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This research investigates the effect of market orientation on environmental dynamics and organizational perfor‐
mance in the context of foreign trade companies, incorporating mediating and moderating effect of social media
crowdsourcing and competitive advantage. A quantitative study using a cross‐sectional design collected data from
mid‐level and upper‐levelmanagersworking in theNetherlands and analyzed the data using SmartPLS 3.0. The results
indicated that market orientation has a significant negative effect on environmental dynamics and a positive effect
on organizational performance. Meanwhile, social media crowdsourcing mediated the relationship between market
orientation and environmental dynamics and organizational performance. Furthermore, competitive advantage had
a moderating effect on social media crowdsourcing and environmental dynamics and organizational performance.
These findings provide significant theoretical implications for dynamic capability theory, along with practical implica‐
tions for managers seeking to utilize digital tools to enhance business sustainability.

© 2025 The Author(s). Published by TAF Publishing.

INTRODUCTION
Due to global market integration, increased global competi‐
tion, and the rapid adoption new technologies that have al‐
tered how businesses operate and how consumers interact
and communicate, businesses need to navigate a fluid environ‐
ment (Geleta et al., 2025). Hence, businesses need to better
understand and respond to customer needs to build customer
loyalty and achieve sustainable growth, thereby enabling them
to survive in an intensely fluid market. According to Etana et al.
(2025), to retain and satisfy consumers, a business needs to be‐
come skilled at collecting, analyzing, and responding tomarket
data. Organizations must implement a market‐oriented strat‐
egy to achieve this goal, leveraging new technologies to com‐
municate with customers and collect information (Behfrouz &
Tahmasebpoor, 2025; Liu et al., 2024).
The business environment today is dynamic and turbulent, re‐
quiring organizations to constantly adjust if they are to survive

and thrive (Juárez‐Varón & Monreal, 2025). A critical strate‐
gic concept in this environment is market orientation, which
is the extent to which a firm is committed to gathering, dis‐
tributing, and acting on market intelligence about both cus‐
tomers and competitors. While much has been written about
how market orientation could lead to superior performance,
the linkages and mechanisms that explain that performance
have become increasingly sophisticated (Tan, 2024; Yaskun et
al., 2023). Market Orientation (MO), is defined as “the set
of cross‐functional processes and activities directed at creat‐
ing and satisfying customers through continuous needs assess‐
ments” (Nguyen et al., 2023), enables the linkage of an inter‐
nal resource focus with an external customer focus. Environ‐
mental dynamism is described as the speed and unpredictabil‐
ity of change in external environments (Hernández‐Linares et
al., 2021). These settings are typically characterized by rapid
technological change, evolving customer preferences, increas‐
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ing competition, and new economic dynamics. In the face of
significant turbulence, the old, reliable relationship between
strategy and performance may change. In highly dynamics set‐
tings, firms often face greater uncertainty, which may create
greater opportunities to exploit or pose a threat to the firm’s
continued existence (Tang et al., 2022). Thus, a firm’s ability
to identify, adapt to, and proactively shape its environment is
a critical factor in its success. Developing a narrative of how
an organization’s strategic decisions and internal capacity align
with external dynamism can enhance a firm’s business perfor‐
mance (Etana et al., 2025).
With the advent of digital platforms andWeb 2.0 technologies,
a new practice, social media crowdsourcing has been added
to market intelligence efforts (Juárez‐Varón & Monreal, 2025).
Crowdsourcing, which leverages public wisdom and creativity
rather than only the firm’s resources, enables the generationof
new ideas and innovative solutions (Mia et al., 2023). This prac‐
tice now offers firms a powerful opportunity to supplement
market intelligence and thereby improve performance (Basile
et al., 2025). Online social networks and collaborative soft‐
ware are the primary methods for disseminating and gather‐
ing customer information, requiring businesses to use various
Web 2.0 tools to collect such data. Maintaining an online pres‐
ence is consequently vital for businesses to receive timely cus‐
tomer input and adapt their offerings. As young and small busi‐
nesses pursue internationalization to reach larger markets and
achieve greater growth, this strategy also increases sustainabil‐
ity and profitability. In the Netherlands, as in most European
countries, 88% of businesses are SMEs (Juárez‐Varón & Mon‐
real, 2025), playing a vital role in social cohesion and economic
development. Between 2014 and early 2024, the Nether‐
lands government aimed to increase SME export contributions
by 69%, reaching over 1.56 million, especially by supporting
technology‐based and high‐value products and opening new
markets (Etana et al., 2025). Competitive advantage the ben‐
efit a company has over competitors that elevates its ability
to serve customers and boost profits (Tan, 2024) arises from
building a unique, hard‐to‐replicatemarket position. In today’s
dynamic business environment, competitive advantage offers
resilience against external shocks and is necessary for turning
strategy into performance (Ed‐Dafali et al., 2023; Jam et al.,
2025). Therefore, understanding the sources and types of com‐
petitive advantage is crucial for overall firm performance, es‐
pecially for firms using social media crowdsourcing for market
intelligence and decision‐making (Falahat et al., 2022; Rua &
Santos, 2022).

