the IDMCs process (e.g. international pricing process, international communication
process) is developed can be considered a capability (Tan and Sousa, 2015), but the extant
literature is rather silent on that question.

Future researchers could expand the research beyond IDMCs. DCs were identified as
important determinant of eco-innovation that contributes to sustainable transition of the
economy and society toward the circular economy (Kiefer et al., 2019). Including
sustainability, circular economy, sharing economy and regenerative economy in future
research on IDMCs could contribute to better understanding of IDMCs social impact and its
contribution to eco-innovation from various stakeholders’ perspective, being domestic or
international.

5. Conclusion
This paper provides multiple theoretical contributions. First, it provides theoretical and
conceptual differences between DCs, MCs, DMCs and IMCs. This brings higher clarity for the
understanding of these concepts and provides for contemporary conceptualizations, pointing
at the historical evolution of these concepts. Second, this study proposes a conceptual model
of causal effects between DCs, MCs, DMCs and IMCs, as well as their relationship to the novel
IDMCs construct. Despite rapidly growing research on some of the concepts (e.g. DCs and
DMCs) over the last years, the extant literature offers little evidence how these concepts are
interrelated and which one precedes the other. This is particularly important for the novel
IDMCs construct conceptualization and understanding of its theoretical origin. Third, this
study maps the conceptualizations and measurements of MCs, DMCs and IMCs in the extant
literature at the four distinct levels of capabilities development: strategic, operational,
analytical and value-creation. This categorization provides for a novel and a more complete
approach to understand capabilities development in the contemporary international firm. It
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also points at the measurement gaps that future researchers need to fill to enhance
comprehension ofMCs, DMCs and IMCs in the contemporary international firms. Fourth, this
study proposes a novel conceptualization and measurement of IDMCs that is in line with the
contemporary international business and marketing trends. This novel approach to IDMCs
opens several future research avenues, including empirical testing of the proposed
measurement. In addition, our approach to IDMCs may serve researchers to rethink their
future conceptualizations of DCs, MCs, DMCs and IMCs as well. Finally, this paper identifies
numerous research gaps in the extant literature and develops corresponding research
questions that can serve researchers for years to come.

This paper offers several practical contributions as well. As the international marketing
managers are navigating through the times of uncertainty, we are certain that developing
IDMCs may ease this volatility and direct them toward improved competitiveness and
performance in international markets. We recommend that international marketing
managers need to develop IDMCs geared toward sensing new international marketing
trends and the same time manage their global value chains. Specifically, we propose them to
develop digital marketing capability and dynamic internationalization capability as strategic
capabilities, agile international marketing capability, international marketing excellence and
absorptive capability in international marketing as operational capabilities, international
marketing resilience capability, international marketing knowledge management capability,
AI-enabled IDMC and industry 4.0–enabled IDMCs as analytical capabilities, and
ambidextrous international marketing innovation capability as a value creation capability.
Each paper in this special issue uncovers a piece of a puzzle that has not been touched upon
before and contributes significantly to the theoretical and practical understanding of IDMCs.
As we navigate through the dynamic international marketing landscape, the empirical
findings in this special issue and the future research avenues identified can serve as a
foundation for research innovation for the foreseeable future.

Note

1. Here operational capabilities do not refer to ordinary capabilities (opposed to dynamic capabilities)
as sometimes labeled in the dynamic capabilities literature.

References

Apasrawirote, D., Yawised, K. and Muneesawang, P. (2022), “Digital marketing capability: the
mystery of business capabilities”, Marketing Intelligence and Planning, Vol. 40 No. 4,
pp. 477-496, doi: 10.1108/MIP-11-2021-0399.

Arias-Perez, J., Velez-Ocampo, J. and Cepeda-Cardona, J. (2021), “Strategic orientation toward
digitalization to improve innovation capability: why knowledge acquisition and exploitation
through external embeddedness matter”, Journal of Knowledge Management, Vol. 25 No. 5,
pp. 1319-1335, doi: 10.1108/JKM-03-2020-0231.

Asseraf, Y., Lages, L.F. and Shoham, A. (2019), “Assessing the drivers and impact of international
marketing agility”, International Marketing Review, Vol. 36 No. 2, pp. 289-315, doi: 10.1108/IMR-
12-2017-0267.

