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Abstract: The present investigation aims study the sustainability of the business model of the
Portuguese SMEs operating in the B2B International market analyzing the influence of dynamic
marketing capabilities and adaptive marketing capabilities in their international marketing perfor-
mance. It will also analyze the moderating effects of Competitive Intensity within this international
scenario. A quantitative study was developed, using a questionnaire as a research method. In total,
335 valid responses were collected from Portuguese SMEs in June 2020. To test the hypotheses, multi-
ple hierarchical regressions were performed. As for the analyzes involving Competitive Intensity
environments, namely low and high intensity, dummies were developed to evaluate the different
effects produced by the capacities in the International Marketing Performance. This study shows
the positive impact of the dynamic marketing capabilities and adaptive marketing capabilities on
the international marketing performance of the surveyed companies, essentially from the product
development management, supply chain management, vigilant market learning and open marketing.
when in a low competitive intensity environment only dynamic marketing capabilities had a positive
effect on performance, but in a high, competitive, intensity environment both dynamic marketing
capabilities and adaptive marketing capabilities showed positive effects in relation to performance.
This study innovates by bringing international marketing, through two marketing capacities, from
the perspective of SMEs that perform B2B activities.

Keywords: dynamic marketing capabilities; adaptive marketing capabilities; international marketing
performance; B2B market; SMEs

1. Introduction

Over the past twenty years, the intensification of global processes in companies,
the speed of globalization, the emergence of new markets, technological and economic
developments, the decline of barriers to entry into international markets, the need for new
consumers among other aspects, [1,2] they made the internationalization process more and
more executed within the corporations, but at the same time, it made it much more complex,
due to the addition of so many variables and their rapid transformations [3]. Analyzing
the context of small and medium-sized enterprises (SMEs), this scenario becomes even
more complex, in the course of they enter the international market, usually through B2B
commercial models, pressured by competitiveness, seeking in the process, an alternative
for growth and sustainability of its business model [4,5].

Internationalization in SMEs acts as a learning process for the organization, which
requires the development of flexible, dynamic, and effective capacities and skills that
can respond quickly to market changes [6,7]. Marketing capabilities are identified as
potential influencers in an organization’s international marketing performance [8–10].
Developing marketing capabilities, it is possible to build strong positioning and deliver
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value to consumers to maintain their loyalty, important factors in the contribution of the
performance of the organization [11]. In this study, two capabilities will be analyzed,
namely dynamic marketing capabilities (DMC) and adaptive marketing capabilities (AMC).
Precisely because of the changeable, transformative, and often turbulent character of the
capabilities, researchers understand the DMC [12–15], in which they are responsible and
efficient in connecting the company’s internal processes, creating, and delivering value to
the consumer in the face of market changes, it works as a response to market changes and
needs [16–18]. The AMC, which bears as a characteristic the organization’s ability to be
proactive about the actions in the market; that is, the company is constantly studying the
market, whether international or not, its consumers and consequently the marketing [19].
Combined with the action in the B2B market, the organization’s marketing capabilities have
much more challenging, when consumers are found who focus more on aspects related
to the price and performance of the products they purchase [20]. Another challenge for
SMEs in international markets concerns the intensity of competitiveness, when the higher
it is, the more effective and dynamic the organization’s strategies must be [21], either by
the presence of more demanding and selective consumers [22] or the pressure exerted
by competitors [23].

Although the impact of DMC and AMC on marketing performance found in the
literature [24,25], several questions remain unanswered. More precisely, marketing liter-
ature gives relatively less attention to the impact of both marketing capabilities on the
internationalization process, especially for SMEs in the B2B sector [4,11,26].

In this study, we proposed to analyze the influence of the two marketing capacities,
DMC and AMC, in the international marketing performance of Portuguese SMEs that oper-
ate in B2B commercial relations, through the theory of resource advantage (R-A), precisely
because it encourages the constant renewal of organization based on the valorization of
its competences and capacities [19,27], particularly those related to marketing. The same
variables were also analyzed based on the competitive intensity that was framed. To this
end, we have surveyed 335 Portuguese SMEs with B2B business relationships and to test
the hypotheses presented here, multiple hierarchical regressions were applied. As for the
analysis of high and low competitive intensity environments, dummies were produced in
order to present the moderation of the two environments in the variables.

Concerning the structure of the present research, Section 2 is composed of the the-
oretical foundation regarding the dynamic marketing capabilities, adaptive marketing
capabilities, international marketing performance, competitive intensity, and the develop-
ment of the hypotheses. In the following Section 3, the methodology followed is addressed.
In Section 4 we present the hypotheses testing and the empirical results. Subsequently,
Sections 5 and 6 contain the discussion and conclusion of the research, respectively. Finally,
in Section 6.1 we address the limitations and future research avenues.

2. Theorical Foundation

The growing trend of globalization of markets and the consequent increase in the
intensity of competition has led to the emergence of new strategies within companies,
to equate the performance in international trade [28,29]. In order to extract all the po-
tential benefits of the new market, the organization must be internally endowed with
strong resources, which can be defined as assets, capabilities, organizational processes, at-
tributes, information, and knowledge of the company [1,30], which acquires and improves
throughout its existence. The presence of these resources are fundamental points for the
implementation of the internationalization of companies, and organizations need to be
able to transfer these resources to the foreign market [1,31,32], especially when dealing
with SMEs that, due to their characteristics and dimensions, consequently, have a lower
proportion of resources, skills, and capacities, and normally fail to evaluate the market as a
whole, failing to fully explore international opportunities [33].

At the same time, SMEs can present potential relation with the growth of the competi-
tive advantage in the market, either by their capacity for flexibility and by their ability to
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respond more quickly to market changes [6,7]. The constant development of the quality of
the attributes of the company is fundamental for the construction of the competitive advan-
tage, either through its products, processes, flexibility in relation to the market [34], aiming
at a positive integration between internal and external business environments [35]. To
build a sustainable competitive advantage and a performance superior to high competition,
companies need to have the resources that are oriented as requirements of the international
environment, through the search for new business opportunities, new markets, adaptation,
and creation of products to new consumers/markets [28]. The impact of the dynamics
of these capacities on the organization, becoming a competitive advantage in the interna-
tional market [36], are crucial to raise the positive advantages in international marketing
performance [37]. Following the R-A theory, how companies should seek heterogeneous
resources, or a diversity of resources, based on an analysis of their competitors’ resources,
thus obtaining different performances within the same market [19,27,28]. These advan-
tages arise from the value perceived by the consumer in relation to the amount invested in
the acquisition [38].

With the presence of increasingly demanding consumers in the market, building a
strong competitive advantage becomes more challenging for the organization [21]. Building
a competitive advantage is essential, as studies show that competitiveness and its intensity
influence the organization’s performance [21,39], when the higher their presence, they have
stronger effects on performance [40]. Although there are differences between more or less
competitive environments, which the lesser intensity leads the organization not to be so
pressured to adapt to its strategies, allowing time and dedication for the organization to
offer greater value delivery to the consumer [41], space to find opportunities and resources
in the new market [26]. With the increase in competitive intensity, offers become more
scarce and determinant for the company’s success or failure in the international market [21].