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Dynamic Capability Theory
Dynamic Capability Theory provides a strong framework for
explaining how firms succeed in dynamic environments. It
shows how firms build and adapt their resource bases to sus‐
tain competitive advantage (Kapoor & Aggarwal, 2020). The
theory holds that static resources alone cannot ensure a firm’s
long‐term survival in unstable conditions, thereby emphasiz‐
ing higher‐order capabilities, dynamic capabilities, defined as
the processes that allow organizations to both respond to and
shape their environment. Dynamic capabilities comprise three
main processes: identifying opportunities and threats, seizing
opportunities through strategic action, and transforming the
firm accordingly.
To maintain competitiveness Bleady et al. (2018) stated that,
market orientation is a fundamental strategic capability that
encompasses the ability to sense market trends. A market‐
oriented firm routinely seeks out and disseminates market in‐
telligence, which is central to identifying opportunities and
threats. However, traditional market sensing alone is not suffi‐
cient in a digital context. Social media crowdsourcing offers a
potential seizing capability mechanism, providing a powerful,
digital‐age means for firms to leverage insights gained from
market orientation (Bleady et al., 2018; Kapoor & Aggarwal,
2020). By using social media to crowdsource ideas, solutions,
and feedback from an online community, firms move beyond
simply sensing the market through direct or indirect observa‐
tions.
The firm would be seizing the opportunity, as indicated by
its action and creating realized marketing opportunities. This
builds rapidly responsive capabilities to help the firm continu‐
ously reconfigure its knowledge base and operational routines,
to inform effective alignment with changing market demands,
in turn enhancing the firm’s adaptive capabilities toward envi‐
ronmental dynamism (Etana et al., 2025). According to Etana
et al. (2025), the success of the firm is the result of the inter‐
actions between its capabilities and the external environment,
and environmental dynamism is an important contextual con‐
dition that heightens the need for the firm to activate its dy‐
namic capabilities. In a high‐velocity environment, a firm’s
competitive advantage primarily derives from its dynamic ca‐
pabilities, which outshine those of its competitors. Compet‐
itive advantage is not a self‐explanatory construct; rather, it
refers to the firm’s ability to leverage its resources and dynamic
capabilities more effectively than competitors (Liu et al., 2024).
The firm will now be able to achieve not only survival, but su‐
perior organizational performance.
In this way, dynamic capability theory provides a strong foun‐
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dation for the model, explaining how a firm’s market ori‐
entation affects competitive advantage through social media

crowdsourcing in a dynamic, unpredictable environment.

FIGURE 1. Conceptual model

Market Orientation
Juárez‐Varón and Monreal (2025) define market orientation
as the development of market intelligence that takes into ac‐
count customers’ present and future needs and shares this
intelligence across the organization to enable appropriate re‐
sponses to various needs. According to Yaskun et al. (2023),
market orientation is an organizational culture that creates
patterns of behavior within the business to analyze clients,
provide a service that is more valuable than of competitors,
and boost productivity. Customer orientation (identifying and
meeting customer needs), competitor orientation (evaluating
rivals’ strengths and weaknesses), and departmental coordina‐
tion to facilitate information sharing and deliver greater value
to customers are components of market orientation (Nguyen
et al., 2023).
Several studies have examined this relationship, but the con‐
sensus is that market orientation does not directly produce
or affect environmental dynamism; it is predominantly inter‐
preted as a strategic response to environmental dynamism
(Borodako et al., 2022; Falahat et al., 2022; Rua & Santos,
2022).In this case, environmental dynamism, which refers to
environmental changes in market conditions, technology, and
competition that are fast and uncertain, may be viewed as
an important external variable that firms attempt to adapt to
by having a market orientation (Hassnain, 2022; Hernández‐
Linares et al., 2021). It is important to note that a firm’s mar‐
ket orientation enables it to respond to an uncertain environ‐
ment by persistently collecting and sharing information about
customers and competitors. A high‐technology dynamism ex‐
ample: a market‐oriented firm will take information from in‐
novation and changes in customer needs (as firms that are
market‐oriented do that react to customer needs), thereby al‐
lowing the firm to modify its strategy to respond and compete

quickly (Puspaningrum, 2020; Wanigasooriya, 2024). Evidence
suggests that the positive consequences of market orientation
on firm performance are even greater in highly dynamic con‐
texts (Ed‐Dafali et al., 2023). In relatively stable environments,
the consequences of a high level of market orientation are less
pronounced because uncertainty is lower. Falahat et al. (2022)
stated that the importance of market orientation for profitabil‐
ity was greater in turbulent markets. Others have suggested
that a market orientation, as a dynamic capability, provides
the firm with an efficient response function to environmental
changes and create a pathway to competitive advantage (Etana
et al., 2025; Liu et al., 2024).
According to Nguyen et al. (2023), market orientation is an im‐
portant aspect of organizational culture, and there is evidence
that market orientation relates positively to performance.
Borodako et al. (2022) suggested that a market‐oriented cul‐
ture helps organizations respond more effectively to changes
in the market environment, leading to improved customer sat‐
isfaction, loyalty, and ultimately profitability. More recent
studies have supported this finding across a wide variety of in‐
dustries and countries. Ed‐Dafali et al. (2023) noted that exten‐
sive research on market orientation has established a strong,
positive, and durable relationship betweenmarket orientation
and multiple dimensions of firm performance, including finan‐
cial performance (e.g., return on investment) and market out‐
comes (e.g., market share).
For example, some studies propose that the impact of mar‐
ket orientation on performance is contingent on innovation,
claiming that market‐oriented firms rely on the market infor‐
mation they collect to develop new products and processes
that drive performance (Elgarhy & Abou‐Shouk, 2023; Yaskun
et al., 2023). Other evidence suggests that environmental in‐
fluences affect the strength of the relationship, which is useful
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for the overall research model. That said, there is abundant lit‐
erature that provides strong evidence for the basic claim that,
to build andmaintain high performance, a firm’s strategy must
be centered on the customer and competitors (Liu et al., 2024;
Tan, 2024). Hence,
H1: Market orientation has a direct and significant impact on
environmental dynamics.
H2: Market orientation has a direct and significant impact on
organizational performance.