Baraldi, E. and Ratajczak-Mrozek, M. (2019), “From supplier to center of excellence and beyond: the
network position development of a business unit within ‘IKEA Industry’”, Journal of Business
Research, Vol. 100, pp. 1-15, doi: 10.1016/j.jbusres.2019.03.008.

Barrales-Molina, V., Martinez-Lopez, F.J. and Gazquez-Abad, J.C. (2014), “Dynamic marketing
capabilities: toward an integrative framework”, International Journal of Management Reviews,
Vol. 16 No. 4, pp. 397-416, doi: 10.1111/ijmr.12026.

IMR
41,1

32

https://doi.org/10.1108/MIP-11-2021-0399
https://doi.org/10.1108/JKM-03-2020-0231
https://doi.org/10.1108/IMR-12-2017-0267
https://doi.org/10.1108/IMR-12-2017-0267
https://doi.org/10.1016/j.jbusres.2019.03.008
https://doi.org/10.1111/ijmr.12026


Behl, A., Jayawardena, N., Nigam, A., Pereira, V., Shankar, A. and Jebarajakirthy, C. (2023),
“Investigating the revised international marketing strategies during COVID-19 based on
resources and capabilities of the firms: a mixed method approach”, Journal of Business
Research, Vol. 158, 113662, doi: 10.1016/j.jbusres.2023.113662.

Blesa, A. and Ripoll�es, M. (2008), “The influence of marketing capabilities on economic international
performance”, International Marketing Review, Vol. 25 No. 6, pp. 651-673, doi: 10.1108/
02651330810915574.

Boso, N., Adeola, O., Danso, A. and Assadinia, S. (2019), “The effect of export marketing capabilities
on export performance: moderating role of dysfunctional competition”, Industrial Marketing
Management, Vol. 78, pp. 137-145, doi: 10.1016/j.indmarman.2017.09.006.

Bruni, D.S. and Verona, G. (2009), “Dynamic marketing capabilities in Science-based firms: an
exploratory investigation of the pharmaceutical industry”, British Journal of Management,
Vol. 20 No. s1, pp. S101-S117, doi: 10.1111/j.1467-8551.2008.00615.x.

Buccieri, D., Javalgi, R.G. and Cavusgil, E. (2020), “International new venture performance: role of
international entrepreneurial culture, ambidextrous innovation, and dynamic marketing
capabilities”, International Business Review, Vol. 29 No. 2, 101639, doi: 10.1016/j.ibusrev.2019.
101639.

Cacciolatti, L. and Lee, S.H. (2016), “Revisiting the relationship between marketing capabilities and
firm performance: the moderating role of market orientation, marketing strategy and
organisational power”, Journal of Business Research, Vol. 69 No. 12, pp. 5597-5610, doi: 10.
1016/j.jbusres.2016.03.067.

Cadogan, J.W., Hooley, G.J., Douglas, S.P., Matear, S. and Greenley, G.E. (2002), “Measuring marketing
capabilities: a cross-national study”, Joint ANZMAC/EMAC Symposium Marketing Networks in
a Global Marketplace, Perth, pp. 1-8.

Cadogan, J.W., Kuivalainen, O. and Sundqvist, S. (2009), “Export market-oriented behavior and export
performance: quadratic and moderating effects under differing degrees of market dynamism
and internationalization”, Journal of International Marketing, Vol. 17 No. 4, pp. 71-89, doi: 10.
1509/jimk.17.4.71.

Caputo, A., Matteo Pellegrini, M., Dabic, M. and Dana, P.L. (2016), “Internationalisation of firms from
Central and Eastern Europe: a systematic literature review”, European Business Review, Vol. 28
No. 6, pp. 630-651, doi: 10.1108/EBR-01-2016-0004.

Cataltepe, V., Kamasak, R., Bulutlar, F. and Alkan, D.P. (2023), “Dynamic and marketing capabilities
as determinants of firm performance: evidence from automotive industry”, Journal of Asia
Business Studies, Vol. 17 No. 3, pp. 617-638, doi: 10.1108/JABS-11-2021-0475.