Considering the skills and competencies of an organization, which help to understand
the fast changes of the global market, the marketing capacities need to be grouped in
order to bring relevant information from the new market, generating and managing
the bonds built with customers and interested parties [42–44]. It is precisely in these
principles of market change that the development of dynamic marketing capabilities;
that is, they are different marketing tools capable of connecting and transforming the
organization’s internal resources, creating and delivering value to the consumer, in the face
of such transformations in the market [45], needs to be developed by companies that are or
intend to internationalize. Dynamic capabilities are seen as a response to changing market
needs [17,18]. Such capabilities can be seen from the emergence of new products/services,
more efficient processes, or any other change that aims to respond to the international
market itself [12,46].

Having the ability to identify, understand and respond to the needs of customers
in the international market is one of the foundations for establishing a connection with
it and, when established, they are essential for creating competitive advantage in the
market [16,43,47]. Dynamic capabilities are named precisely for their characterization, the
multifunctional processes, product development management, the supply chain and its
customers are appropriate, the situations presented in the market [12,26]. Based on these
findings in the literature, the following hypotheses were raised for this research:

Hypotheses 1 (H1). There is a positive relationship between Dynamic Marketing Capabilities and
International Marketing Performance.

Hypotheses 1 (H1a). The relationship between DMC and IMP is stronger when CI is higher.

Hypotheses 1 (H1b). There is a positive relationship between Customer Relationship Management
and International Marketing Performance.

Hypotheses 1 (H1c). There is a positive relationship between Product Development Management
and International Marketing Performance.
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Hypotheses 1 (H1d). There is a positive relationship between Supply Chain Management and
International Marketing Performance.

Hypotheses 1 (H1e). The relationship between (1) DCRM, (2) DPDM, (3) DSCM, and IMP is
stronger when CI is higher.

The opening of the markets in the last two decades has brought to the global market
the competition of the old and new entrants from the disintegration of the barriers of
access to certain previously closed markets [48]. With such changes, it is necessary that the
organization, when assuming an international objective, needs to adapt its own culture,
since it is not abroad to take advantage of only one specific opportunity, but must think
about the sustainability of this business [1,3,49]. The exploitation of external resources and
capabilities, achieving integration and cooperation between the integrated contact network
with internal resources, transforms the company’s capabilities into adaptable aspects [17,50].

Following the three components in the composition of adaptive marketing capabilities,
first, it allows the organization to be attentive to the market, anticipating possible opportu-
nities, flexing its strategy, adapting proactively when it comes to the future development of
the market, resulting in a performance superior to its competitors and reducing disparities
between the response issued by the company and changes in the market [26,51]. Second,
the adaptability of marketing capabilities allows the acquisition of learning and experi-
mentation resources, whether through the accumulation of knowledge or the development
of the market itself [17]. The third component helps to build more stable relationships
through more open marketing, active in the different social networks that companies
frequent [17]. The existence of open networks of contacts helps the company on the degree
of access to resources, bringing together skills that include the strengthening of long-term
partnerships and, consequently, the achievement of results [52]. This capacity differs from
dynamics, although both act in terms of market changes, there is a delay in identifying
the change and in the effective response given to such a transformation [12]. Adaptive
marketing capabilities respond to the market faster than dynamic ones [17,19]. It allows a
company to detect, interpret and act on these critical signals in its business environment,
faster than competitors, leading to a significant competitive advantage [53] and influen-
tial in international marketing performance. Because of this, the following hypothesis
is elaborated:

Hypotheses 2 (H2). There is a positive relationship between Adaptive Marketing Capabilities and
International Marketing Performance.

Hypotheses 2 (H2a). The relationship between AMC and IMP is stronger when CI is higher.

Hypotheses 2 (H2b). There is a positive relationship between Vigilant Market Learning and
International Marketing Performance.

Hypotheses 2 (H2c). There is a positive relationship between Adaptive Market Experimentation
and International Marketing Performance.

Hypotheses 2 (H2d). There is a positive relationship between Open Marketing and International
Marketing Performance.

Hypotheses 2 (H2e). The relationship between (1) AVIG, (2) AADP, (3) AMKT, and IMP is
stronger when CI is higher.

We also understand in a grouped way that the marketing capabilities, defined here
as DMC and AMC, influence the international performance of the organization, precisely
because of the changeable, transformative and often turbulent character of marketing capa-
bilities [12–15], in which they are responsible and efficient in connecting the company’s
internal processes, creating and delivering value to the consumer in the face of market
changes, it works as a response to market changes and needs [16]. Within the literary
context, authors suggest that organizations can find in their marketing skills, strengths
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to develop their competitive positioning, essential in markets with high competitive in-
tensity improve the delivery of value to the consumer and maintain or increase their
loyalty to the brand, generating, therefore, reinforcements in the results of organizational
performance [54]. Because of this, the following hypothesis is elaborated:

Hypotheses 3 (H3). DMC and AMC have a joint positive impact on IMP.

Hypotheses 3 (H3a). The joint positive impact of DMC and AMC on IMP is stronger when CI
is higher.

3. Methodology
3.1. Method and Sample

The composition of this study, a structured online survey was prepared on the
LimeSurvey platform, which was submitted to Portuguese companies during June 2020
(Appendix A). We sent out 35,000 questionnaires and they were obtained 1313 responses,
of which 362 were considered valid (27.6% of effective response) for this study, as they
presented complete responses. The basis of the original information obtained underwent
an initial treatment that corresponding to responses were taken from the larger companies,
determined in this study by the following characteristics: (i) the number of collaborators
(More than 250 employees), and (ii) total sales in 2019 (More than 50 million euros). This
first treatment carried out six responses with the objective of not including and analyzing
different dimensions of companies, mitigating possible distortions in the results obtained.
With this, the initial base consists of a sample of 335 responses with similar characteristics.

Before starting the analyses of this study, it is necessary first understand the set of vari-
ables that corresponds to the demographic characteristics of the companies that respond to
the survey, such as the age of the company, size, location and the experience in the interna-
tional market. Studies indicate that the age of a company is a determining and important
factor in entrepreneurial attitudes in the international market of an organization [55], is also
responsible for producing a positive effect on international sales growth [56]. In the same
way as the time of experience in the international market, it is considered an influencer
in decision-making in the foreign market [57], developing in the organization, over the
years, maturity in the market for international growth [29,58]. These exposures show the
relevance of demographic variables in the scope of this study. The table below shows
the demographic variables that characterize the companies part of the initial sample that
underwent above the treatments mentioned.

The sample represented by 335 responses characterized by Portuguese SMEs that
carry out international activity through exclusive negotiations with other companies (B2B).
As for the location of these companies, the largest concentration is found in the northern
region of Portugal (40.3%), followed by the center region of the country (30.1%) and Lisbon
and Vale do Tejo (23.9%). Completing this list, and to a lesser extent, are located in Alentejo
(4.5%) and Algarve (1.2%), as can be seen in the table below.

