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Article Info Abstract
The purpose of this study is to investigate the impact of marketing capabilities on export
Article history: performance by considering the role of competitive advantage in food industry export companies.
. The research is classified as applied from the point of view of purpose and descriptive from the
Received:06 March 2023 point of view of method and nature. Most of the previous studies in the field of export performance
Revised: 14 May 2023 have examined the relationship between capabilities and performance, but not much research has
been done on marketing capabilities and their impact on competitive advantage. Another category
Accepted:12 Jul 2023 that plays an important role in export performance and is closely related to marketing

communications is distribution channels in foreign markets. Based on this, deciding on the method
of transferring the goods to the place of purchase or consumption is one of the important decisions
faced by managers of export companies; Because finding a suitable distribution channel in
Keywords: international markets is so complicated. In this study, the statistical population is food industry
export companies in Tehran province and the respondents to the questionnaire are CEOs and senior
managers of the commercial and export departments of these companies. After collecting the
questionnaires, the data is analyzed by SPSS, and SmartPLS softwares. The validity of the

Marketing capabilities,
export performance,

competitive ad\{antage, questionnaire has been examined through content and structure validity, as well as its reliability
structural equations, . through Cronbach's alpha test and composite reliability. The results show that the questions have
food industry export companies. high reliability. In terms of structure validity, which was analyzed by SmartPLS software, it is

determined that all the questions have good validity. Finally, the results of data analysis and
hypothesis testing show that: marketing intelligence, pricing, marketing communications,
distribution, and innovation have an impact on competitive advantage. Also, the results show that
competitive advantage affects export performance. Meanwhile, the mediating role of competitive
advantage in the relationship between the mentioned components and export performance is
confirmed. According to the relationships between research variables, better planning can be done
to improve export performance and gain a competitive advantage.
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Reference Definition Aspects #
Market intelligence involves collecting information about a company's
market in the areas of trends, competitors, and customers, in order to Market
Ahmadi, et al. 2! analyze and make accurate and confident decisions in determining intellicence 1
strategy in areas such as market opportunity, market penetration strategy, £
and market development.
Price is one of the elements of the marketing and refers to the amount of
Palma, et al. ('] money paid to receive a product or service. Pricing refers to a company's Pricing 2
strategy for setting a price for each of its products.
Falah LB Product innovation involves minor or fundamental changes in the Product 3
alahat, et al. products offered by a company to meet changing customer demands. Innovation
Marketing communications include all the relationships that an exporting
Li. ot al. [12 company establishes with other partners and business intermediaries in Marketing 4
’ ’ international markets. These relationships are often formed in the form of | Communication
a communication network.
Distribution is one of the components of the marketing, which in its
Martinez, et al.) | simplest form is responsible for transporting the product from the place Distribution 5
of production to the customer's place of purchase.
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Dispersion indices Central indices
Variables
Variance std Median | Mean
0.686 0.828 3.40 341 Market intelligence
0.656 0.810 3.25 3.30 Pricing
0.522 0.722 3.33 3.23 Product Innovation
0.417 0.645 3.50 3.54 Marketing Communication
0.469 0.685 3.50 3.57 Distribution
0.476 0.690 3.30 3.24 Competitive advantage
0.329 0.574 3.17 3.26 Export performance
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ol ey slesls (o n el Giles welsz g ley & oses]
el SL )L Ggesl @l (3gr e 4 50 g Waosls GogJley Kilas
i it il ole Julow gl o Wosls pusl 5051 30 ol
b ysm5] 6 yloline o 3 ) 45 Sus5i s (- 19) 51 i KMO Lasls
Sy ;0 KMO (asls ¥ Jgoz s asgi b.odlb (+/+0) 5 S (Sig)
0351 /-0 31 S iyl g3l (o lobins rhams 5 <18 o I YL Lols

o GLALC J_..l:u 6‘).?1 L’F‘)—.’ ‘S:Lz_._;l Lo Qa}gu_élf )f.:L.._\ aS (!