Cavusgil, S.T. and Zou, S. (1994), “Marketing strategy-performance relationship: an investigation
of the empirical link in export market ventures”, Journal of Marketing, Vol. 58 No. 1, pp. 1-21,
doi: 10.1177/002224299405800101.

Chatterjee, S., Chaudhuri, R. and Vrontis, D. (2022a), “Knowledge sharing in international markets for
product and process innovation: moderating role of firm’s absorptive capacity”, International
Marketing Review, Vol. 39 No. 3, pp. 706-733, doi: 10.1108/IMR-11-2020-0261.

Chatterjee, S., Chaudhuri, R., Vrontis, D. and Thrassou, A. (2022b), “Impact of organizational dynamic
capability on international expansion and the moderating role of environmental dynamism”,
International Journal of Organizational Analysis, Vol. 31 No. 5, pp. 1935-1956, doi: 10.1108/IJOA-
10-2021-3003.

Chinakidzwa, M. and Phiri, M. (2020), “Impact of digital marketing capabilities on market performance
of small to medium enterprise agro-processors in Harare, Zimbabwe”, Verslas: Teorija Ir
Praktika/Business: Theory and Practice, Vol. 21 No. 2, pp. 746-757, doi: 10.3846/btp.2020.12149.

Cho, H.E., Jeong, I., Kim, E. and Cho, J. (2023a), “Achieving superior performance in international
markets: the roles of organizational agility and absorptive capacity”, Journal of Business and
Industrial Marketing, Vol. 38 No. 4, pp. 736-750, doi: 10.1108/JBIM-09-2021-0425.

International
dynamic

marketing
capabilities

33

https://doi.org/10.1016/j.jbusres.2023.113662
https://doi.org/10.1108/02651330810915574
https://doi.org/10.1108/02651330810915574
https://doi.org/10.1016/j.indmarman.2017.09.006
https://doi.org/10.1111/j.1467-8551.2008.00615.x
https://doi.org/10.1016/j.ibusrev.2019.101639
https://doi.org/10.1016/j.ibusrev.2019.101639
https://doi.org/10.1016/j.jbusres.2016.03.067
https://doi.org/10.1016/j.jbusres.2016.03.067
https://doi.org/10.1509/jimk.17.4.71
https://doi.org/10.1509/jimk.17.4.71
https://doi.org/10.1108/EBR-01-2016-0004
https://doi.org/10.1108/JABS-11-2021-0475
https://doi.org/10.1177/002224299405800101
https://doi.org/10.1108/IMR-11-2020-0261
https://doi.org/10.1108/IJOA-10-2021-3003
https://doi.org/10.1108/IJOA-10-2021-3003
https://doi.org/10.3846/btp.2020.12149
https://doi.org/10.1108/JBIM-09-2021-0425


Cho, H.J., Jin, B.E. and Shin, D.C. (2023b), “Do contingencies matter between organizational capabilities
and SME export performance?”, Review of International Business and Strategy, Vol. 33 No. 4,
pp. 605-626, doi: 10.1108/RIBS-12-2021-0163.

Cie�slik, J., Kaciak, E. and Welsh, D.H. (2012), “The impact of geographic diversification on export
performance of small and medium-sized enterprises (SMEs)”, Journal of International
Entrepreneurship, Vol. 10 No. 1, pp. 70-93, doi: 10.1007/s10843-012-0084-7.

Cortez, R.M. and Hidalgo, P. (2022), “Prioritizing B2B marketing capabilities: crossvergence in
advanced and emerging economies”, Industrial Marketing Management, Vol. 105, pp. 422-438,
doi: 10.1016/j.indmarman.2022.07.002.

da Fonseca, J.S., Dias, �A., Pereira, L., Costa, R.L.D., Gonçalves, R., Silva, R.V.D., Gonçalves, R. and
Silva, A. (2023), “Exploring the mediating role of marketing planning in enterprise marketing
capabilities”, International Journal of Business Environment, Vol. 14 No. 1, pp. 15-36, doi: 10.
1504/IJBE.2023.127690.