Composing the characterization of organizations, more than 84% have their capital
held by Portuguese investors, representing 284 companies. In less representativeness is
3.9% with more than 50% of the capital held by Portuguese investors and completing 11.3%
with less than 50% of investors. Additionally, two other attributes that consider the age of
the organization were analyzed, one related to the time of existence, compared to the year
2020, and in another perspective, it evaluates the age of the organization operating in the
international market, also taking into account the year 2020. Most of them are represented
by companies aged between 20 and 40 years of existence in the market (38.5%), followed
by those aged between 10 and 20 years (25.3%) and companies up to 10 years old (23.8%).

Regarding the time of activity in the international market, the companies in the sample
that present the highest volume are those with up to 10 years of experience (44.17%). In
a smaller volume, but with representativeness in the sample, there are companies aged
between 10 and 20 years (27.16%) and between 20 and 40 years (23.58%). The sample
shows a more recent performance in the international market, considering the time of their



Sustainability 2021, 13, 579 6 of 23

existence in the national market. The industrial sector they belong were also identified, in
which, in their greatest representativeness, organizations are responsible for transforming
raw materials into consumer products or industrial equipment, defined as a secondary
sector (61.5%), followed by the tertiary sector that corresponds to the provision of services
and trade activities in goods (30.1%).

Other important information for this study, characterize the sample organizations
regarding their size and turnover in the national and international market. With the highest
volume of responses obtained, there are companies between 10 and 50 employees (42.4%),
and between 0 and 10 (39.1%); corresponding to the objective of this study is seeking to
obtain an overview of small and medium-sized Portuguese organizations. Companies with
a number between 50 and 250 employees represent 18.5% of the sample. The revenue value
for the year 2018–2019 was also one of the characteristics obtained and the sample showed
a higher volume with invoices of up to 2 million euros (69%), followed by revenue of up to
10 million euros (31%). As for the representativeness of the organizations’ revenues, up to
25% has come from the international market (44.8%) according to the sample, followed by
up to 75% with 21.2% of the sample representation.

3.2. Researh Model

The conceptual model presented in this research is a graphic representation of a set
of concepts and relationships between them, to be examined from the perspective of this
study. Choosing the formulation of a conceptual model is of paramount importance in
studies that develop the practice of marketing and its management [27]. The structuring of
this model occurs from constructs that help in measuring the influence [59], in the final
component, defined here as the international marketing performance. The conceptual
model that comprises this study consists of theoretical elements corresponding to the
study areas that encompass international management and marketing, subdivided into
the following constructs: dynamic marketing capabilities, adaptive marketing capabilities,
international marketing performance, and competitive intensity.

This research model, shown in Figure 1, is the graphic support for the hypotheses
presented above, which are probable and provisional responses to a problem, whose ade-
quacy will be verified through the research [60]. The hypotheses previously formulated are
supported by the theoretical framework mentioned above and are represented graphically
through the model below.
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3.3. Variables Measurement Scales
3.3.1. International Marketing Performance

Among the different dimensions and following the studies, the construct for mea-
suring performance was adapted in terms of three dimensions by the author [61,62]: (1)
Efficiency, the relationship between the necessary inputs used and the performance outputs
financial; (2) Effectiveness, derived from the extension of the organizational objectives
and those obtained; (3) Adaptability that the organization can face changes in the market
environment. In this study, Portuguese companies were asked about the organization’s po-
sition taking into account satisfaction with the company’s performance in the international
market, in the previous period to the COVID-19 pandemic. Using the five-point scale of
the Likert scale, they represent (1 = not satisfied; 5 = totally satisfied).

3.3.2. Dynamic Marketing Capabilities

To measure the second marketing capability defined by dynamic marketing capa-
bilities, the three items pointed out by the authors were used [12], namely, (1) customer
relationship management: which acts in the acquisition and transmission of information
with the consumer, developing a relationship with the consumer, offering points of contact
after-sales through support, to create an approach to realize the real needs and how best to
satisfy them. (2) Product development management: creation and development of new
products, solutions, and prototypes tailored to the needs of consumers, to increase the
value of the experience with the products and consequently their benefits. (3) Supply
chain management: which acts in the qualified selection of suppliers, relationships with
logistics processes, working on the design of the product’s workflow, and managing and
integrating both consumers and suppliers. In this study, Portuguese companies were asked
about dynamic marketing capabilities, relative to their competitors in the international
market, using the five-point scale of the Likert scale, they represent (1 = strongly disagree;
5 = strongly agree).

3.3.3. Adaptive Marketing Capabilities

The third marketing capability is Adaptive, were measured from the definitions of [17],
which organizes capabilities into three groups: (1) vigilant market learning, which is related
to the organization’s skills in perceiving market changes and being aware of the moment
to act before them, and this relationship goes through what the literature defines, how to
see before, to predict before its competitors [51,56,63]; (2) adaptive market experimentation
capability, that the author places it as an investment by organizations to experiment with
new possibilities, initiatives, as a driver for new insights. The use of prototypes is a means
of risking the development of new products and solutions for consumers [64]. (3) Open
marketing is related to the multiple capabilities of developing network structures [65], that
can be established at different levels, technological, sharing or coordination, vertically or
horizontally [66]. Relationships that allow the opening of new partners, markets and their
consequent opportunities [52]. According to Day (2011), an organization developing the
adaptive marketing capabilities can include technological advances, more complex markets
provided by the speed of changes in society, in its strategies and objectives. In this study,
Portuguese companies were asked about adaptive marketing capabilities, relative to their
competitors in the international market, using the five-point scale of the Likert scale, that
they represent (1 = strongly disagree; 5 = strongly agree).

3.3.4. Competitive Intensity

The construct used to measure the competitive intensity variable will have as reference
the model adapted from [67–70], that is defined as the level at which competitors in the
international market are able to respond to changes in the market. Items corresponding to
this variable was considered, buyer power, supplier power, entry barriers, pressure from
substitute products, product quality, aggressiveness in industry competition, frequency
of promotion wars, and competitive price strength. In this study, competitive intensity
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was analyzed through the creation of two dummies, one that represents an environment
with low competitive intensity, when the value presented is below the average value of the
responses obtained, represented in the dummy equal to 0 (zero), and an environment with
high, competitive, intensity when the value presented was above the average of responses,
with a dummy equal to one.

3.4. Control Variables

This study employed control variables normally applied to studies related to the
international marketing performance of a company, defined from four variables. The
first is related to the age of the organization, the choice of age enhances the influence
of international operations, and their performance [56]; it also acquires advantages in
learning to market news [23], such as the ability to recognize opportunities, obtain advance
information and respond quickly to the market. This control was measured in relation to
the year in force (2020) minus the year of foundation of the organization. A company’s
experience in the international market also takes into account the next control variable, the
number of years in which the company has been operating in a particular international
market. It was nominated from the first year when it received the first financial income
from the international market [71]. The third control used corresponds to the division
of the products exported by the responding companies into three levels, primary sector,
which is characterized by the extraction of raw materials, secondary sector characterized
by the transformation of raw materials into products and services, and finally the tertiary
sector, which is defined as the service and trade sector.

