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When expanding into the global market, the emerging markets firms can’t a-
void fast changing global market conditions due to intensified competition, rapid
technological advancement, and shifting international political and economic
landscapes. They have to compete with not only traditional international firms
from developed countries but also unorthodox competitors from emerging markets
with aggressive and nontraditional strategies. To survive and prosper in the uncer-
tain and fast changing global markets, international firms from emerging markets
must rapidly develop a strong adaptability in various international markets. A
firm’s adaptability in international markets is an ability to quickly adjust its prod-
ucts, marketing strategies, and organization to fit the changing demand and mar-
ket conditions of foreign markets.

Unfortunately, research on how emerging market firms develop adaptability
in international markets has been scarce. Little knowledge is available as to how
international market adaptability is developed and how it can be sustained in the
uncertain and fast changing global market. It is against this background that the
current research series on emerging market firms’ marketing exploration, exploi-
tation, and ambidexterity initiated and supervised by Professor XU Hui and com-
pleted by her doctoral students represents an exiremely timely and critical contri-
bution to the international business knowledge and literature. The four volumes in

this book series are designed to tackle different issues involved in understanding
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and fostering the development of international market adaptability by emerging
market firms. Collectively, they present an insightful and comprehensive perspec-
tive of how emerging market firms develop their international market adaptability
through marketing exploration, exploitation, and ambidexterity. Indeed, this se-
ries forms a solid foundation upon which future research can be conducted and
practical application can be made.

Volume 1 in this series, which is skillfully completed by Dr. XU Shouren,
deals with the importance of duality of marketing exploration and marketing ex-
ploitation in emerging market firms’ creation of international market adaptability
and attainment of superior performance. Specifically, Dr. Xu carefully examined
the conceptual domains and underlying dimensions of marketing exploration,
which involves gaining new knowledge and introducing innovations in internation-
al markets, and marketing exploitation, which focuses on using existing knowl-
edge and competitive advantages to grow in international markets. Combining case
research method and cross-sectional survey, Dr. Xu has found that both market-
ing exploration and marketing exploitation have positive effects on emerging mar-
ket firms’ adaptability and performance in international markets, and more im-
portantly that firms seeking ambidexterity by balancing marketing exploration and
marketing exploitation tend to have the best performance. Dr. Xu’s research find-
ings are very significant because, while past research has made an attempt to ex-
amine the effects of marketing exploration and marketing exploitation, most have
treated the two strategies as mutually exclusive. Dr. Xu’s research has presented
a new perspective that marketing exploration and exploitation can and should be
pursued simultaneously and in a balanced way.

Volume 2, diligentlydone by Dr. WANG Ruizhi, examines how marketing
exploration and marketing exploitation serve as the underlying mechanisms for e-
merging market firms to develop their international market adaptability. In fact,

Dr. Wang’ s research has made a couple of significant contributions to the inter-
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national business literature. First, using a grounded theory approach, Dr. Wang
has delineated the specific dimensions of marketing exploration and marketing ex-
ploitation. This has improved our understanding of the two popular concepts from
a marketing perspective. Second, drawing from the “capability-strategy-perform-
ance” framework in the existing literature, Dr. Wang has developed a “market-
ing capability-marketing exploration and exploitation-international market adapta-
bility” framework to link marketing exploration and marketing exploitation to e-
merging market firms’ international market adaptability. This framework has en-
hanced our understanding of what drives an emerging market firm’s marketing ex-
ploration and exploitation. Overall, the framework developed and tested in Dr.
Wang’s research is likely to spur future research on the boundary conditions under
which the two mechanisms of marketing exploration and exploitation will be espe-
cially useful in developing emerging market firms’ adaptability and performance
in international markets.

Volume 3, finely crafted by Dr. FENG Yongchun, investigates how emer-
ging market firms’ internationalization knowledge affects their international mar-
ket adaptability. Dr. Feng argued that internationalization knowledge is a strate-
gic asset that needs to be acquired and accumulated continuously. Yet, the exist-
ing literature is void of studies that focus on the mechanisms through which a
firm’s internationalization knowledge can be converted into competitive advanta-
ges. Building on a mix of qualitative and quantitative research, Dr. Feng has
found that emerging market firms have different needs for internationalization
knowledge at different stages of internationalization and that various sources need
to be tapped to obtain relevant internationalization knowledge. Moreover, Dr.
Feng has found that a firm’s learning capacity is key to converting internationali-
zation knowledge into international market adaptability and that its knowledge in-
tegration capability moderates the effect of internationalization knowledge on its

learning capacity. Dr. Feng has also discovered that market dynamism moderates
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the effect of emerging market firm’s learning capacity on its international market
adaptability. These findings offer valuable insight the role of internationalization
knowledge in fostering emerging market firms’ international market adaptability.

Volume 4, eloquently developed and contributed by Dr. FAN Yanan, is fo-
cused on emerging market firms’ innovation performance in international markets
as a key dimension of their adaptability in international markets. Specifically,
Dr. Fan examined how knowledge search, both exploration and exploitation and
ambidexterity , mediates the effects of emerging market firm’s interfirm network on
their innovation performance in international markets. While much has been said
about the importance of interfirm network to a firm’s international market perform-
ance, little is known in the international business literature about the mechanism
by which interfirm network influence performance. Dr. Fan theorized that knowl-
edge search through exploration and exploitation is an important intermediate
mechanism through which interfirm network affects emerging market firms’ inno-
vation performance in international markets. Based on both qualitative and quan-
titative studies on Chinese internationalizing firms, Dr. Fan has found strong em-
pirical support for her proposed theoretical framework. She also found that emer-
ging market firms’ absorptive capacity and the volatility of market conditions pos-
itively moderate the effect of knowledge search on innovation performance. Dr.
Fan’s research has significantly advanced the international business literature by i-
dentifying and supporting knowledge search as a key mediating mechanism by
which interfirm network influence emerging market firms’ innovation perform-
ance.

The four volumes in this research book series have combined to offer a fresh
comprehensive perspective of how emerging market firms develop their adaptabili-
ty and improve their performance in international markets. Given the fact that
Chinese firms have been expanding aggressively in international markets and that

these research projects were completed on Chinese international firms, the find-
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ings of these research projects offer a unique window into understanding how Chi-
nese internationalizing firms are able to enhance their adaptability and achieve
impressive performance in international markets. Since international firms from
different emerging markets face similar challenges when they embark on the path
to internationalization, there seems be a great potential that the findings reported
in this book series can be generalized to other major emerging markets such as
Brazil, India, Russia, and Turkey, and that this research series could conceiva-
bly help all emerging market firms to develop their adaptability and improve their
performance in international markets. The book series should also form a solid
theoretical and empirical foundation for future research to further advance the
knowledge of how emerging market firms can be successful global competitors.
Overall, the four volumes in this research series are interrelated and comple-
mentary. The evidence presented is solid and rigorous; and the authors’ presen-
tations are refreshing and insightful. 1 believe this research series offers major in-

sight to researchers and practitioners on internationalization of emerging market

firms.
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