Mediating Role of Social Media Crowdsourcing
According to Siakas and Siakas (2020), crowdsourcing is the
practice of businesses using groups as providers of labor, fi‐
nancial resources, expertise, and ideas via an internet plat‐
form. Juárez‐Varón and Monreal (2025) suggest a business
model that leverages collective creativity by outsourcing work
that would typically be completed in‐house to a large num‐
ber of individuals via online platform. The rise of open‐source
software that supports organizations in developing new soft‐
ware programs and apps; the growth of self‐managed com‐
munities whose activities are built on common interests; the
revitalization of amateurs as crowdsourcing calls on the pub‐
lic to contribute content creation, either as amateurs and/or
entrepreneurs who have some acquaintance with the subject
matter; and the greater availability of production tools used
for content creation and communication (Bono et al., 2023).
Open innovation and co‐creation are two core areas within
the broader domain of innovation and management that un‐
derpin crowdsourcing (Feng et al., 2023). The crowd (the par‐
ticipants in a crowdsourcing campaign), the crowdsource (the
organization attempting to achieve an objective), the crowd‐
sourcing task (the activity or task that is to be completed),
and the crowdsourcing platform (the system, software, or non‐
software, throughwhich crowdsourcing is administered) repre‐
sent the common features that define crowdsourcing (Devece
et al., 2021).
Luo et al. (2023) propose that the purpose of market orien‐
tation is to help a firm adapt to its environment by collect‐
ing and using knowledge of that environment. Social media
crowdsourcing is a contemporary tool an organization can use
to strengthen itsmarket‐sensing capabilities and respondmore
quickly tomarket changes (Mia et al., 2023). It is a process that
results from the firm’s strategic actions, notmerely an external
force that can change the pace of change in an environment.
Accordingly, the relationship is better framed as the moderat‐
ing role of environmental dynamism in shaping the effects of
market orientation and social media crowdsourcing on a firm’s
performance, rather than the other way around. In a highly dy‐

namic environment, the ability to sense and respond quickly
to change is more valuable, so the positive effects of a market‐
oriented culture and crowdsourcing increase the potential for
strong performance in such environments (Basile et al., 2025).
For example, some research has demonstrated that the posi‐
tive relationship betweenmarket orientation and performance
is substantially strengthened in high turbulence (Cricelli et al.,
2022).
A fundamental component of developing novel products for
the market is comprehending consumer needs (Ayuni, 2022).
Indeed, the relationship between market orientation and or‐
ganizational performance is moderated by innovation. Mar‐
ket orientation includes consumer orientation, which affects
an organization’s capacity for innovation. According to Liu et
al. (2024), there are positive relationships among market ori‐
entation, innovation, and organizational performance. Since
the contemporary environment highlights the strategic sig‐
nificance of customer information for businesses and influ‐
ences the variousmanagement processeswithin organizations,
market‐oriented strategies and new technology related strate‐
gies are being developed.
Studies have indicated that social media and crowdsourcing
can considerably enhance a firm’s market orientation capa‐
bilities and ultimately improved performance (Ed‐Dafali et al.,
2023; Rua & Santos, 2022). By utilizing the” wisdom of the
crowd, “firms can become more responsive to market shifts,
foster product innovation, and bolster customer relationships,
all factors associated with organizational performance. In the
absence of the crowdsourcing mechanism, firms may glean
market insights through their market‐oriented culture but may
not be able to leverage them effectively, thereby yielding a
weaker connection to performance (Hernández‐Linares et al.,
2021; Nguyen et al., 2023; Yaskun et al., 2023). Hence;
H3: Social media crowdsourcing has a significant mediating im‐
pact between market orientation and environmental dynam‐
ics.
H4: Social media crowdsourcing significantly mediates the re‐
lationship between market orientation and organizational per‐
formance.