hole Jelo )z oz g loline goylol (ole S polie A Jguz 5o
Al 55 @bl g (S Qbl Loy Wl polie 55 g a0l
loauds

Sigr i 5 10 31 i baagsS _aled 5 Jailinl Lol L e oS e )
035 555 VAP Sl S 5 olge salad o (t goybel) Sl
ol i (g 4y ol jiie o C8F A e cnlply ol
bl 59 5 S)n /0 51 (SRl obl el 4 az g b (rizren Sl
by a5 285 ant ol el 55,50 S QLL 5l oS5
2,18 3925 5 |Ren 2ls; 5 610,65 2

o3 Sl B oy i YO
R 6l).: (t 60)Lo’|) B ey wl).o LS)L)L;‘"A 9 o w‘).@ )..M)Lﬂ.c
JALC O d.]aél) u).\S loads 45|)| ). 9 1 LQLQJE» BN uu.Qs)J Lgb:w)s
ab‘o UL“‘J o h.n.l]..a Lgd.L:..uj L soML.-..aJ.tlﬁ ).u.ue 9 (uLQ*-' ]M)
555 S e dsd BB P LIV G s ey 51 g ipnd bl il



MYV ae AF-F OL:MJ'UL‘ o lads V(50,90 iy i S pde g mbo k;.ab\...e(oks.o.l.cg_gdm

(ol lole Juloi (oany e ELdg S ST 5«5 loline g0 ol ol sl polin A Jguxr

Cronbach's alpha | Combined Shared Statistical | Factor Loading | Item #
reliability reliability significance
15.596 0.814 Q1
39.668 0.880 Q2
0.901 0.927 0.717 12.718 0.760 Q3 Market intelligence
39.183 0.867 Q4
44.380 0.905 Q5
15.626 0.796 Q6
0.850 0.899 0.691 19.635 0.872 Q7 Pricing
14.980 0.795 Q8
43.383 0.893 Q9
26.550 0.806 Q10
0.818 0.891 0.733 17.819 0.839 Qll Product Innovation
47.673 0.919 Q12
52.283 0.911 Q13 .
0.904 0.933 0.778 23311 0.796 Q14 Marketing
64713 0.929 Q15 Communication
44.643 0.888 Qlo6
45.213 0.908 Q17
0.850 0.901 0.700 8.069 0.629 Q18 Distribution
46.590 0.899 Q19
45.536 0.879 Q20
25.951 0.843 021
32.215 0.832 Q22
26.121 0.812 023
24.440 0.815 Q24
0.934 0.944 0.628 7.157 0.636 Q25 Competitive
20.444 0.819 Q26 advantage
34.756 0.861 Q27
14.310 0.734 Q28
7.461 0.643 Q29
40.795 0.889 Q30
27.182 0.844 Q31
18.691 0.793 Q32
0.860 0.895 0.588 23.364 0.730 Q33 Export performance
20.941 0.818 Q34
17.614 0.753 Q35
8.477 0.648 Q36
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Result t-) Significance (B) Path coefficient Path
(value

Market intelligence capability has a significant

Accept 2.259 0.242 impact on competitive advantage in exporting
companies.
Product innovation capability has a significant

Accept 2.647 0.276 impact on competitive advantage in exporting
companies.

Accept 2925 0.324 Pricing .c.apab111ty has a s1gn1ﬁcapt impact on
competitive advantage in exporting companies.
Marketing communications capability has a

Accept 2.522 0.261 significant impact on competitive advantage in
exporting companies.

Accept 3812 0.437 Dlstrlbl.lt.ablllty has a mgmﬁcant'lmpact on
competitive advantage in exporting companies.