Davcik, N.S., Cardinali, S., Sharma, P. and Cedrola, E. (2021), “Exploring the role of international
RandD activities in the impact of technological and marketing capabilities on SMEs’
performance”, Journal of Business Research, Vol. 128, pp. 650-660, doi: 10.1016/j.jbusres.2020.
04.042.

Day, G.S. (1994), “The capabilities of market-driven organizations”, Journal of Marketing, Vol. 58 No. 4,
pp. 37-52, doi: 10.1177/002224299405800404.

Day, G.S. (2011), “Closing the marketing capabilities gap”, Journal of Marketing, Vol. 75 No. 4,
pp. 183-195, doi: 10.1509/jmkg.75.4.183.

Deloitte Insights (2023), 2023 Global Marketing Trends, Deloitte Development, London.

Dikova, D., Jakli�c, A., Burger, A. and Kun�ci�c, A. (2016), “What is beneficial for first-time SME-
exporters from a transition economy: a diversified or a focused export-strategy?”, Journal of
World Business, Vol. 51 No. 2, pp. 185-199, doi: 10.1016/j.jwb.2015.05.001.

Doz, Y.L. and Kosonen, M. (2010), “Embedding strategic agility: a leadership agenda for accelerating
business model renewal”, Long Range Planning, Vol. 43 Nos 2-3, pp. 370-382, doi: 10.1016/j.lrp.
2009.07.006.

Dubey, R., Gunasekaran, A., Childe, S.J., Blome, C. and Papadopoulos, T. (2019), “Big data and
predictive analytics and manufacturing performance: integrating institutional theory, resource-
based view and big data culture”, British Journal of Management, Vol. 30 No. 2, pp. 341-361,
doi: 10.1111/1467-8551.12355.

Efrat, K., Hughes, P., Nemkova, E., Souchon, A.L. and Sy-Changco, J. (2018), “Leveraging of Dynamic
export capabilities for competitive advantage and performance consequences: evidence from
China”, Journal of Business Research, Vol. 84, pp. 114-124, doi: 10.1016/j.jbusres.2017.11.018.

Eisenhardt, K.M. and Martin, J.A. (2000), “Dynamic capabilities: what are they?”, Strategic
Management Journal, Vol. 21 Nos 10-11, pp. 1105-1121, doi: 10.1002/1097-0266(200010/11)21:
10/113.0.CO;2-E.

Elango, B. and Pattnaik, C. (2007), “Building capabilities for international operations through
networks: a study of Indian firms”, Journal of International Business Studies, Vol. 38 No. 4,
pp. 541-555, doi: 10.1057/palgrave.jibs.8400280.

Elia, G. and Margherita, A. (2022), “A conceptual framework for the cognitive enterprise: pillars,
maturity, value drivers”, Technology Analysis and Strategic Management, Vol. 34 No. 4,
pp. 377-389, doi: 10.1080/09537325.2021.1901874.

Elsharnouby, T.H. and Elbanna, S. (2021), “Change or perish: examining the role of human capital and
dynamic marketing capabilities in the hospitality sector”, Tourism Management, Vol. 82,
104184, doi: 10.1016/j.tourman.2020.104184.

Evers, N., Andersson, S. and Hannibal, M. (2012), “Stakeholders and marketing capabilities in
international new ventures: evidence from Ireland, Sweden, and Denmark”, Journal of
International Marketing, Vol. 20 No. 4, pp. 46-71, doi: 10.1509/jim.12.0077.

IMR
41,1

34

https://doi.org/10.1108/RIBS-12-2021-0163
https://doi.org/10.1007/s10843-012-0084-7
https://doi.org/10.1016/j.indmarman.2022.07.002
https://doi.org/10.1504/IJBE.2023.127690
https://doi.org/10.1504/IJBE.2023.127690
https://doi.org/10.1016/j.jbusres.2020.04.042
https://doi.org/10.1016/j.jbusres.2020.04.042
https://doi.org/10.1177/002224299405800404
https://doi.org/10.1509/jmkg.75.4.183
https://doi.org/10.1016/j.jwb.2015.05.001
https://doi.org/10.1016/j.lrp.2009.07.006
https://doi.org/10.1016/j.lrp.2009.07.006
https://doi.org/10.1111/1467-8551.12355
https://doi.org/10.1016/j.jbusres.2017.11.018
https://doi.org/10.1002/1097-0266(200010/11)21:10/11<1105::AID-SMJ133>3.0.CO;2-E
https://doi.org/10.1002/1097-0266(200010/11)21:10/11<1105::AID-SMJ133>3.0.CO;2-E
https://doi.org/10.1057/palgrave.jibs.8400280
https://doi.org/10.1080/09537325.2021.1901874
https://doi.org/10.1016/j.tourman.2020.104184
https://doi.org/10.1509/jim.12.0077