Moderating Role of Competitive Advantage
Market orientation is the cornerstone for achieving competi‐
tive advantages that are hard for rivals to imitate Juárez‐Varón
and Monreal (2025) and can boost the company’s long‐term
performance and positive outcomes, which is what most or‐
ganizations aim for. Since this resource is hard for rivals
to imitate, market orientation becomes essential for gaining
an advantage over the competition Falahat et al. (2022) and
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for demonstrating a longer‐term focus than a more straight‐
forward customer‐oriented approach, as it entails a more
thorough market analysis. Assuming that market orientation
analyses consumers, competition, and market circumstances,
the behavioral perspective was expanded by Rua and Santos
(2022), who identified two complementary approaches: the
market‐driven approach and themarket‐driving approach. The
“market‐driven” approach, refers to learning, comprehending,
and reacting to the behavior of agents in a particular market.
A business can be both market‐driven and customer‐driven, as
the two strategies work well together.
Interacting with customers to get their thoughts on subjects
and even for the development of new products is one of the
necessities that motivate businesses to use crowdsourcing. Ed‐
Dafali et al. (2023) argue that this interaction enables firms
to obtain useful market research to develop new goods or
services. Companies utilize crowd sourcing to get ideas from
outside the organization and encourage and boost innovation
to meet the evolving needs of customers to deal with such a
changing environment and rising competition (Yaskun et al.,
2023). Crowdsourcing establishes market orientation within
the organization, particularly when applied to product and ser‐
vice innovation (Liu et al., 2024).
A company with a significant competitive advantage (such as a
strong brand) can use social media crowdsourcing more effec‐
tively to strengthen its position and ultimately thrive in a dy‐
namic market; however, the market remains dynamic (Ayuni,
2022). Cricelli et al. (2022) emphasize how competitive advan‐
tage moderates the relationship between social media crowd‐
sourcing and organizational performance in a dynamic context.
For example, a firm holding a low‐cost leadership competitive
advantage might Use social media crowdsourcing to seek low‐
cost solutions, while a firm with a differentiating advantage
might use it to generate unique product ideas (Bono et al.,
2023). The dynamic capability theory suggests that competi‐
tive advantage results from a firm’s ability to leverage its ca‐
pabilities and resource stocks to respond to environmental dy‐
namism.
For instance, a company with a differentiation advantage
based on its brand or product quality could use social media
crowdsourcing to gather ideas for new, innovative products to
enhance customer service. The crowd’s input would be more
likely to generate favorable performance outcomes because
the company possesses both the brand and capabilities to im‐
plement and market the ideas (Feng et al., 2023). Here, com‐
petitive advantage functions as a multiplier, enhancing the re‐
lationship between crowdsourcing and performance. If a com‐
pany does not have such an advantage, crowdsourcing activi‐

ties could yield a generic product/service that, in the relevant
market, a competitor could also create/offer, and which would
yield little to no performance outcomes (Puspaningrum, 2020).
On the other hand, a company implementing a low‐cost leader‐
ship strategywould employ a social media crowdsourcing strat‐
egy differently. A company with a significant cost advantage,
as indicated, would be better positioned to implement crowd‐
sourced cost‐efficiency measures, which would directly rein‐
force its strategy and thereby improve its performance (Falahat
et al., 2022). Hence;
H5: Competitive advantage has a significant moderating im‐
pact on socialmedia crowdsourcing and environmental dynam‐
ics.
H6: Competitive advantage has a significant moderating im‐
pact on social media crowdsourcing and organizational perfor‐
mance.

METHODOLOGY
Data Collection
To obtain an appropriate and representative sample of foreign
trade enterprises in the Netherlands, a multi‐stage sampling
method was used. Enterprises in the Netherlands represented
a variety of sectors such as tourism, pharmaceuticals, manufac‐
turing, warehousing, administrative services, healthcare, con‐
struction, and IT, with many customer‐and client‐focused roles.
Additional stratification was completed by company size, iden‐
tifying enterprises as micro, small, medium, and large, to dis‐
tinguish differences in operational capacities. Within each stra‐
tum, enterprises were selected using random sampling to en‐
sure representation coverage while minimizing selection bias.
After completing the enterprise selection process, middle‐ and
top‐level managers from within the enterprise were identified
as respondents, due to their in‐depth knowledge of the enter‐
prise’s strategic initiatives, such as being market‐oriented, in
any direction explored in the research.

Participants and Demographics
The study collected responses from 88% of the 545 enter‐
prises contacted, resulting in 480 valid responses from en‐
terprises. Participants consisted of 75% middle managers
and 25% top managers. The sizes of companies repre‐
sented in the sample were micro (43%), small (29%), medium
(18%), and large (10%). The sample also accounted for
companies across industries, with the most common being
tourism(21%),pharmaceuticals(33%),construction(28%),and
warehousing (18%).Companies included in the sample also
reported a wide range of operational maturity, ranging from
those that had been in business for less than 3 years (28%),
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more than 10 years (33%), and 5‐8 years (39%).

Ethical Considerations
Participants were not financially compensated for participa‐
tion. All participantswere providedwith complete information
about the study’s purpose and gave informed consent prior to
participation. Confidentiality measures ensured voluntary par‐
ticipation and ethical compliance.

Measurements
Market orientation
The Market Orientation instrument was developed by Juárez‐
Varón and Monreal (2025). The 18 items represent four di‐
mensions: customer orientation, competitor orientation, inter‐
functional coordination, and inter‐partner orientation, and are
measured using a 5‐point Likert scale, with higher scores indi‐
cating a stronger market orientation. The reliability measure
using Cronbach’s alpha was 0.933, and the CFA results were
strong.