Accept 28998 0.789 Competitive advantgge has a §1gn1ﬁcant 1'mpact on
export performance in exporting companies.
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Bootstrap Path
Si t-val Indirect
18 LT effect Dependent Mediating Independent
Low Up . . :
variable variable variable
0.025 | 2.250 0.034 0.367 0.191 Export perf |Competitive adv| Market intelligence
0.006 | 2.777 0.078 0.383 0.218 Export perf |Competitive adv| Product Innovation
0.008 | 2.655 0.094 0.485 0.255 Export perf |Competitive adv Pricing
0.005 | 2505 | 0.041 | 0326 | 0206 | Exportperf |Competitiveadvi  ~Marketing
Communication

0.000 | 3.789 | 0.145 0.516 0.345 Export perf | Competitive adv Distribution

2 ) Cuze s y9e )0 it (s B L Lo @l Julos woles o
s )y A dzrgi b el ool 0l j it (4,8 (Sl jolo o Sles
Shole o,8lee (B, oo (S9u2) Liali8l axly jo sl5l 4 ol Cawddy
Y g CaieS 51,5 Voo (i oo 140 ol 03,5 Ty tal33l - IVA]
S8 pamie (>l g (gaiaia iy ki jlasl Gllas 5L a4y casasl)|
Jarle il antls polin (598 5l Gy Sleas 5 (8 (Slatiy il
G ol Dol 5 Shae 05t Caled ;o 5 6 uie ol 55 3 Jalge
MLV ey ) e 5 SVl g mbi b ol gt s saelcessay
ol samii opdleas 51 Slssan 5 cillas 7Y 10) ] Kan g o
Skl sl B e ) Cuje 55 le b s pe Julign s
Orleds el (U85 Suge 65 (e whe Sliolo o Shes 3 SL)l5L
Cosn Bk ) prdieyd o 5 Lok 02 L3k slocebl (S

w5yl il lpolo o Shee 4 (5,

48513 ol 43|y S5 55 Cbbgo W55 sn 435 (selinms & 0529 425 oo
5 S ne isjlulely (olUlgs (5558 10,8 Yozl (lgoe cnlpls a8b
Wl ool ansls 1) Jge Slislo ol (bls)l sladeliy sanmys
ol ey 50 sdellewddy gz abl 0B Cote S @ 5 lgaal
FLar 1) o em 520l 5 My e o) Sen 5 oVl iagsy b b

Byls Slgtren g cisllas

2B e w0 Sl sbaosls Jlssn i 4 azg b
oms <y sl 008 3 o2y (54008 (B Cuje 53 @i Cuhld
I oy S, aye cobls asg BB b 55 CIFTY) saslcwsa
SLJU 5 998 ploxil @ oo 9 330 O g0 o A law STIN a0 (LS
aalgs Sgngy (0B e rhaw sl okl (393 sla Sanled g @8
O)en 5 (b gl @l b yols Giaghy 5o odnlcassdy (gazs .2dly

s Slyman 5 cills Ty 10)

8 Tan



.\\—\.ua..a AAEAS UL..“;L Al O)La..f.) Ag! (50,398« y \:A.'\'ﬁ\_\.nsél'b.@ ‘s.gm.e,a@l.ckgdlm

Qo1
Qo2
Qo3
Qo4
Qo5
Qo6
Qo7
Qos
Qo2 Pricing
Q10
*—0.506
Q11 <4—0.832
0.912
Q12 » " .
Product innovation
Q13
=5 oo
4—0.796 —
4—0.929—
215 o888
A/ . . .
Q16 Marketing communication
Q17
-
Sin 0.908
$—0.620
4—0.899—
Q’ 0.879
Q20 Distribution

0.242

0.437

Q31
T 32
0.8as” Q
70793 e
0.730—W¥
—o.818

io.?ss ., Q4

Export pe formam?e&s\ Q35
A
Q3s
Q21
b}
Q22
0.324 /
~
i Q23
0832 Y
0.276 | Q4
=W
Q25
0.261 QO :861 Q26
T
s Q27
Competitive 643~
advantage 0.889 Qzs
\ )
Q29
-
Q3o

