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Introduction to the Research Series on
Firm’s International Marketing Dynamic
Capabilities: A Global Perspective

Significant uncertainty and fast changing demand and competition are
characteristic of the global market environment in the 21 century. Due to in-
ternational politics, lingering concerns about Eurozone sovereign debt crisis
and global financial crisis, and fast rise of emerging markets, many interna-
tional firms are facing a great deal of uncertainty about where the growth op-
portunities are and whether and when a country market might disappear. They
have to deal with fast changing demand situation in the global market as tra-
ditional developed markets are stuck in stagnation while emerging markets
experience fast growing but unbalanced customer demand. They also 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 uncertain and fast
changing global markets, international firms must develop and nurture dy-
namic capabilities (DCs) . A firm’s dynamic capabilities are its organiza-
tional ability vested in its culture and cross-functional organizational proces-
ses to effectively and efficiently respond to fast changing market environ-
ments. In the uncertain and fast changing global market, any resources or
capabilities of a firm would not be sufficient for its long-term success as they
could become obsolete quickly. The only sustainable competitive advantage of
an international firm in the global market is its dynamic capabilities.

The arrival of the emerging market firms into the global market has been
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another major development in global competition. These new international
firms do not necessarily follow the footsteps of their cousins from developed
country when they internationalize and when they compete in the global mar-
ket. Contrary to the internationalization experience of firms from developed
countries that brought superior technologies, well-established brands, and
vast resources accumulated at home to conquer other foreign markets that
were almost “non-inhabited” by strong rivals, firms from emerging markets
face a much greater daunting task when they attempt to international-
ize. These emerging market firms often do not have the state-of-the-art tech-
nologies or known brands and possess only limited resources. More important-
ly, they have to face well-entrenched rivals in almost all foreign markets and
all industries they try to enter. They simply have to find new paths to interna-
tionalization and they have to figure out how to develop and sustain dynamic
capabilities in order to successfully break in and stay in the global market.
Yet, research on how international firms develop and nurture their dy-
namic capabilities, especially for emerging market firms, has been
scarce. Not much insight is available as to what constitutes an emerging mar-
ket firm’s international marketing dynamic capabilities, how such dynamic
capabilities are developed, and how to sustain them in the uncertain and fast
changing global market. It is against this background that the current re-
search series on firm’s international marketing dynamic capabilities initiated
and supervised by Professor Xu Hui and completed by her graduate students
represents an extremely timely and critical contribution to the knowledge of
how emerging market firms create and sustain their international marketing
dynamic capabilities. Up till now, the three volumes in this series are de-
signed to tackle different issues involved in understanding and fostering the
development of international marketing dynamic capabilities of emerging mar-
ket firms. Collectively, they present a comprehensive view of emerging mar-
ket firms’ international marketing dynamic capabilities from a global perspec-
tive and form a solid foundation upon which future research can be conducted

and practical application can be made.



Volume 1 in this series deals with the conceptualization of marketing
dynamic capabilities and the mechanisms for their development in Chinese
international firms. While past research has made an attempt to examine a
firm’s dynamic capabilities in functional areas such as marketing and global
account management, none has done so in the context of emerging market
firms. What is more, the mechanisms through which marketing dynamic ca-
pabilities can be developed in emerging market firms have never been re-
searched. This volume presents a fresh view of what exactly constitutes an
emerging market firm’s marketing dynamic capabilities and through what
mechanisms such dynamic capabilities can be developed. They shed signifi-
cant insight on these complex issues and advance the literature significantly.

Volume 2 extends the research in volume 1 by applying the concept of
marketing dynamic capabilities to the international context. It defines interna-
tional marketing dynamic capabilities for emerging market firms, examines
the structure of such dynamic capabilities, and investigates the drivers of in-
ternational marketing capabilities in emerging market firms. Specifically, it
identifies three broad dimensions of international marketing dynamic capabil-
ities: global supply chain management capabilities, global product develop-
ment and management capabilities, and cross-cultural customer relationship
management capabilities. Based on a number of case studies, it discovers 12
factors that drive an emerging market firm’s development of international mar-
keting dynamic capabilities.

Volume 3 investigates the effect of international marketing dynamic ca-
pabilities on emerging market firm’s performance in the global market. To be
valid, the international marketing dynamic capabilities defined in volume 2
must be proven to be a major determinant of emerging market firm’s global
market performance, namely it must have nomological validity. Volume 3
serves to verify the validity of this newly coined construct with regard to three
different dimensions of emerging market firm’s performance; financial per-
formance, competitive advantages, and global strategies. In addition, it

discovers that top management’s global orientation is a contingency factor that



enhances the effect of international marketing dynamic capabilities on emer-
ging market firm’s performance in the global market.

The three volumes in this research series have combined to offer a com-
prehensive perspective of emerging market firms’ international marketing dy-
namic capabilities. Although the underlying research is done on Chinese in-
ternational firms, the findings seem to have great potential to be generalized
to other major emerging markets such as Brazil and India. International firms
from different emerging markets face similar challenges when they embark on
the path to internationalization. What has been found in this research series
could conceivably help all emerging market firms to understand the domains
of international marketing dynamic capabilities, the mechanisms for their
development, and their performance effects. It should also form a solid theo-
retical and empirical foundation for future research to further advance the
knowledge of how emerging market firms can be successful global competi-
tors.

Overall, the three volumes in this research series flow logically; the
conceptualization of key constructs is firmly planted in the literature; the
empirical evidence presented is solid and rigorous; and the authors’ presen-
tations are refreshing and insightful. I believe this research series adds major
significant insight to researchers and practitioners on internationalization of

emerging market firms.
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