Fainshmidt, S., Pezeshkan, A., Frazier, L.M., Nair, A. and Markowski, E. (2016), “Dynamic capabilities
and organizational performance: a meta-analytic evaluation and extension”, Journal of
Management Studies, Vol. 53 No. 8, pp. 1348-1380, doi: 10.1111/joms.12213.

Falahat, M., Knight, G. and Alon, I. (2018), “Orientations and capabilities of born global firms from
emerging markets”, International Marketing Review, Vol. 35 No. 6, pp. 936-957, doi: 10.1108/
IMR-01-2017-0021.

Fang, E. and Zou, S. (2009), “Antecedents and consequences of marketing dynamic capabilities in
international joint ventures”, Journal of International Business Studies, Vol. 40 No. 5,
pp. 742-761, doi: 10.1057/jibs.2008.96.

Garcia Ortiz, P.A., Garc�ıa, H.C., Gard�o, T.F. and Vivas, N.R. (2021), “Dynamic marketing capabilities as
drivers of international channel integration: is this true for Latin American SMEs?”, Qualitative
Market Research: An International Journal, Vol. 24 No. 5, pp. 653-682, doi: 10.1108/QMR-01-2021-0007.

Ghaderi, H., Dolatabadi, H.R. and Ansari, A. (2022), “The impact of external social capital on export
performance considering the mediating effect of dynamic capabilities”, Journal of International
Business Administration, Vol. 5 No. 1, pp. 1-26, doi: 10.22034/JIBA.2021.47071.1745.

Gliga, G. and Evers, N. (2023), “Marketing capability development through networking-
An entrepreneurial marketing perspective”, Journal of Business Research, Vol. 156, 113472,
doi: 10.1016/j.jbusres.2022.113472.

Gligor, D., Gligor, N., Holcomb, M. and Bozkurt, S. (2019), “Distinguishing between the concepts of
supply chain agility and resilience: a multidisciplinary literature review”, The International
Journal of Logistics Management, Vol. 30 No. 2, pp. 467-487, doi: 10.1108/IJLM-10-2017-0259.

Gnizy, I. (2019), “The role of inter-firm dispersion of international marketing capabilities in marketing
strategy and business outcomes”, Journal of Business Research, Vol. 105, pp. 214-226, doi: 10.
1016/j.jbusres.2019.08.015.

Gnizy, I., E. Baker, W. and Grinstein, A. (2014), “Proactive learning culture: a dynamic capability and
key success factor for SMEs entering foreign markets”, International Marketing Review, Vol. 31
No. 5, pp. 477-505, doi: 10.1108/IMR-10-2013-0246.

G€olgeci, I. and Kuivalainen, O. (2020), “Does social capital matter for supply chain resilience? The role
of absorptive capacity and marketing-supply chain management alignment”, Industrial
Marketing Management, Vol. 84, pp. 63-74, doi: 10.1016/j.indmarman.2019.05.006.

Gomes, E., Sousa, C.M. and Vendrell-Herrero, F. (2020), “International marketing agility:
conceptualization and research agenda”, International Marketing Review, Vol. 37 No. 2,
pp. 261-272, doi: 10.1108/IMR-07-2019-0171.

Guo, H., Xu, H., Tang, C., Liu-Thompkins, Y., Guo, Z. and Dong, B. (2018), “Comparing the impact of
different marketing capabilities: empirical evidence from B2B firms in China”, Journal of
Business Research, Vol. 93, pp. 79-89, doi: 10.1016/j.jbusres.2018.04.010.

