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Abstract 
Existing research has explored the impact of core competitiveness on enterprise output, 
but few studies have focused on the source of enterprise core competitiveness. 
Marketing is one of the key functions, and marketing ability is an important core 
competitiveness of an enterprise. This paper explores the impact of the flexibility, 
specificity and heterogeneity of the top executive team on the marketing capability 
based on the data of the Shanghai-Shenzhen A-share listed companies in the China Stock 
Market and Accounting Research (CSMAR) database from 2012 to 2015. This paper 
reveals that the size and the position of top management team (TMT) are negatively 
correlated with the marketing capability, the proportions of higher academic 
qualification, and management major. But the proportion of management professional 
background of TMT are positively associated with marketing capability. The 
heterogeneity of TMT background and age can effectively enhance the marketing 
capability. In the provinces where digital economy are highly developed,the senior 
management team has a greater impact.With exploring the source of marketing 
capability, this paper supplements the resource-based theory, and effectively integrates 
the Upper echelons theory and the resource-based theory. This article also provides 
managerial suggestions for firms to improve their marketing capability. 
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1. Introduction 

The core competence of an enterprise is an enterprise's intangible assets that are used to 
allocate and integrate resources (Barney, 1991);(Amit & Schoemaker, 1993). It has the 
characteristics of value, scarcity, not easy to imitate, and replace (Kozlenkova, Samaha, & 
Palmatier, 2014). Existing studies have explored the impact of core competence on output 
factors such as corporate export performance (Morgan, 2012), cross-border mergers 
(Kozlenkova et al., 2014); (Cheng & Yang, 2017), and acquisitions (Cheng & Yang, 2017);(Torres 
de Oliveira & Rottig, 2018), but few studies have focused on the source of corporate core 
competitiveness (Cui, Zhang, Guo, Hu, & Meng, 2019). Marketing is an important value creation 
function of an enterprise, and marketing ability is one of the important core competitiveness of 
an enterprise (Buyl, Boone, Hendriks, & Matthyssens, 2011). Based on resource-based theory 
(Kozlenkova et al., 2014), existing research has explored the relationship between marketing 
capabilities and corporate performance, and the moderating role that marketing capabilities 
play in corporate management of customer relationships and media relationship maintenance 
(Barney, 1991); (Amit & Schoemaker, 1993);(Cheng & Yang, 2017). 
From an internal perspective, the personal characteristics of entrepreneurs and senior 
management teams have largely affected all aspects of corporate marketing. For example, the 
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harsh personality of former Apple CEO Jobs has made Apple products almost perfect, the 
president of the Viking Group who loves adventure also gave the Viking brand a spirit of 
adventure. The senior management team is an important decision-making team of a company, 
and its every move has an important impact on the company's strategic decision-making and 
performance output.  
This paper explores the impact of the flexibility, professionalism and heterogeneity of the 
executive team on the marketing ability of enterprises by using the data of A-share listed 
companies in Shanghai and Shenzhen in the 2012-2015 CSMAR database. The main 
contributions of this paper are: First, this paper explores the source of marketing ability and 
complements the theory of resource base (Barney, 1991). The traditional resource-based 
theory holds that the core competence of an enterprise is invariable, so it is difficult to explain 
how the enterprise maintains its competitive advantage in the dynamic environment (Teece, 
2016). Dynamic capability theory holds that the dynamic ability of enterprises can adjust and 
allocate resources according to the changes of the external environment, and maintain 
competitive advantage, thus making up the gap of the resource base theory (Kraaijenbrink, 
Spender, & Groen, 2010). However, neither the theory of resource base nor the theory of 
dynamic ability can effectively explain how enterprises acquire, cultivate and upgrade their 
core competences (Amit & Schoemaker, 1993). Due to the lack of discussion on the mechanism 
of enterprise capacity source, resource-based theory and dynamic ability theory are considered 
to be" ””lack ingons of practice”. Secondly, starting with the characteristics of the executive 
team, this paper explores the influence of the flexibility, professionalism and heterogeneity of 
the executive team on the marketing ability of the enterprise, and integrates the theory of the 
high-level echelon and the theory of resource base effectively (Hambrick & Mason, 1984). 
According to amit and Schoemaker's distinction between resources and capabilities, 
capabilities are more likely than resources to contribute to shaping sustainable competitive 
advantage in firms, and are therefore difficult to obtain through market transactions and must 
be nurtured within the enterprise (Amit & Schoemaker, 1993). The upper echelons theory 
concerns the role of the enterprise executive team in the enterprise's decision-making and 
performance output (Hambrick & Mason, 1984), and is an effective complement to the basic 
theory of resources, especially the problem of capacity source. Therefore, this study assesses 
the compatibility of all above theories in the context of China and attempts to investigate the 
flexibility, professionalism and heterogeneity of TMT. 