sy S b 3 il e cl b B S

Srotelin 5 SrSpeeal Wil oo Shagh (oostde Joo slaite
oles)s 5 e Rl g ansl adls (B Coje oS Cox e
Soi lecusgass b b3 jo anS csalin 1) Slhsls o Sl 95040
@l plo glacsyh s jol> ey aSul 4 azg b ol 39 oLLL
Lo sihate Ll eS80 ple 4 ol 2ol paess I el oy ploxl
aalidny (50,5 5 ez (65500 4 ol o5 conlin S| 8l (rizeen
ety ST slagtagh slp sl 0oy pol> Jhaghy sla il 5l aiil
oy Dol Gl Qe o8l LS Gl g5 hoed Jelge 5 090 o0
Crimed Wgh (ow )y p GB95 Sl piie (o bLS I )0 0 e g ol si‘-“—‘
sty Gk il Slole o Shee o Jhe Jelse ganas; 5 lulis
Shamgl a2z 6§50 anS Wlgioe (oSlre abad Jlod g, aiile

il p2l Aegs

References - a5l

1. Peluffo, A., 2016. The role of investments in export
growth. Small Business Economics, 47(1), pp. 115-
137. https://doi.org/10.1007/s11187-016-9714-0.

2. Ahmadi, Z., Shafiei, M., and Vakil, Y., 2018. The
impact of open innovation on company innovative
performance with the emphasis on moderating role of
market turbulence (Case study: Small and medium-
sized manufacturing companies in Semnan city).
Industrial Technology Development, 16(32), pp. 73-92.

S5 A g (Ghues F
s i Shelo o Shae o bk slocalls 136 ol ragy o
Galisen ol a8 el T 51 S gl ol on Juloigay o5 21aé wolio
i pizmed )l STholo 8 ,Shae o (s loline 15 (b lib slacoLls
S8kes 5 (2blik lacubl slal e (il pite plgieer (U6 oo
e @5 Cabl a8 ols ol e gl el sad agl S0l
ool il S 5 5ol 5 Shee ;0 s )0 5 (5B, Cuge o 1, Lt
185w e i cunl p3Y (g I8 cisliw g (s e oo s o
&9 sl ogaza oLk slacell calize slal 4y sl 4>
Calhae faion sl iegh s b ol s L5 ebay anil azsls
G Wb B, Cute S Cy 2l mlio eSS b g o)l Slgsan 4
Ly, 4 az g b LT i) .ol anils az g5 oadanlllas sl pite o Laily,

https://dor.isc.ac/dor/20.1001.1.26765403.1397.16.32.
6.4. [In Persian].

Falahat, M., Ramayah, T., Soto-Acosta, P., and Lee,
Y., 2020. SMEs internationalization: The role of
product innovation, market intelligence, pricing and
marketing communication capabilities as drivers of
SMEs’ international performance. Technological
Forecasting and Social Change, 152.
https://doi.org/10.1016/j.techfore.2020.119908.



https://doi.org/10.1007/s11187-016-9714-0
https://dor.isc.ac/dor/20.1001.1.26765403.1397.16.32.6.4
https://dor.isc.ac/dor/20.1001.1.26765403.1397.16.32.6.4
https://doi.org/10.1016/j.techfore.2020.119908

10.

11.

Ol 5 5,0laS lalb - g LSl sladloles by, 5l oolanul b ;) Coje il 4 azgi b Shholo o Slee jo b L sbaco LB r..l..

Lei, S. S. L., Nicolau, J. L., and Wang, D., 2019. The
impact of distribution channels on budget hotel
performance. International Journal of Hospitality
Management, 81, pp- 141-149.
https://doi.org/10.1016/5.1jhm.2019.03.005.

Mahmoud, M. A., Adams, M., Abubakari, A.,
Commey, N. O., and Kastner, A. N. A., 2020. Social
media resources and export performance: The role of
trust and commitment. [International Marketing
Review, 37(2), pp. 273-297.
https://doi.org/10.1108/imr-02-2019-0084.

Tan, Q., and Sousa, C. M., 2015. Leveraging marketing
capabilities into competitive advantage and export
performance. International Marketing Review, 32(1),
pp. 78-102. https://doi.org/10.1108/IMR-12-2013-
0279.

Yasa, N., Giantari, I. G. A. K., Setini, M., and
Rahmayanti, P., 2020. The role of competitive
advantage in mediating the effect of promotional
strategy on marketing performance. Management
Science  Letters, 10(12),  pp. 2845-2848.
http://dx.doi.org/10.5267/1.msl.2020.4.024.