4. Results
4.1. Reliability and Validity Analysis

Even though this study uses previously validated constructs, we have performed a
confirmatory factor analysis (CFA) to assess the adhesion of the data to the constructs.
Table 1 shows the overall model fit indices. In addition to the goodness-of-fit index (GFI),
which takes the value of 0.848, all other indices revealed a good adjustment of the model to
the data.

Table 1. Model fit summary.

Index Value Threshold Threshold Supporting Literature

χ2/df 1.856 <5.0 [59,72]
GFI 0.848 Near 0.9 [73]
CFI 0.942 >0.9 [72,74]
TLI 0.933 >0.9 [59,73]

RMSEA 0.051 <0.08 [59,72]
df: degrees of freedom; GFI: Goodness-of-fit index; CFI: Comparative fit index; TLI: Tucker-Lewis index; RMSEA:
Root mean squared error of approximation. Source: authors.

Construct reliability was analyzed using Cronbach’s alpha, composite reliability (CR)
and average variance extracted (AVE). Regarding the dependent variable of this study, only
the second-order construct was used in further analysis. Table 2 shows that all alphas had
an acceptable value above 0.7 [75]. Table 2 also shows that all CR indicators stand above
0.7 [59], and that only one construct (vigilant market learning) had an AVE value of 0.49,
bellow the common threshold of 0.5 [76].

Common method bias was statistically assessed using Harman’s single-factor test and
the common latent factor model [77]. The Harman’s single-factor test indicated a total
variance extracted from a single factor to be 36.239%. Although with a relatively high
value, it also reflects the common variance resulting from the probable existence of a causal
relationship between the variables. The common latent factor model indicated a common
variance of 6.76%, suggesting that common method bias is negligible.
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Table 2. Construct reliability.

Construct Cronbach’s Alpha AVE CR

International Marketing Performance (IMP) 0.913 0.854 0.946
Dynamic Marketing Capabilities (DMC) 0.887 0.893 0.961

Customer relationship management (DCRM) 0.775 0.520 0.763
Product development management (DPDM) 0.816 0.571 0.796

Supply chain management (DSCM) 0.867 0.744 0.897
Adaptive Marketing Capabilities (AMC) 0.900 0.910 0.968

Vigilant market learning (AVIG) 0.795 0.490 0.742
Adaptive market experimentation (AADP) 0.835 0.569 0.840

Open marketing (AMKT) 0.918 0.730 0.915
AVE: Average variance extracted; CR: composite reliability. Source: authors.

4.2. Descriptive Statistics and Correlations Analysis

Table 3 shows descriptive statistics and Table 4 the correlations between dependent
and independent variables. Skewness and kurtosis estimates were found to be below the
absolute value of 1, suggesting that the variables have a distribution close to the normal [78].

Table 3. Descriptive statistics.

Variable N Mean S.D. Min Max Skewness Kurtosis

1. IMP 335 3.200 0.726 1.00 5.00 −0.100 0.596
2. DMC 335 3.454 0.626 1.50 5.00 0.201 0.356

3. DCRM 335 3.489 0.664 1.50 5.00 0.077 0.147
4. DPDM 335 3.477 0.737 1.00 5.00 0.151 −0.020
5. DSCM 335 3.385 0.685 1.33 5.00 0.324 0.817
6. AMC 335 3.222 0.657 1.25 5.00 0.104 0.660
7. AVIG 335 3.180 0.687 1.00 5.00 0.070 0.745
8. AADP 335 3.153 0.694 1.00 5.00 0.032 0.717
9. AMKT 335 3.332 0.776 1.00 5.00 0.197 0.126

IMP: international marketing performance; DMC: dynamic marketing capabilities; DCRM: customer relationship
management; DPDM: product development management; DSCM: supply chain management; AMC: adaptive
marketing capabilities; AVIG: vigilant market learning; AADP: adaptive market experimentation capability;
AMKT: open marketing capability. Source: authors.

Table 4. Correlations matrix.

Variable 1 2 3 4 5 6 7 8 9

1. IMP 1
2. DMC 0.412 ** 1

3. DCRM 0.370 ** 0.923 ** 1
4. DPDM 0.376 ** 0.906 ** 0.754 ** 1
5. DSCM 0.372 ** 0.880 ** 0.709 ** 0.710 ** 1
6. AMC 0.398 ** 0.786 ** 0.737 ** 0.681 ** 0.709 ** 1
7. AVIG 0.367 ** 0.721 ** 0.680 ** 0.601 ** 0.671 ** 0.909 ** 1
8. AADP 0.324 ** 0.690 ** 0.646 ** 0.606 ** 0.615 ** 0.930 ** 0.804 ** 1
9. AMKT 0.396 ** 0.741 ** 0.693 ** 0.656 ** 0.657 ** 0.905 ** 0.704 ** 0.756 ** 1

Note: ** p < 0.01 (two-tailed). IMP: international marketing performance; DMC: dynamic marketing capabilities;
DCRM: customer relationship management; DPDM: product development management; DSCM: supply chain
management; AMC: adaptive marketing capabilities; AVIG: vigilant market learning; AADP: adaptive market
experimentation capability; AMKT: open marketing capability. Source: authors.

In addition to the normality prerequisite, the existence of correlations between the
variables allowed us to conduct further analysis.

4.3. Regression Analysis

To test the proposed hypotheses, multiple hierarchical regressions were made based
on the following mathematical model:

Y = α0 + βiX + θiC + u
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where Y is the dependent variable, X a vector of independent variables, C a vector of
control variables, and α, β, θ, and u are parameters to be estimated.

Our hierarchical regressions also include interaction terms with a dummy variable
(CI—competitive intensity), which, for example in Model 2, assume the following mathe-
matical model:

IMC = α0 + β1DMC + β2DMC × CI + θiC + u

Being CI a dummy variable, which is 0 when a company operates in a low competitive
intensity environment and 1 when it operates in a high competitive intensity environment,
the interpretation is as follows. β1 indicates the effect of dynamic marketing capabilities
(DMC) on international marketing performance (IMP) when the competitive intensity is
low (CI = 0), while the effect of DMC on IMP when the competitive intensity is high (CI = 1)
is given by β1 + β2 [79]. In order to avoid excessive multicollinearity when regressing with
the interaction terms, independent variables were centered [80].

Tables 5–7 show the results of the regressions. Each of these tables includes the sum
of coefficients (indicated in the variables with CI = 1). Moreover, a prior regression is
made using only the control variables as predictors of international marketing performance
(Base Model).

Table 5. Hierarchical regressions results.