Han, C., Liu, J., Zhang, S. and Nielsen, B.B. (2023), “Intermediate-level outside-in marketing capabilities,
technological innovation, and management innovation”, European Journal of Marketing, Vol. 57
No. 5, pp. 1531-1559, doi: 10.1108/EJM-11-2021-0833.

Handfield, R.B., Graham, G. and Burns, L. (2020), “Corona virus, tariffs, trade wars and supply chain
evolutionary design”, International Journal of Operations and Production Management, Vol. 40
No. 10, pp. 1649-1660, doi: 10.1108/IJOPM-03-2020-0171.

Hazzam, J. and Wilkins, S. (2022), “International marketing capabilities development: the role of firm
cultural intelligence and social media technologies”, Journal of Marketing Theory and Practice,
Vol. 30 No. 3, pp. 325-341, doi: 10.1080/10696679.2021.1946409.

Helfat, C.E. and Peteraf, M.A. (2003), “The dynamic resource-based view: capability lifecycles”,
Strategic Management Journal, Vol. 24 No. 10, pp. 997-1010, doi: 10.1002/smj.332.

Homburg, C. and Wielgos, D.M. (2022), “The value relevance of digital marketing capabilities to firm
performance”, Journal of the Academy of Marketing Science, Vol. 50 No. 4, pp. 666-688, doi: 10.
1007/s11747-022-00858-7.

International
dynamic

marketing
capabilities

35

https://doi.org/10.1111/joms.12213
https://doi.org/10.1108/IMR-01-2017-0021
https://doi.org/10.1108/IMR-01-2017-0021
https://doi.org/10.1057/jibs.2008.96
https://doi.org/10.1108/QMR-01-2021-0007
https://doi.org/10.22034/JIBA.2021.47071.1745
https://doi.org/10.1016/j.jbusres.2022.113472
https://doi.org/10.1108/IJLM-10-2017-0259
https://doi.org/10.1016/j.jbusres.2019.08.015
https://doi.org/10.1016/j.jbusres.2019.08.015
https://doi.org/10.1108/IMR-10-2013-0246
https://doi.org/10.1016/j.indmarman.2019.05.006
https://doi.org/10.1108/IMR-07-2019-0171
https://doi.org/10.1016/j.jbusres.2018.04.010
https://doi.org/10.1108/EJM-11-2021-0833
https://doi.org/10.1108/IJOPM-03-2020-0171
https://doi.org/10.1080/10696679.2021.1946409
https://doi.org/10.1002/smj.332
https://doi.org/10.1007/s11747-022-00858-7
https://doi.org/10.1007/s11747-022-00858-7


Homburg, C., Vomberg, A., Enke, M. and Grimm, P.H. (2015), “The loss of the marketing department’s
influence: is it really happening? And why worry?”, Journal of the Academy of Marketing
Science, Vol. 43 No. 1, pp. 1-13, doi: 10.1007/s11747-014-0416-3.

Homburg, C., Theel, M. and Hohenberg, S. (2020), “Marketing excellence: nature, measurement, and
investor valuations”, Journal of Marketing, Vol. 84 No. 4, pp. 1-22, doi: 10.1177/0022242920925517.

Hooley, G., Fahy, J., Cox, T., Beracs, J., Fonfara, K. and Snoj, B. (1999), “Marketing capabilities and firm
performance: a hierarchical model”, Journal of Market-Focused Management, Vol. 4 No. 3,
pp. 259-278, doi: 10.1023/A:1009879120167.

Hoque, M. (2017), “Evolving dynamic marketing capability (DMC) and its role on export performance:
An empirical study on export-oriented organizations in Bangladesh”, Doctoral Dissertation,
University of East Anglia.

Hoque, M.T., Ahammad, M.F., Tzokas, N. and Gabay, G. (2021), “Dimensions of dynamic marketing
capability and export performance”, Journal of Knowledge Management, Vol. 25 No. 5,
pp. 1219-1240, doi: 10.1108/JKM-09-2019-0482.

Hoque, M.T., Ahammad, M.F., Tzokas, N., Tarba, S. and Nath, P. (2022a), “Eyes open and hands on:
market knowledge and marketing capabilities in export markets”, International Marketing
Review, Vol. 39 No. 3, pp. 431-462, doi: 10.1108/IMR-01-2021-0003.