Social media crowdsourcing
The final elements selected for gauging social media crowd‐
sourcing are those put forward by Juárez‐Varón and Monreal
(2025), since they cover strategies for inspiring and encourag‐
ing clients to get involved by offering suggestions to the busi‐
ness. According to Juárez‐Varón andMonreal (2025), this scale
based on established scale development criteria. The replies
were measured using a five‐point Likert scale. The measur‐
ing device was examined in two stages. The panel of experts
comprised 24 professionals with backgrounds in business and
academia who had studied crowdsourcing. There were four
items on the scale.

Competitive advantage
The competitive advantage scale was developed by Tan (2024).
Seven items were used in its formulation. The Tan (2024) scale
was chosen for this study because it best integrates the primary
scales that have been employed. A five‐point Likert scale was
used for the responses.

Environmental dynamics
Etana et al. (2025) established a measurement scale for envi‐
ronmental measurements. It consists of nine items, and an‐
swers are recorded using a 5‐point Likert scale; higher scores in‐
dicate greater perceived environmental dynamism. Both valid‐
ity and reliability metrics were strong, with CFA findings show‐
ing a very good model fit (Cronbach’s alpha = 0.926).

Organizational performance
Borodako et al. (2022) developed the Organizational Perfor‐
mance instrument. It consists of eight items, and answers are
recorded using a 5‐point Likert scale; higher scores indicate
superior performance in comparison to rivals. Both validity
and reliability metrics were strong, with CFA findings showing
a very good model fit (Cronbach’s alpha =0.888).

RESULTS
To test the theories and validate the model, the Partial Least
Squares Structural Equation Modeling (PLS‐SEM) approach
was used. Any exploratory investigation, including this one,
can be successfully analyzed using the PLS‐SEM approach. Ac‐
cording to Hair et al. (2024), the PLS‐SEM technique does not
impose any sampling restrictions and is suitable for analyzing
data that are not normally distributed.

Assessment of Measurement Model
Evaluation of F.L., validity, reliability, AVE
Hair et al. (2024), state that reliability and validity of the mea‐
surement model should be evaluated first. As such, we began
with an evaluation of the convergent validity, internal consis‐
tency, and reliability of each of the indicators. The Composite
Reliability (CR) was used to evaluate the reliability of the scale,
and the Average Variance Extracted (AVE) was used to evaluate
the convergent validity. As noted by Hair et al. (2024), CR val‐
ues above 0.6 are acceptable, and Table 1 reflects CRs from
0.869 to 0.941, suggesting that the measurement model in
this study demonstrated high levels of internal consistency and
was appropriate for the sample and demonstrated both consis‐
tency and reliability. Results confirmed that all constructs ad‐
vanced both the model of high internal consistency reliability
as well as the convergent validity. For AVE, values ranged from
0.564 to 0.629, which was consistent with Hair et al. (2024)
recommendations that AVE values of 0.5 or higher are accept‐
able. Based on the evaluated constructs as noted by Hair et
al. (2024), Cronbach’s Alpha greater than 0.7 was found to be
appropriate for reliability; in this study, Cronbach’s Alpha val‐
ues ranged from 0.799 to 0.933, confirming reliability for the
measurement model.

Discriminant validity
Once the measuring scales’ convergent validity and reliability
were acknowledged, the variables’ discriminant validity was
checked. Each latent variable was greater than the correlation
coefficient among other constructs andwas similar to the crite‐
rion reported by Bagozzi et al. (1981), by checking the square
root of AVE values to assess discriminant validity.
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TABLE 1. Assessment of validity, reliability, and AVE

Constructs Items Factor. L Alpha CR AVE
Market Orientation 0.933 0.941 0.571
Customer Orientation CO1 0.735

CO2 0.754
CO3 0.751
CO4 0.757
CO5 0.732
CO6 0.793

Competitor Orientation CPO1 0.769
CPO2 0.717
CPO3 0.760
CPO4 0.768

Inter‐Functional Orientation IFO1 0.751
IFO2 0.761
IFO3 0.784
IFO4 0.759
IFO5 0.794

Inter‐Partner Orientation IPO1 0.763
IPO2 0.777
IPO3 0.774

Social Media Crowdsourcing SMC1 0.777 0.799 0.869 0.625
SMC2 0.786
SMC3 0.857
SMC4 0.737

Competitive Advantage CA1 0.777 0.874 0.903 0.571
CA2 0.820
CA3 0.795
CA4 0.715
CA5 0.773
CA6 0.748
CA7 0.752

Environmental Dynamics ED1 .813 0.926 0.938 0.629
ED2 0.788
ED3 0.742
ED4 0.781
ED5 0.785
ED6 0.809
ED7 0.831
ED8 0.722
ED9 0.858

Organizational Performance OP1 0.780 0.888 0.911 0.564
OP2 0.836
OP3 0.815
OP4 0.743
OP5 0.898
OP6 0.771
OP7 0.845
OP8 0.799
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Further testing of latent variables confirmed that they had dis‐
criminant validity. According to Hair et al. (2024), an indica‐
tor’s loadings should be greater than the loadings of each of its
cross‐loadings. Results for discriminant validity are provided
in Table 2, where the correlation coefficient among other con‐
structs is smaller than the square root of the AVE values of the
five constructs.
TABLE 2. Assessment of discriminant validity
Constructs 1 2 3 4 5
Competitive Advantage 0.756
Environmental Dynamics 0.714 0.793
Market Orientation 0.624 0.765 0.786
Organizational Perfor‐
mance