Variable
International Marketing Performance (IMP)

Model 1 Model 2 Model 3 Model 4

DMC 0.493 *** 0.587 ***
(0.058) (0.086)

DMC × CI −0.173
(0.117)

DCRM 0.146 0.341 *
(0.090) (0.136)

DPDM 0.154 † 0.019
(0.082) (0.117)

DSCM 0.193 * 0.253 *
(0.082) (0.124)

DCRM × CI −0.350 †
(0.182)

DPDM × CI 0.244
(0.162)

DSCM × CI −0.102
(0.165)

DMC (CI = 1) 0.414 ***
(0.079)

DCRM (CI = 1) −0.009
(0.120)

DPDM (CI = 1) 0.262 *
(0.113)

DSCM (CI = 1) 0.150
(0.108)

Controls Yes Yes Yes Yes
Constant Yes Yes Yes Yes

R2 0.186 0.191 0.187 0.202
∆R2 0.177 *** 0.005 0.178 *** 0.015

F 15.036 *** 12.940 *** 10.749 *** 8.208 ***
Note: † p < 0.1; * p < 0.05; *** p < 0.001. N = 335. Standard errors are shown below the coefficients, in
parenthesis. Dependent variable: international marketing performance. Base Model: constant; year of life; years
of internationalization; primary industrial sector; secondary industrial sector; R2 = 0.009; F = 0.779. Changes in
Models 1 and 3 refer to the Base Model; changes in Model 2 refer to Model 1; changes in Model 4 refer to Model 3.
DMC: dynamic marketing capabilities; DCRM: customer relationship management; DPDM: product development
management; DSCM: supply chain management; CI: competitive intensity. Source: authors.
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Table 6. Hierarchical regressions results (Continued).

Variable
International Marketing Performance (IMP)

Model 5 Model 6 Model 7 Model 8

AMC 0.446 *** 0.487 ***
(0.056) (0.081)

AMC × CI −0.079
(0.112)

AVIG 0.244 ** 0.448 **
(0.092) (0.144)

AADP −0.115 −0.174
(0.100) (0.147)

AMKT 0.309 *** 0.237 *
(0.075) (0.107)

AVIG × CI −0.342 †
(0.187)

AADP × CI 0.082
(0.197)

AMKT × CI 0.142
(0.149)

AMC (CI = 1) 0.409 ***
(0.077)

AVIG (CI = 1) 0.107
(0.119)

AADP (CI = 1) −0.092
(0.134)

AMKT (CI = 1) 0.379 ***
(0.105)

Controls Yes Yes Yes Yes
Constant Yes Yes Yes Yes

R2 0.170 0.172 0.191 0.200
∆R2 0.161 *** 0.001 0.181 *** 0.010

F 13.513 *** 11.968 *** 10.749 *** 8.123 ***
Note: † p < 0.1; * p < 0.05; ** p < 0.01; *** p < 0.001. N = 335. Standard errors are shown below the coefficients, in
parenthesis. Dependent variable: international marketing performance. Base model: constant; year of life; years
of internationalization; primary industrial sector; secondary industrial sector; R2 = 0.009; F = 0.779. Changes in
Models 5 and 7 refer to the Base Model; changes in Model 6 refer to Model 5; changes in Model 8 refer to Model 7.
AMC: adaptive marketing capabilities; AVIG: vigilant market learning; AADP: adaptive market experimentation
capability; AMKT: open marketing capability; CI: competitive intensity. Source: authors.

When analyzing the main effect of dynamic marketing capabilities (DMC) on interna-
tional marketing performance (IMP) (Model 1), results showed a positive and statistically
significant relationship below the 0.1% level, thus supporting hypothesis H1. Regarding
the effects of DMC on IMP when companies are under high or low competitive intensity,
Model 2 indicates that this relationship is positive and statistically significant on both
scenarios below the 0.1% level. Therefore, hypothesis H1a is partially supported. Model
3 tests hypotheses H1b to H1d. Only product development management (DPDM) and
supply chain management (DSCM) revealed a positive, and statistically significant rela-
tionship with IMP, below the 10% and 5% levels, respectively. The results lend support
to hypotheses H1c and H1d, while not supporting H1b. In model 5 is shown that both
customer relationship management (DCRM) and DSCM have a positive, significant ef-
fect on IMP for companies within a low competitive intensity environment (respectively,
p = 0.0128 and p = 0.0427), while for companies perceiving a high competitive intensity
only DPDM revealed a significant and positive effect on IMP (p = 0.0212). These results
partially support hypothesis H1e.
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Table 7. Hierarchical regressions results (Continued).

Variable
International Marketing Performance (IMP)

Model 9 Model 10

DMC 0.321 *** 0.504 **
(0.093) (0.159)

AMC 0.207 * 0.092
(0.088) (0.148)

DMC × CI −0.284
(0.196)

AMC × CI 0.162
(0.185)

DMC (CI = 1) 0.220 †
(0.115)

AMC (CI = 1) 0.254 *
(0.111)

Controls Yes Yes
Constant Yes Yes

R2 0.199 0.205
∆R2 0.190 *** 0.006

F 13.622 *** 10.518 ***
Note: † p < 0.1; * p < 0.05; ** p < 0.01; *** p < 0.001. N = 335. Standard errors are shown below the coefficients, in
parenthesis. Dependent variable: international marketing performance. Base model: constant; year of life; years
of internationalization; primary industrial sector; secondary industrial sector; R2 = 0.009; F = 0.779. Changes in
Models 9 refer to the Base Model; changes in Model 10 refer to Model 9. DMC: dynamic marketing capabilities;
AMC: adaptive marketing capabilities; CI: competitive intensity. Source: authors.

Looking at adaptive marketing capabilities (AMC), model 5 (Table 6) presented a
statistically significant relationship, with a positive sign, between adaptive marketing
capabilities (AMC) and IMP. This gives support to hypothesis H2. Model 6 shows that
this relationship is stronger in both high and low competitive intensity environments,
thus partially supporting hypothesis H2a. Further, on Table 6, model 7 indicates positive
and statistically significant relationships between vigilant market learning (AVIG), open
marketing (AMKT) and IMP, below 1% and 0.1% levels, respectively, therefore supporting
hypotheses H2b and H2d. The results did not corroborate hypothesis H2c. In Model 8, of
the three AMC dimensions, only AMKT revealed a positive and statistically significant rela-
tionship with IMP for companies in a high competitive intensity environment (p = 0.0003).
For companies in a low competitive intensity environment, AVIG and AMKT showed a
positive and significant relationship with IMP, below the 1% and 5% levels, respectively.
Therefore, hypothesis H2e is partially supported.

When analyzing the joint effects of DMC and AMC (Table 7), Model 9 indicates that
both have a positive and statistically significant effect on IMP, respectively below the 0.1%
and 5%, hence supporting hypothesis H3. In low competitive intensity environments,
Model 10 revealed that only DMC have significant relationship with IMP, while both
have a positive, and significant effect on IMP for companies in high competitive intensity
environment (DMC: p = 0.0576; AMC: p = 0.0228). These results give partial support to
hypothesis H3a.

Table 8 shows a summary of the results tested in the previous hypotheses that support
the discussion in the following point.
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Table 8. Summary table of hypotheses.