Aghamousa, M., Sardari, and A., Karampour, A., 2020.
To Recognize the Limiting Factors Affecting the
Export of Technology-Based Goods. Business
strategies, 12(6), pp. 41-56. [In Persian].

Martinez, A. M., and Gonzalez, P. G., 2020. Influence
of Market Philosophy Management on Export
Performance in Regional Markets: Empirical Study
from North America. Journal of Strategic
Management, 4(1), pp. 52-66.

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, 84, pp. 114-124.
https://doi.org/10.1016/j.jbusres.2017.11.018.

Palma, E. P., Gomes, C. M., Kruglianskas, 1.,
Kneipp, J. M., da Rosa, L. A. B., and Frizzo, K., 2018.
Relationship between sustainable strategies and export
performance: An analysis of companies in the Brazilian

gems and jewelry industry. Environmental Quality
Management, 27(4), pp. 97-106.
https://doi.org/10.1002/tqgem.21557.

12. Li, J., Liu, B., and Qian, G., 2019. The belt and
road initiative, cultural friction and ethnicity: Their
effects on the export performance of SMEs in China.
Journal of World Business, 54(4), pp. 350-359.
https://doi.org/10.1016/1.jwb.2019.04.004.

13. Christa, U. and Kristinae, V., 2021. The effect of
product innovation on business performance during
COVID 19 pandemic. Uncertain Supply Chain
Management, 9(1), pp. 151-158.
http://dx.doi.org/10.5267/1.uscm.2020.10.006.

14. AlTaweel, 1. R., Al-Hawary, S. 1., 2021. The
Mediating Role of Innovation Capability on the
Relationship  between  Strategic  Agility and
Organizational Performance. Sustainability, 13(14),
7564. https://doi.org/10.3390/sul3147564.

15. Goémez-Prado, R., Alvarez-Risco, A., Cuya-
Velasquez, B. B., Anderson-Seminario, M. de las M.,
Del-Aguila-Arcentales, S., and Yafiez, J. A., 2022.
Product Innovation, Market Intelligence and Pricing
Capability as a Competitive Advantage in the
International Performance of Startups: Case of Peru.
Sustainability, 14(17), 10703.
https://doi.org/10.3390/sul141710703.

16. Mata, M. N, Falahat, M., Correia, A. B., and Rita,
J. X., 2021. Impact of Institutional Support on Export
Performance. Economies, 9(3).
https://doi.org/10.3390/economies9030101.

17. Mensah, K., Amenuvor, F.E., 2022. The influence
of marketing communications strategy on consumer
purchasing behaviour in the financial services industry
in an emerging economy. J Financ Serv Mark, 27, pp.
190-205. https://doi.org/10.1057/s41264-021-00121-
0.

18. Akbar, Y., Balzano, M., and Bortoluzzi, G., 2022.
The  relationship  between  innovation and
internationalization of SMEs: A review of theoretical
perspectives. Research Handbook on Innovation in

International Business, pD. 6-33.
https://doi.org/10.4337/9781800882942.00008.



https://doi.org/10.1016/j.ijhm.2019.03.005
https://doi.org/10.1108/imr-02-2019-0084
https://doi.org/10.1108/IMR-12-2013-0279
https://doi.org/10.1108/IMR-12-2013-0279
http://dx.doi.org/10.5267/j.msl.2020.4.024
https://doi.org/10.1016/j.jbusres.2017.11.018
https://doi.org/10.1002/tqem.21557
https://doi.org/10.1016/j.jwb.2019.04.004
http://dx.doi.org/10.5267/j.uscm.2020.10.006
https://doi.org/10.3390/su13147564
https://doi.org/10.3390/su141710703
https://doi.org/10.3390/economies9030101
https://doi.org/10.1057/s41264-021-00121-0
https://doi.org/10.1057/s41264-021-00121-0
https://doi.org/10.4337/9781800882942.00008