0.619 0.720 0.858 0.751

Social Media Crowdsourc‐
ing

0.614 0.564 0.630 0.656 0.790

Assessment of structural model
With the variance assessment considered, the predictive rel‐
evance model was used to assess the model fit (Hair et al.,
2024). To evaluate the model fit, the R²magnitude of the de‐
pendent variables was also included. The R²value scan ranges
from 0 to 1, with larger values indicating that the model has
good explanatory power according to the model evaluation
guidelines proposed by Hair et al. (2024). Within the structural
model, the endogenous latent variables had R‐squared values
of 0.75, 0.50, and 0.25, respectively. Hence, the R² value of
environmental dynamism in this study was 0.608, indicating
that 60.8% of the dynamics’ variance is of moderate values
in formulating market orientation prediction accuracy. Next,
the R²value of organizational performance was 0.878, indicat‐

ing that 87.8% of the variance in organizational performance
is of moderate values in relation to prediction accuracy with
market orientation. Finally, the SMC’s R² value of 0.533 indi‐
cated that 53.3% of the variance in SMC is significant in terms
of prediction accuracy with market orientation, organizational
performance, and environmental dynamics.

Direct and indirect analysis
Hypotheses proposed were tested using SmartPLS 3.0, (Hair et
al., 2024), and the significance of the path coefficient effect
was assessed with a non‐parametric bootstrapping procedure
(2,000 replications). PLS‐SEM was used to evaluate the struc‐
tural model for this inquiry using the path coefficient standard‐
ized β, t values, and significance levels (ρ). The results concern‐
ing the evaluation of the hypotheses from the PLS analysis are
presented in Table 3. Hypothesis 1 shows that market orien‐
tation has a negative and significant impact on environmental
dynamism (β = ‐0.477, t = 7.208). Hypothesis 2 shows thatmar‐
ket orientation has a positive and significant impact on organi‐
zational performance (β = 0.269, t = 3.345). Table 3 shows the
mediating role of social media crowdsourcing between mar‐
ket orientation and environmental dynamism (β = 0.178, t =
2.895). Furthermore, the table shows the mediating role of
social media crowdsourcing between market orientation and
organizational performance (β = 0.067, t = 1.994). However, it
also shows the moderating role of competitive advantage on
social media crowdsourcing and environmental dynamism (β
= 0.190, t = 2.904). Lastly, the moderating role of competitive
advantage on social media crowdsourcing and organizational
performance (β = ‐0.137, t = 2.984).

TABLE 3. Results of direct and indirect effects

Relationships β Mean SD T Values p Values
H1 MO‐>ED ‐0.477 ‐0.480 0.066 7.208 0.000
H2 MO‐>OP 0.269 0.261 0.080 3.345 0.001
H3 MO‐>SMC‐>ED ‐0.178 ‐0.178 0.062 2.895 0.004
H4 MO‐>SMC‐>OP 0.067 0.064 0.033 1.994 0.047
H5 CA*SMC‐>ED 0.190 0.188 0.065 2.904 0.004
H6 CA*SMC‐>OP ‐0.137 ‐0.134 0.031 2.984 0.017

DISCUSSION

This study reinforces themain hypothesis by showing that mar‐
ket orientation has a major impact on organizational perfor‐
mance and environmental dynamics, both directly and indi‐
rectly through the moderating influence of competitive advan‐
tage and the mediating impacts of social media crowdsourc‐
ing. These results are consistent with those of Juárez‐Varón
and Monreal (2025), Tan (2024), and Yaskun et al. (2023), who

highlighted market orientation as a crucial facilitator of inno‐
vation and operational efficiency. Similarly, the findings of Ed‐
Dafali et al. (2023) and Rua and Santos (2022), who empha‐
sized its importance in coordinating environmental dynamism
with market demands, are echoed by the role of market orien‐
tation in promoting responsiveness and adaptation.

The finding indicates that market orientation can have a nega‐
tive and significant effect on environmental dynamics. While