Hypotheses

H1: There is a positive relationship between Dynamic Marketing Capabilities and International
Marketing Performance. Corroborated

H1a: The relationship between DMC and IMP is stronger when CI is higher. Corroborated
H1b: There is a positive relationship between Customer Relationship Management and International
Marketing Performance. Not corroborated

H1c: There is a positive relationship between Product Development Management and International
Marketing Performance. Corroborated

H1d: There is a positive relationship between Supply Chain Management and International Marketing
Performance. Corroborated

H1e: The relationship between (1) DCRM, (2) DPDM, (3) DSCM and IMP is stronger when CI is higher. Partially corroborated
H2: There is a positive relationship between Adaptive Marketing Capabilities and International
Marketing Performance. Corroborated

H2a: The relationship between AMC and IMP is stronger when CI is higher. Corroborated
H2b: There is a positive relationship between Vigilant Market Learning and International Marketing
Performance. Corroborated

H2c: There is a positive relationship between Adaptive Market Experimentation and International
Marketing Performance. Not corroborated

H2d: There is a positive relationship between Open Marketing and International Marketing Performance. Corroborated
H2e: The relationship between (1) AVIG, (2) AADP, (3) AMKT and IMP is stronger when CI is higher. Partially corroborated
H3: DMC and AMC have a joint positive impact on IMP. Corroborated
H3a: The joint positive impact of DMC and AMC on IMP is stronger when CI is higher. Partially corroborated

5. Discussion

The perceived relationships between the DMC variable and IMP are seen in the
literature through the constant need for marketing capabilities to be at the level of market
transformations [12,13], results that meet the concepts from the R-A theory, which promotes
dynamism, the organization’s proactivity in being focused on supporting superior market
performances [19]. DMC encourage the organization to adjust quickly, reallocating its
internal resources to better match market needs and demands [26,81] and it is responsible
for connecting the different processes of the organization to deliver value to the consumer
in the face of such changes [17,18], which makes it a potential influencer in the international
marketing performance of the organization. As shown in Table 8, it is possible to confirm
that the variable DMC has a significant impact on the performance of the organization,
which is consistent with other previous studies [12,14,26,46]. As pointed out in the results,
product development management has positive effects on IMP, which are justified by the
relationship model established between brand and customer (B2B), consider its capacity
for innovation, in the development of new products/services, as well as the construction
of optimized management of them, essential aspects for the construction of a market
differential [82], but also by the value perceived by the customer; that is, the valuation of
the price x performance aspect of purchased products [20] soon we were able to understand
why this aspect is positively so strongly related to performance [83].

Due to the characteristics of the international B2B market, which structurally differs
from the B2C model, due to the identification and accessibility of customers, the level of
demand for products, and knowledge of the market, which require the organization in a
B2B context, the constant construction of customized solutions combined with managing
relationships with customers and stakeholders [20,84,85] why supply chain management
has positive effects on IMP, that operates on the integration of the organization’s different
processes with suppliers, their selection and qualification, aspects that make the company
more effective and with better performance [86].

According to the literature, AMC is responsible for the organization’s proactive skills,
that it feels and acts in the face of the signals that the market transmits, constantly learning
from market experiences, coordinating internal resources to respond quickly to these
changes [17,26]. This capacity is an asset for organizations in the international market,
as it has a strong capacity to exploit external resources to develop the organization in a
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new market so that the three components that make up AMC are considered influential in
the organization’s performance [26]. Through the characteristics of the two components
that had positive effects on IMP, in which the company has the ability to observe the
market in order to be quicker to perceive opportunities and promoting anticipation about
competitors (vigilant market learning) [26,51] and the component to assists in building
relationships by opening up communication with partners, exchanging technologies and
mobilizing skills of current partners (open marketing) [17,26], it is possible to perceive, due
to the volatility of the international B2B market [20] and the need for organizations to be
in constant evolution, once again aligned with the purposes of the R-A theory [28], it is
possible to understand the reasons that justify their influences.

There are two ways of operating from the perspective of the intensity of competitive-
ness when it is low-grade, when the company can capitalize and operate its behavior and
trends in relation to the competition [87,88]. To a lesser extent, the internationalization
process can be carried out with total focus, and activities such as exporting processes,
acquiring information, innovating, and developing products and services will be carried
out more easily; consequently, we find a potential increase in international operations due
to facilitation gap found in a competition [89]. The second way is when this intensity is
high, where there is a level of uncertainty about the strategies and the acquisition of rele-
vant information is necessary to minimize the risks of internationalization [90], proactive
activities adapted to the market are necessary [91]. We observed in the results that the
fourth components have effects on positivity when they are in a deviated low-intensity
environment (DCRM, DSCM, AVIG, and AMKT) and two in a low-intensity environment
(DPDM and AMKT), and despite being a complex job for the organization, according to [92],
this intense competitiveness increases the capacity for innovation, requiring companies
to find new ways to compete in a more competitive market. Such paths, in this study, are
perceived from the constant innovation and management of the products offered in the
international B2B market and the evolution regarding the construction of opportunities in
search of opportunities. It must be remembered that performance is not the exclusive result
of competitive intensity, so companies with high or low performance should not suffer such
effects if differentiation and efficiency marketing actions are applied to the international
market [89]. In general, competition in international markets requires companies to develop
or acquire capabilities that include, for example, obtaining information about the market,
identifying potential customers and making timely contacts in the international market to
establish partnerships [93].

Interestingly, the relative dynamics of these effects change when the competitive
environment becomes more or less intense. DMC has an equal impact on the company’s
performance in low and high competitive intensity, although its characteristics are not as
agile and dynamic as AMC, it still proves to be important as an influencing tool, suggesting
that the market transformations themselves, technology and consumer preference in the
B2B market, have space for the development of DMCs in view of the results obtained
in their performance. On the contrary, an AMC has positive effects on international
marketing performance only in environments with high competitive intensity, suggesting
that its evolutionary characteristics of dynamic characteristics, operate in greater effect on
performance, when competing with other associations that also already have the knowledge
of the market, of consumers and already obtained in times of operation, the necessary
resources to establish a common business.

This study showed the impact of DMC and AMC on the international marketing
performance of Portuguese SMEs that operate in the B2B market. Through the analysis
obtained, the need for organizations to develop marketing skills is evident [94] that are
dynamic and adaptable to each new international market, such capabilities are not only
allow for effective organization performance [1,3]. Such complexities and barriers that can
impede the growth of an SME in the foreign market, can use all the tools of the marketing
capacities with the intention of business sustainability [6]. Another interesting finding
found in this study, concerns the performance of marketing capabilities in environments
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with high and low competitiveness. The dynamism of DMC allows the responsiveness
and efficiency of cross-functional business processes for creating and delivering customer
value in response to market changes [12,19,95], allows performance to be positive in
both environments.

However, as for AMC, that is responsible for the organization’s proactive skills, the
feels and acts in the face of the signals that the market transmits, constantly learning
from market experiences, coordinating internal resources to respond quickly to these
changes [17,26], acts positively on the organization’s performance when the environment is
more competitive, which shows how important the organization be attentive to the market
and to adapt to it [19], and the importance of the company to detect, interpret and act on
these critical signals in its international business environment, faster than competitors,
leading to a significant competitive advantage [53]. Since the DMC and AMC marketing
capabilities were significant at IMP, we reaffirm the importance of understanding marketing
practices [94], especially when we are dealing with a market with such complexity and
transformation, such as B2B internationally [1,3,96].