2. Literature Review 

2.1. Business Marketing Capabilities. 
The theory of resource regarding enterprise as the sum of resources and capabilities (Barney, 
1991), that can help the enterprise to achieve its goal and establish competitive advantage 
through the rational allocation of resources (Wang & Dass, 2017); (Narasimhan, Rajiv, & Dutta, 
2006); (Ramaswami, Srivastava, & Bhargava, 2009). Enterprise marketing ability is the ability 
of an enterprise to convert marketing costs into outputs, i.e. the ability of an enterprise to utilize 
and integrate existing tangible and intangible resources to create customer value by 
understanding and meeting customer needs (Day, 2013); (Ramaswami et al., 2009). 
Marketing ability often plays a more important role in promoting corporate performance than 
the investment of corporate resources to engage in marketing activities (Amit & Schoemaker, 
1993). Resources are tangible and intangible elements owned and controllable by the 
enterprise. Tangible resources are easy to consume, tradable attributes, and the ability is used 
to allocate and integrate resources. Whereas, intangible assets  have value, scarcity, not easy to 
be imitated by competitors in a short period of time, and not easy to replace (Kozlenkova et al., 
2014). By consciously using marketing capabilities, firms can reasonably integrate and allocate 
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marketing resources so that they play a greater role, thereby creating a sustainable competitive 
advantage and stimulating growth in performance. On the one hand, marketing capabilities can 
help companies to develop the right marketing strategy, and bring competitive advantage to 
the enterprise, and promote the growth of enterprise performance through effective strategy 
implementation (Morgan, 2012). Similarly, marketing capabilities can more accurately observe 
market trends, through the promotion of technological innovation to achieve customer value 
creation and performance (Qingzheng, Ge, & Jianyuan, 2011);(Zhenglong, Peixu, & Ze, 2015); 
(Mu, 2015). Existing research has shown that marketing capabilities can promote the growth 
of the performance of high-tech manufacturing enterprises (Leilei & Wenjing, 2017), 
information and communication enterprises (Dai, Montabon, & Cantor, 2015), logistics 
enterprises (Nath, Nachiappan, & Ramanathan, 2010), and retail enterprises (Angulo-Ruiz, 
Donthu, Prior, & Rialp, 2018), and can help enterprises to achieve export performance (Zou, 
Fang, & Zhao, 2003). 
Most of the existing research on marketing ability focuses on the mechanism and process of 
influencing the performance of the marketing ability (Mu, 2015);(Buyl et al., 2011), relationship 
between marketing ability and enterprise performance (Nath et al., 2010);(Saboo, Kumar, & 
Anand, 2017), and the regulatory role that marketing ability plays in the performance of 
corporate social responsibility (Mishra & Modi, 2016);(Leilei & Wenjing, 2017), managing 
customer relationships and media relations (Qingzheng et al., 2011);(Wang & Dass, 2017), 
without fully tapping into the ways and influencing factors to enhance marketing ability 
(Krasnikov & Jayachandran, 2008). Marketing is a key to achieve sustainable development of 
enterprises, compared to the operational research and development capabilities of enterprises, 
and significant in promoting the performance of enterprises. In order to obtain sustainable 
development, the path of mining to improve the enterprise's marketing ability can supplement 
the basic theory of resources. It can make up for the lack of resource-based theory through 
explainingenterprises acquiring system, cultivate and enhance core competence., This study 
combines the basic theory of resources with the theory of high-level echelons by exploring the 
source of ability, and further depict the channels for acquiring, cultivating and upgrading core 
competence. In addition, the exploration of sources of marketing capabilities can provide 
practical advice on management practices. 