ISSN: 2414‐309X
DOI:https://doi.org/10.20474/jabs‐11.2.2

https://doi.org/10.20474/jabs-11.2.2


87 J. Admin. Bus. Stud. 2025

perhaps unexpected, this is soundly situated in the context of
the firm’s strategic orientation. Most previous studies find a
positive relationship, claiming that strong market orientation,
which includes collecting and disseminating information about
customer and competitor preferences, leads firms to respond
to the growing demand for sustainable goods and conduct sus‐
tainable practices (Elgarhy & Abou‐Shouk, 2023). However,
these results are consistent with a more sophisticated reading
that differentiates between “proactive” and “reactive” market
orientations. A firmwith a reactive or short‐termmarket orien‐
tation can adopt a short‐term orientation to satisfy immediate
consumer demand and reduce costs, ultimately to the detri‐
ment of the firm’s environmental sustainability (Nguyen et al.,
2023). A firm can demonstrate a reactive, or short‐term, mar‐
ket orientationwhen it only responds tomarket signals that sig‐
nal demand for lower prices; typically, that demand is satisfied
through less sustainable materials or production processes.
The second hypothesis that market orientation positively and
significantly affects organizational performance concurs with
decades of both marketing and strategic management litera‐
ture. One of the underlying propositions of this literature is
that firms that can create, disseminate, and respond tomarket
intelligence (about customers and competitors) are better able
to create superior value for customers, and ultimately in the
market. This is attributed to amarket‐oriented culture focusing
the whole organization schematically, enabling effective front‐
of‐the‐house coordination across departments (including prod‐
uct development, marketing, and selling), to all work toward
the common goal of market satisfaction more effectively than
competitors (Yaskun et al., 2023). All of this strategic coordi‐
nation enhances marketing capabilities, customer loyalty, and
market share, all of which contribute directly to greater finan‐
cial and non‐financial performance. Thus, a strong market ori‐
entation is deemed a reliable source of sustainable competi‐
tive advantage and is pivotal for firms to succeed in dynamic
and competitive environments.
An important mediator of social media crowdsourcing be‐
tween market orientation, environmental dynamism, and or‐
ganizational performance is arguably a mechanism to explain
how a firm’s market orientation translates into enhanced envi‐
ronmental dynamism and organizational performance. When
firms take amarket‐oriented approach, they aremore comfort‐
able collecting and responding to external information. By uti‐
lizing Twitter, Instagram, or even their own community, firms
leverage social media crowdsourcing to gather ideas about
newgreen products, sustainable packaging designs, or environ‐
mentally sustainable business processes from a vast, diverse,
and motivated pool of participants (Feng et al., 2023). This

crowdsourced data provides an extensive amount of informa‐
tion on consumer preferences for sustainability and uncovers
new environmental challenges and opportunities that would
not normally be captured through traditional market‐oriented
research. This process of “open environmental innovation,”
where knowledge is obtained from external stakeholders and
brought back into a firm’s R&D function for product, service,
and process design, allows the market‐oriented firm to iden‐
tify environmentally driven needs from consumers, while also
generating creative, actionable solutions to respond to pre‐
viously unknown (and sometimes difficult) consumer needs
(Bono et al., 2023). Thus, a firm’s market‐oriented engage‐
ment with different stakeholder groups on environmental is‐
sues is enhanced through the firm’s utilization of social media
crowdsourcing as a direct outcome of its superior environmen‐
tal dynamism. In other words, as a market‐oriented firm, en‐
gagement in sustainability programs moves from a reactive to
a proactive innovation approach through social media crowd‐
sourcing to engage with its stakeholders on environmental is‐
sues. While a firm’s market‐oriented culture of gathering and
responding to market intelligence and other stakeholder in‐
sights is a well‐established source of performance (Mia et al.,
2023), the finding about mediations suggests a more complex
relationship, as the effect on performance was not direct, but
occurred through a mechanism.
The result shows that competitive advantage moderated the
relationship between social media crowdsourcing and envi‐
ronmental dynamism, and performance illustrates an impor‐
tant perspective regarding the organizational significance of
an organization’s internal capabilities for accessing external re‐
sources. Social media crowdsourcing can undoubtedly func‐
tion as a very effective and useful mechanism for obtaining
environmental information and ideas from a broad swath of
individuals, but not all firms may be able to effectively har‐
ness the input from the social media crowd to improve en‐
vironmental performance. Competitive advantage may work
as a moderating variable in the relationship between crowd‐
sourced ideas and outcomes or possibly be a positive factor in
the relationship between crowdsourced environmental ideas
and outcomes (Liu et al., 2024). The crowdsourcing firm with
a competitive advantage will likely have highly competent or‐
ganizational and technological support for the conversion of
crowdsourced ideas into formal operations more readily or ef‐
ficiently (Ed‐Dafali et al., 2023). Conversely, a firm without
a strong competitive advantage may have difficulty connect‐
ing with a sizable crowd or may simply struggle to effectively
use crowd sourcing, which may also indicate they are not able
to create substantial social media crowd sourcing as a pro‐
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cess/procedure for making substantial environmental changes.
Additionally, more importantly, firms possessing greater com‐
petitive advantage have greater absorptive capacity and knowl‐
edge about how to integrate crowd sourcing knowledge into
their processes and new product development (Falahat et al.,
2022; Puspaningrum, 2020).