6. Conclusions

Studies related to marketing skills become increasingly relevant and necessary as
to the understanding of their effects on organizations [9], especially when these capa-
bilities are placed in an international environment [8] in which they are justified by the
complexity that the international market involves, and they raise the level of demand in
organizations as to the need to develop essential capabilities that aim to increase their
competitive advantage [97–99]. It is for these reasons that over the years, it has been
realized that investigations relate the results of international marketing performance to
international marketing [100–103].

Supported in the literature as creating value for the organization, marketing capa-
bilities [104], face three difficulties, one when they are exposed to the international B2B
environment, which, due to the complexities between commercial relationships, raise the
need to build a brand, and studies have already pointed out the importance of building
a strong brand within this context, whether through marketing skills and/or the rela-
tionships established between stakeholders [105]. The second is related to small and
medium-sized companies—SMEs, which, when starting an internationalization process,
require the organization and its managers to bring together different internal capacities
and resources (logistics, marketing, relational resources with suppliers, among other areas)
and the need for these competencies, making internationalization complex and risky for
small and medium-sized companies [106,107]. Third, facing a highly competitive market,
may prevent the achievement of advantageous resources, opportunities, and spaces for
maintaining and sustaining the business model [1,21,22].

Presented in this study, it is possible to verify the importance of building increasingly
adaptable marketing capabilities, capable of keeping up with market changes, technology,
and competitors’ strategies. Using and enriching the dynamic and adaptive capabilities,
add positively to the international performance of SMEs, especially in environments of high,
competitive, intensity, combined they demonstrate the positive effects on performance.
As proposed at the beginning of this study, relevant results were presented regarding the
effects of the marketing capabilities on the international marketing performance. Through
a theoretical foundation, this research in a practical way, bring trends and inspirations to
Portuguese SMEs, and this study manages to be a source of consultation and guidance
for organizations that intend to enter an international market and/or already operating
in the international market, not only Portuguese but also worldwide. Within the scope of
the results presented here, we also recommend the constant development of marketing
capabilities, namely dynamic and adaptive, in order to build sustainable competitive
advantage in international markets, mainly involving building relationships with different
stakeholders, learning from the new market, and observation of competitors, to retain
the knowledge necessary to take advantage of existing opportunities. Although some
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variables are not statistically significant in this study, they are still likely to be developed
by organizations, since their composition in the marketing capacity, produces positive
effects on international marketing performance. The results of our study point out that the
managers of small and medium companies present in the international B2B market should
seek to provide their companies with an elevated level of dynamic and adaptive marketing
capabilities based on the company itself and on the market conditions. However, our results
also suggest that when the competitive intensity varies the relationship of the various
marketing capacities and the international marketing performance is dynamic, and points
to the need to deepen the relationship between customers and the product development
process, for example, through models of co-creation and the development of an open
marketing system that improves the relationship between the company’s capabilities and
the external environment; that is, with customers, suppliers, and the entire network of
partners. Research with theoretical and current foundations, which allows leaders and
marketers to use it as a daily tool in building stronger marketing capacities, which allow
business sustainability in the international market, assisting in strategic decision making to
promote better results in the competitive B2B market.

6.1. Limitations and Future Research Avenues

The present research also has its own limitations. First, we highlight its cross-sectional
nature, which occurred during the Covid-19 pandemic, may have limited the scope of the
survey and even the organizations’ own willingness to respond to the survey, somewhat
extensive. Despite starting this study with a database already formed with Portuguese
SMEs in the international market, the global pandemic context has led many of the database
contacts to be invalid, whether due to dismissal, termination of activities, or reduced
activities, such as the case of the layoff. This aspect makes it difficult to claim causality in
the context of the present research. Second, it is based on a single country sample of B2B
SMEs, in this case Portugal, a fact that hinders the generalization of results.

In order to overcome these limitations, other studies can be done with the inclusion of
other countries in the population sample, allowing a comparison between the differences in
the performance of marketing capabilities in international marketing performance. As per-
ceived throughout this study, many paths can be followed in future investigations, through
studies specific to each marketing capacity and its effects with international marketing
performance; studies evaluating competitive intensity, analyzing as a moderator, between
the effects of marketing capabilities and international performance [22]. It also allows
other studies to use international marketing performance from individual component
analysis; likewise, it is possible to aggregate other information that may influence both the
international marketing performance of the organization and the development of market-
ing capabilities, such as demographic and organizational management characteristics of
companies, differentiating them by countries, for example. It is also possible to develop
sector studies, and studies with longitudinal characteristics, as well as the inclusion of
other marketing capabilities within this international market scenario.
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Appendix A

Research questionnaire
I am grateful that when responding to the survey, consider the period BEFORE the

COVID-19 pandemic
The questionnaire takes only 15 min.
Best regards,

Table A1. Characteristcs.

Portuguese Question Translate in English

A sua empresa no mercado internacional, realiza transações
comerciais com:
Por favor, selecione apenas uma das seguintes opções:

# Outras empresas (Business to Business—B2B)
# Consumidores finais (Business to Customer—B2C)

Your company in the international market, carries out
commercial transactions with:
Please select only one following options:

# Other companies (Business to Business—B2B)
# End consumers (Business to Customer—B2C)

Ano de fundação da empresa.

# Por favor, escreva aqui a sua resposta:

Year of foundation of the company.

# Please write your answer here:

Ano em que a empresa entrou no mercado internacional.

# Por favor, escreva aqui a sua resposta:

Year in which the company entered the international market.

# Please write your answer here:

Número de colaboradores na sua organização.
Por favor, selecione apenas uma das seguintes opções:

# 0–10 colaboradores
# 10–50 colaboradores
# 50–250 colaboradores

Mais de 250 colaboradores

Number of employees in your organization.
Please select only one of the following options:

# 0–10 employees
# >10–50 employees
# 50–250 employees

More than 250 employees

Table A2. Respond to your competitors. Following the scale in which 1—Strongly disagree and 5—Strongly agree.

Dynamic Marketing
Capabilities (DMC) Portuguese Questions Originals Questions

1. Customer relationship
management (DCRM)

Nós temos processos multifuncionais entre as
várias áreas da empresa para a obtenção de

informações dos clientes.
The cross-functional process across areas of

acquiring and leveraging customer
information, establishing and maintaining
relationships with customers and channel

members, and providing after-sales service
and support of managing relationships with

customers, with the objective of learning
about their needs and how best to

satisfy them

Nós mantemos relações com os clientes e
com os membros dos canais de distribuição.

Nós fornecemos um serviço de pós-venda.

Nós temos um suporte de gestão de
relacionamentos com os clientes, com o

objetivo de conhecer suas necessidades e a
melhor forma de os satisfazer.