Hoque, M.T., Nath, P., Ahammad, M.F., Tzokas, N. and Yip, N. (2022b), “Constituents of dynamic
marketing capability: strategic fit and heterogeneity in export performance”, Journal of
Business Research, Vol. 144, pp. 1007-1023, doi: 10.1016/j.jbusres.2022.02.011.

Hughes, M., Hughes, P., Yan, J. and Sousa, C.M. (2019), “Marketing as an investment in shareholder
value”, British Journal of Management, Vol. 30 No. 4, pp. 943-965, doi: 10.1111/1467-8551.12284.

Hunt, S.D. and Morgan, R.M. (1995), “The comparative advantage theory of competition”, Journal of
Marketing, Vol. 59 No. 2, pp. 1-15, doi: 10.1177/002224299505900201.

Irfan, I., Au, A.K.M., Khurshid, F. and Chan, F.T. (2023), “Learning by supplying to climb the value
chain: suppliers’ transition from B-to-B to B-to-C”, Supply Chain Management: An International
Journal, Vol. 28 No. 4, pp. 641-665, doi: 10.1108/SCM-12-2021-0551.

Jaworski, B.J. and Lurie, R.S. (2019), “Building marketing capabilities: principles from the field”, AMS
Review, Vol. 9 Nos 3-4, pp. 372-380, doi: 10.1007/s13162-019-00160-w.

Jie, S., Harms, R., Groen, A.J. and Jones, P. (2023), “Capabilities and performance of early
internationalizing firms: a systematic literature review”, Journal of Small Business Management,
Vol. 61 No. 3, pp. 1143-1173, doi: 10.1080/00472778.2021.1955124.

Johnson, N., Elliott, D. and Drake, P. (2013), “Exploring the role of social capital in facilitating supply
chain resilience”, Supply Chain Management: An International Journal, Vol. 18 No. 3,
pp. 324-336, doi: 10.1108/SCM-06-2012-0203.

Kachouie, R., Mavondo, F. and Sands, S. (2018), “Dynamic marketing capabilities view on creating
market change”, European Journal of Marketing, Vol. 52 Nos 5/6, pp. 1007-1036, doi: 10.1108/
EJM-10-2016-0588.

Kaleka, A. and Morgan, N.A. (2019), “How marketing capabilities and current performance drive
strategic intentions in international markets”, Industrial Marketing Management, Vol. 78,
pp. 108-121, doi: 10.1016/j.indmarman.2017.02.001.

Kamboj, S. and Rahman, Z. (2015), “Marketing capabilities and firm performance: literature review
and future research agenda”, International Journal of Productivity and Performance
Management, Vol. 64 No. 8, pp. 1041-1067, doi: 10.1108/IJPPM-08-2014-0117.

Kemper, J., Engelen, A. and Brettel, M. (2011), “How top management’s social capital fosters the
development of specialized marketing capabilities: a cross-cultural comparison”, Journal of
International Marketing, Vol. 19 No. 3, pp. 87-112, doi: 10.1509/jimk.19.3.87.

Kiefer, C.P., Del Rio Gonzalez, P. and Carrillo-Hermosilla, J. (2019), “Drivers and barriers of eco-
innovation types for sustainable transitions: a quantitative perspective”, Business Strategy and
the Environment, Vol. 28 No. 1, pp. 155-172, doi: 10.1002/bse.2246.

IMR
41,1

36

https://doi.org/10.1007/s11747-014-0416-3
https://doi.org/10.1177/0022242920925517
https://doi.org/10.1023/A:1009879120167
https://doi.org/10.1108/JKM-09-2019-0482
https://doi.org/10.1108/IMR-01-2021-0003
https://doi.org/10.1016/j.jbusres.2022.02.011
https://doi.org/10.1111/1467-8551.12284
https://doi.org/10.1177/002224299505900201
https://doi.org/10.1108/SCM-12-2021-0551
https://doi.org/10.1007/s13162-019-00160-w
https://doi.org/10.1080/00472778.2021.1955124
https://doi.org/10.1108/SCM-06-2012-0203
https://doi.org/10.1108/EJM-10-2016-0588
https://doi.org/10.1108/EJM-10-2016-0588
https://doi.org/10.1016/j.indmarman.2017.02.001
https://doi.org/10.1108/IJPPM-08-2014-0117
https://doi.org/10.1509/jimk.19.3.87
https://doi.org/10.1002/bse.2246


Kim, K. and Lim, G. (2022), “International dynamic marketing capabilities of emerging-market small
business on e-commerce”, Journal of Theoretical and Applied Electronic Commerce Research,
Vol. 17 No. 1, pp. 199-211, doi: 10.3390/jtaer17010010.