2.2. Upper Echelons Theory 
Based on the theory of bounded rationality and cognitive psychology, the upper echelons 
theory holds that the cognitive basis and values of the executive team affect the strategic 
decision-making and performance output of the enterprise (Hambrick & Mason, 1984). 
Whereas, the cognitive basis and values of the executive team can be expressed by the 
characteristics of the executive team to a large extent (Knockaert, Bjornali, & Erikson, 2015). 
These characteristics include the gender, age, level of education, professional background, and 
the degree of heterogeneity of the demographic characteristics of the executive team members. 
Since the introduction of the theory of upper echelons, a large number of literatures (Hambrick 
& Mason, 1984);(Knight et al., 1999);(Cannella, Finkelstein, & Hambrick, 2009);(Hsu, Chen, & 
Cheng, 2013);(Samba, Williams, & Fuller, 2019) have proved the influence of the characteristics 
of the executive team on the strategic decision-making and performance output of enterprises 
from the empirical point of view. Gender characteristics reflect differences in individual risk 
appetites, with female executives being more risky than male executives, less likely to make 
innovative decisions, and tending to manage firms with more stable performance levels and 
smaller profit changes (Yordanova & Alexandrova-Boshnakova, 2011); . Age reflects an 
individual’s risk appetite, energy level, level of self-confidence, and commitment to the 
organization. Young managers are more aggressive in their decision-making styles, more 
mentally and physically energetic than older executives, and willing to try new things, often 
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giving the firm more opportunities for growth, especially on the performance of start-ups. The 
level of education of the executive team reflects the analytical ability, the processing power of 
complex information, and the tolerance of abstract things. The higher the level of education of 
the executive team, the higher the openness of the enterprise, and the more concerned the 
external environment. It helps to lead the enterprise to adopt a full wave of the international 
market entry model. In addition to the average degree of executive team, the degree of 
heterogeneity of each characteristic also affects the level of performance of the enterprise. In a 
team of highly heterogeneous executives, the different knowledge, resources, and perspectives 
of the members can bring multiple perspectives to the enterprise, promote mutual learning 
among members, and help enterprises make more effective decisions. On the contrary, studies 
have found that higher-profile executive teams have more conflicts and contradictions, and 
weaker team cohesion, which in turn negatively affects corporate performance. 
The existing literature makes an in-depth study on the relationship between the characteristics 
of the executive team and the strategic decision-making and performance output of the 
enterprise. It provides a affluence of empirical evidence, but less attention is paid to the impact 
of the characteristics of the executive team on the ability of the enterprise. The characteristics 
of the executive team not only affect the decision-making style and performance output of the 
enterprise, but also constitute an important source of knowledge and skills. It leads to the 
mutual learning within the team and the organization, and determines the process and 
efficiency of the enterprise in handling different affairs. The level of knowledge skills, team and 
organizational internal learning, and organizational process efficiency are important 
components of the enterprise’s marketing ability. Therefore, this paper starts with the 
characteristics of the executive team and discusses the influence of the knowledge and skill 
level, intra-organization learning, organization process efficiency and other factors reflected in 
the characteristics of the executive team. 