Theoretical Implications
This research study advances significant theoretical implica‐
tions from its findings by connecting Dynamic Capability The‐
ory (DCT) with market orientation, social media crowdsourc‐
ing, and organizational performance. The findings theoreti‐
cally extend DCT by extending its traditional focus on internal
resources and routines for adaptation into a new dimension
that incorporates digital and externally enabled capabilities. In
this case, it illustrates that a firm’s dynamic capability, in par‐
ticular its ability to both sense and seize market opportunities,
can be enabled and amplified in the digital era. This is im‐
portant as social media crowdsourcing is a powerful external
sensing process that facilitates a market‐oriented firm to ac‐
cess large‐scale information rapidly and at low cost about new
market trends, environment, or organizational improvement.
A firm may be able to “sense” a broader set of environmental
signals through social media crowdsourcing, such as latent cus‐
tomer needs, and possibly other environmental changes that
may need to be addressed to sustain and cultivate a compet‐
itive advantage in changing market conditions (Juárez‐Varón
& Monreal, 2025). If DCT is to be meaningful in a networked
world, it necessarily needs to address a firm’s dynamic ability
to leverage digital/externally enabled platforms to rejuvenate
its dynamic capabilities.
Moreover, the study provides an important advancement for
DCT by revealing the moderating role of competitive advan‐
tage on the crowdsourcing relationships, and in doing so, ex‐
tends DCT’s basic premise. Although DCT argues that dynamic
capabilities lead to competitive advantages over time, this
study reframes this relationship, indicating that the existing
competitive advantage (i.e., the firm’s resource base) moder‐
ates the effectiveness of the dynamic capability. A firm that
is strongly branded or has superior R&D infrastructure would
have greater ease in implementing any innovative ideas gath‐
ered from the crowd and, in turn, would convert sensing and
seizing capabilities into improved performance outcomes.

Practical Implications
The research emphasizes that whilst a market‐based perspec‐
tive is essential, in our digital age, a focus solely on the mar‐
ket is insufficient. Managers should proactively integrate so‐

cial media crowdsourcing as a core tool for environmental per‐
formance as well as organizational performance. This means
moving beyond the use of social media formarketing purposes
and establishing social media as a key channel for open in‐
novation. Managers should develop structured crowdsourc‐
ing campaigns by soliciting ideas for new products, sustain‐
able practices, and operational efficiencies directly from cus‐
tomers, partners, and the public. It is also important to invest
in platforms and employees to manage and analyze the crowd‐
sourced ideas. The findings indicate that firms can no longer
wait and rely on the market signals; firms must proactively de‐
velop a two‐way dialogue to retrieve intelligence and, at the
same time, promote their image for transparency and engage‐
ment.
The research found that a company’s existing competitive ad‐
vantage heavily shapes the success of socialmedia crowdsourc‐
ing. For companies that have reputable brand equity, a well‐
established R&D department, or a clear dominant position in
their market, a social media community can serve as a signifi‐
cant stimulant and leverage to enhance their financial and envi‐
ronmental performance. In the same vein, managers and own‐
ers of companies should view social media crowdsourcing as
a strategic device that ultimately builds on their existing ad‐
vantages rather than entirely as an isolated activity. Compa‐
nies that are already at a disadvantage face additional struc‐
tural disadvantages in the community. Therefore, building in‐
ternal competencies (such as enhancing internal processes or
strengthening brand equity) will act as a table stake require‐
ment to consistently attract a quality audience and encourage
them to engage with and act on proposed ideas.

Limitations and Future Research
First, the cross‐sectional design, which collected data at only
one point in time, does not allow the study to make defini‐
tive causal claims in relation to the variables. Generalizabil‐
ity is also impacted by temporal factors. Because of its cross‐
sectional nature, the study is unable to take into consider‐
ation how the relationships that are detected change over
time. Richer insights into how market orientation affects per‐
formance over long periods of time and under various external
contexts may be obtained through longitudinal studies (Hair et
al., 2024). Second, the sample was limited to the Randstad re‐
gion of the Netherlands, which is a representative and diverse
economic region, but it cannot encompass the operational con‐
text of foreign trade firms in the entire country. Therefore,
these geographic limitations undermine the generalizability of
findings to the Dutch business context. Finally, data were col‐
lected from only one source (middle‐ and top‐level managers),
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thus leaving room for common method bias. Although per‐
ceptions provided by high‐level managers give us a strategic
view, they may not be representative of lower‐level employ‐
ees’ and other stakeholders’ perceptions, and social desirabil‐
ity bias may impact their self‐reported data. Finally, future
studies could examine additional moderators, like the level of
technological turbulence in a sector or even a firm’s internal
culture, to identify other context‐appropriate conditions that
contribute to social media crowdsourcing. A mixed‐methods
study design, so that some analysis may come from quantita‐
tive surveying and other qualitative interviews, would provide
additional context and possibly better understanding of the
mechanisms of these variables.

CONCLUSION
The study demonstrated that market orientation has an im‐
pact on environmental dynamism and organizational perfor‐
mance in the context of foreign trade firms, with a mediat‐
ing and moderating role of social media crowdsourcing and

competitive advantage. These findings suggest that social me‐
dia crowdsourcing has a mediating relationship between mar‐
ket orientation, environmental dynamism, and organizational
performance. These findings show that competitive advan‐
tage has a moderating impact on social media crowdsourcing
and its relationship with environmental dynamics and organi‐
zational performance. A company can then use this digital tool
to engage with the market in developing and responding to
the sustainability demands of its consumers. Crowdsourcing is
subsequently linked to a firm’s competitive advantage, which
later facilitates the improvement of current strengths within
the firm for leverage. Thus, this study posits that an existing
or even high level of market‐orientation in today’s dynamic,
rapid‐paced business environment is insufficient to intention‐
ally obtain sustained or socially important performance. In‐
stead, it should be strategically considered as a firm’s digital
crowdsourcing capabilities or skill set that is instead optimally
leveraged through a firm’s competitive advantage.
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