2. Product development
management (DPDM)

Nós temos processos multifuncionais entre as
várias áreas da empresa para determinar as

necessidades dos clientes.
The cross-functional process across areas of

ascertaining customer needs, designing
tentative new product solutions and

prototypes, manufacturing, and coordinating
departmental relationships designing, with
the objective of developing and engineering

the product that enables the customer to
experience maximum value and benefits.

Nós concebemos soluções para novos
produtos e protótipos.

Nós coordenamos o departamento de
relacionamento com o cliente, com o objetivo
de desenvolver produtos para acrescentar o

máximo de valor e benefício ao cliente.
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Table A2. Cont.

Dynamic Marketing
Capabilities (DMC) Portuguese Questions Originals Questions

3. Supply chain
management (DSCM)

Nós temos processos multifuncionais entre as
várias áreas da empresa para selecionar e

qualificar os fornecedores desejados.
The cross-functional process across areas of
selecting and qualifying desired suppliers,
establishing and managing inbound and

outbound logistics, and designing work flow
in product/solution assembly, with the
objective of designing, managing, and

integrating own supply chain with that of
both suppliers and customers.

Nós gerimos o processo de entrada e saída
de fornecedores.

O nosso trabalho de elaboração de
produtos/soluções é concebido de forma
integrada com as atividades da cadeia de
valor dos nossos fornecedores e clientes.

Table A3. Respond to your competitors. Following the scale in which 1—Strongly disagree and 5—Strongly agree.

Adaptive Marketing
Capabilities (AMC) Portuguese Questions Originals Questions

1. Vigilant Market
Learning (AVIC)

Nós somos altamente sensíveis ao ambiente de
mercado e capazes de detectar sinais no

mercado (mesmo os fracos) em tempo útil e
com precisão.

Our firm is highly sensitive to the market
environment and is able to detect market

signals (even the weak ones) timely
and accurately.

Nós somos capazes de prever tendências de
mercado com base nos históricos da procura

dos consumidores.

Our firm is able to forecast market trends
based on past histories of consumer demand.

Nós procuramos ativamente informações
abrangentes de marketing em todas as redes

sociais e media.

Our firm actively collects extensive marketing
information through all social networks

and media.

Nós partilhamos de maneira oportuna as
novas informações de mercado com os
diferentes departamentos e divisões.

New market information is shared within the
company and distributed to different divisions

in a timely manner.

2. Adaptive Market
Experimentation (AADT)

Nós estamos dispostos a realizar ativamente
testes de mercado com base nas nossas

previsões de mercado.

Our firm is willing to actively conduct market
experiments or tests based on our own

market forecast.

Nós, através de tentativa-erro e da
experimentação, exploramos as tendências

futuras do mercado e desenvolvemos modelos
de negócios potencialmente bem-sucedidos.

Through trial-and-error and experimenting,
our firm explores future market trends and

develops potentially successful
business models.

Nós aproveitamos as tecnologias emergentes,
como a Internet, tecnologias de resposta rápida

e tecnologias de base de dados para
acompanhar mudanças no mercado e aprender

com as experiências do mercado.

Our firm takes advantage of emerging
technologies, such as the Internet,

quick-response technologies and database
technologies to track market changes and learn

from market experiments.

Nós aprendemos ativamente com uma ampla
gama de empresas, líderes de mercado e

parceiros de canais de distribuição.

Our firm actively learns from a wider range of
peer companies, market leaders, and

channel partners.
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Table A3. Cont.

Adaptive Marketing
Capabilities (AMC) Portuguese Questions Originals Questions

3. Open Marketing (AMKT)

Nós procuramos ativamente parcerias
estratégicas com empresas complementares à
nossa em termos de recursos e capacidades.

Our firm actively seeks a strategic partnership
with companies that are complementary with
our firm in terms of resources and capabilities.

Nós, através da coordenação e colaboração
com os nossos parceiros, somos capazes de

obter sinergia na resposta rápida e eficaz aos
sinais do mercado (mesmo os fracos).

Through coordination and collaboration with
our partners, we are able to achieve synergy in
effectively and quickly responding to market

signals (even the weak ones).

Nós, através da gestão integrada com os nossos
parceiros, obtemos recursos para a inovação

contínua de produtos e tecnologia.

Through resource integration with our
partners, our firm gains the capabilities for

continuous product and
technology innovation.

Nós, através da colaboração e coordenação com
os nossos parceiros, aprimoramos a capacidade
de desenvolver estratégias e táticas inovadoras.

Through collaboration and coordination with
our partners, our firm improves the capability
in developing innovative strategies and tactics.

Table A4. Respond in relation to the performance obtained by your company in the international market. Consider the
responses and results obtained by your company, in the PREVIOUS period of the COVID-19 pandemic. Following the scale
on which 1—Strongly disagree and 5—Strongly agree.

International Marketing
Performance (IMP) Portuguese Questions Originals Questions

1. Effectiveness

No mercado internacional, o nível de
satisfação da nossa empresa com a

rentabilidade sobre os investimentos, foi:
Return on investment (ROI)

No mercado internacional, o nível de
satisfação da nossa empresa com a

rentabilidade das vendas, foi:
Return on sales (ROS)

No mercado internacional, o nível de
satisfação da nossa empresa com a

margem bruta, foi:
Export venture margin

No mercado internacional, o nível de
satisfação da nossa empresa com os

objetivos financeiros, foi:
Reaching export venture financial goals

2. Efficiency

No mercado internacional, o nível de
satisfação da nossa empresa com a quota

de mercado atingida, foi:
Positive changes in market share

No mercado internacional, o nível de
satisfação da nossa empresa com o

crescimento da quota de mercado, foi:
Market share growth

No mercado internacional, o nível de
satisfação da nossa empresa com o

crescimento das vendas no mercado, foi:
Growth in sales revenue
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Table A4. Cont.

International Marketing
Performance (IMP) Portuguese Questions Originals Questions

3. Adaptiveness

No mercado internacional, o nível de
satisfação da nossa empresa com o

desempenho geral, foi:
Overall export venture performance.

No mercado internacional, o nível de
satisfação da nossa empresa com o

número de produtos bem-sucedidos, foi:
Number of successful new export venture products.

No mercado internacional, o nível de
satisfação da nossa empresa com o tempo

necessário para a aceitação dos novos
produtos, foi:

Time to market for new export venture products.

No mercado internacional, o nível de
satisfação da nossa empresa com a

resposta à mudança de produtos dos
concorrentes, foi:

Responding to competitors product changes

Table A5. Respond in relation to the competitive environment that your company faces in the market. Following the scale
on which 1—Strongly disagree and 5—Strongly agree.

Competitive Intensity Portuguese Questions Originals Questions

A concorrência em minha indústria é acirrada. Competition in our industry is cutthroat.

Existem muitas “guerras de promoção” na
nossa indústria. There are many “promotion wars” in our industry.

Qualquer coisa que um concorrente possa oferecer,
os outros podem responder prontamente.

Anything that one competitor can offer, others can
match readily.

A concorrência de preços é uma marca registada
na nossa indústria. Price competition is a hallmark of our industry.

Na nossa indústria, aparece um novo concorrente
no mercado quase todos os dias.

One hears of a new competitive move almost
every day.
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