Konwar, Z., Papageorgiadis, N., Ahammad, M.F., Tian, Y., McDonald, F. and Wang, C. (2017),
“Dynamic marketing capabilities, foreign ownership modes, sub-national locations and the
performance of foreign affiliates in developing economies”, International Marketing Review,
Vol. 34 No. 5, pp. 674-704, doi: 10.1108/IMR-01-2016-0004.

Kowalik, I., Danik, L. and Francioni, B. (2023), “Specialized marketing capabilities and foreign
expansion of the international new ventures”, Journal of Small Business Management, Vol. 61
No. 2, pp. 226-264, doi: 10.1080/00472778.2020.1750621.

Kumar, V. and Srivastava, R. (2020), “New perspectives on business model innovations in emerging
markets”, Journal of the Academy of Marketing Science, Vol. 48 No. 5, pp. 815-825, doi: 10.1007/
s11747-019-00713-2.

Kumar, V., Jones, E., Venkatesan, R. and Leone, R.P. (2011), “Is market orientation a source of
sustainable competitive advantage or simply the cost of competing?”, Journal of Marketing,
Vol. 75 No. 1, pp. 16-30, doi: 10.1509/jm.75.1.16.

Kwon, Y.C. (2021), “Impacts of dynamic marketing capabilities on performance in exporting”, Open
Journal of Business and Management, Vol. 9 No. 5, pp. 2119-2135, doi: 10.4236/ojbm.
2021.95112.

Kyriakopoulos, K. and Moorman, C. (2004), “Tradeoffs in marketing exploitation and exploration
strategies: the overlooked role of market orientation”, International Journal of Research in
Marketing, Vol. 21 No. 3, pp. 219-240, doi: 10.1016/j.ijresmar.2004.01.001.

Ledesma-Chaves, P., Arenas-Gaitan, J. and Garcia-Cruz, R. (2020), “International expansion: mediation
of dynamic capabilities”, Marketing Intelligence and Planning, Vol. 38 No. 5, pp. 637-652, doi: 10.
1108/MIP-05-2019-0269.

Liu, C.L., Zhang-Zhang, Y. and Ghauri, P.N. (2020), “The influence of internet marketing capabilities
on international market performance”, International Marketing Review, Vol. 37 No. 3,
pp. 447-469, doi: 10.1108/IMR-04-2018-0146.

Manis, K.T. and Madhavaram, S. (2023), “AI-Enabled marketing capabilities and the hierarchy of
capabilities: conceptualization, proposition development, and research avenues”, Journal of
Business Research, Vol. 157, 113485, doi: 10.1016/j.jbusres.2022.113485.

Martin, S.L., Javalgi, R.G. and Cavusgil, E. (2017), “Marketing capabilities, positional advantage, and
performance of born global firms: contingent effect of ambidextrous innovation”, International
Business Review, Vol. 26 No. 3, pp. 527-543, doi: 10.1016/j.ibusrev.2016.11.006.

Martin, S.L., Javalgi, R.R.G. and Ciravegna, L. (2020), “Marketing capabilities and international new
venture performance: the mediation role of marketing communication and the moderation effect
of technological turbulence”, Journal of Business Research, Vol. 107, pp. 25-37, doi: 10.1016/j.
jbusres.2019.09.044.

Menguc, B. and Auh, S. (2006), “Creating a firm-level dynamic capability through capitalizing on
market orientation and innovativeness”, Journal of the Academy of Marketing Science, Vol. 34
No. 1, pp. 63-73, doi: 10.1177/0092070305281090.

Miles, R.E. and Snow, C.C. (1978), Organizational Strategy, Structure and Process, McGraw-Hill Book
Company, New York.
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