2.3. Executive Team Characteristics and Marketing Capabilities. 
The characteristics of the executive team include the age, gender, race, nationality, educational 
and professional background, and professional experience of the executive members. The 
existing studies classify the above characteristics in different ways, and classify them into mean 
and heterogeneous characteristics, demographic and recessive characteristics, team 
composition, team structure, and team processes. The above classification deals only with the 
surface properties of the executive team characteristics and does not summarize the meaning 
they represent. Based on the characteristics of the executive team, this paper divides it into 
three categories: executive team flexibility, professionalism and heterogeneity. 
Executive team flexibility refers to the speed with which the executive team is resilient to a 
dynamic environment, including team size and team management. Flexible executive teams can 
communicate effectively and improve their marketing capabilities by optimizing the efficiency 
of the enterprise’s marketing management process. First, smaller executive teams are more 
conducive to communication among members, improve the efficiency of the marketing 
management process, and thus enhance the marketing capabilities of enterprises. Existing 
studies have found that there is an inconsistent relationship between the size of the executive 
team and the effectiveness of the enterprise. The larger executive team is more conducive to 
information gathering and helping the enterprise to make complex decisions, but the larger 
executive team can also lead to ineffective communication, resulting in unnecessary conflicts, 
and a decrease in business effectiveness. The relationship between the size of the executive 
team and organizational effectiveness depends on the decision-making environment and the 
specific issues facing the organization. Due to the high dynamic and time-critical aspects of 
marketing issues, smaller executive teams have more flexibility in their decision-making 
processes, more convenient information communication, and efficient marketing management 
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processes. When the enterprise marketing management process is more efficient, the 
enterprise can respond more quickly and effectively to the changes in the needs of consumers 
and customers, thereby enhancing the enterprise's marketing capabilities. 
Second, executive teams tend to be more flexible and more conducive to the efficiency of the 
enterprise’s marketing process in flat organization. Flat organization refers to an organization 
with less level of management and a wider range of managers. In a flat organization, the content 
under the jurisdiction is more diverse because the manager has a wider range of management, 
organization flexibility and  operational efficiency. Information can be effectively transmitted 
between the various departments and levels of the organization, so that the organization adapts 
to the changing external environment. Market awareness is an important part of an enterprise’s 
marketing capabilities, and marketers need to keep an eye on consumer and customer 
dynamics in the market and effectively pass information to company’s research and 
development, production, sales department and executive team. A flat organization is 
encouraging to the executive team to quickly make the corresponding marketing decision after 
receiving information. An organization can improve the efficiency of enterprise marketing 
through processing marketing information. Thus, this paper proposes: 
H1: The flexibility of the executive team is positively correlated with the ability of the enterprise 
to market. 
Professionalism of the executive team refers to the professional level of the senior management 
team. Firstly, highly educated managers can improve their marketing capabilities by optimizing 
organizational processes and improving organizational efficiency. Compared to low-educated 
managers, highly educated managers have greater analytical skills, complex information 
processing capacity, and ability to handle abstract transactions. Marketing executives are better 
at dealing with complex marketing management issues than in other majors. These abilities to 
deal with abstract and complex things can help enterprises to optimize the process of 
marketing business and improve the efficiency of the transformation from marketing inputs 
into outputs. 
Secondly, managers with marketing and sales management experience attach importance to 
the role of marketing function in the process of creating competitive advantage. Hambrick and 
Mason (Hambrick & Mason, 1984) divided the professional background of business managers 
into output-based backgrounds, penetration backgrounds, and edge-based backgrounds. 
Output background refers to the senior management having a background in marketing and 
sales management. These managers are more market-oriented, good at grasping market 
opportunities, and attach importance to enterprise development. Therefore, output 
background managers are more inclined to cultivate the market perception ability and tap 
market opportunities than managers with cross-in background and marginal background. 
Therefore, this study formulates the hypothesize as: 
H2: The professionalism of the executive team is positively correlated with the ability of the 
enterprise to market. 
The structure and interaction of the executive team cannot be ignored compared to the average 
of the characteristics of the executive team. The existing literature explores the positive and 
negative effects of the heterogeneity of the executive team from the aspects of information 
processing theory and social identity theory. In the process of building the marketing ability of 
enterprises, this paper holds that the heterogeneity of the executive team plays an active role. 
First, the heterogeneity of the executive team enriches the resource base for building marketing 
capabilities. Based on information processing theory, the diversity of the professional and 
professional background sourcing of the executive team can provide a richer cognitive resource 
for the enterprise. The differentiated demographic characteristics of the executive members 
can provide the enterprise with a more diversified perspective. Because marketing ability is the 
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complex core ability of enterprises, that connects the enterprise internal and external, rich 
resources and perspective can help enterprises to obtain marketing awareness, build intangible 
assets, and consolidate the foundation required to build the ability. 
Second, the heterogeneity of the executive team makes the cross-functional collaboration that 
builds marketing capabilities more closely. Marketing ability is an important cross-functional 
capability of the enterprise. The construction of marketing ability depends not only on the 
marketing department, but also needs to obtain the support of the procurement department, 
research and development department, and production department. A higher degree of team 
heterogeneity provides the basis for cross-functional communication and enables members to 
learn from each other, and  the marketing team to learn more effectively from other functions, 
thereby enhancing the marketing capabilities of the business. Thus, this paper proposes: 
H3: The heterogeneity of the executive team is positively correlated with the ability of the 
enterprise to market. 

3. Sample Selection, Related Variables, and Model Construction. 

3.1. Samples and Data Sources. 
In this paper, the data of A-share listed companies in Shanghai and Shenzhen in the CSMAR 
database from 2012 to 2015 is selected as a sample, in which the financial data comes from the 
CSMAR financial database. The  demographic data of the executive team of the executives of the 
CSMAR listed companies is derived from the cSMAR listed company's personal characteristics 
database. The continuous variable data involved were 1% shrink-finishing, the enterprise 
samples of the financial industry were excluded, and the samples of missing variables were 
eliminated. The unbalanced panel data consisting of 2331 enterprises and 6520 observations 
were obtained. 

3.2. Definition of Related Variables. 
(1) Dependent variables. 
The dependent variables in this study are the enterprise's marketing ability, expressed by 
Cmktit. In the light of the practice of Dutta et al. (Dutta, Narasimhan, & Rajiv, 1999) and Leilei 
and Wenjing (Leilei & Wenjing, 2017), this paper uses random cutting-edge production 
functions to calculate marketing capabilities. Among them, the company's marketing 
investments include sales expenses (XSit), accounts receivable (RECTit) for maintaining 
customer relationships, customer base (IBCit) representing the size of the corporate customer, 
and intangible assets (INTAit) that represent the company's reputation. This article uses the 
Cobb Douglas function to calculate the sales frontier: 
 

ititititititit INTAIBCRECTXSSales   lnlnlnlnln 43210               (1) 

 
εit is a non-observed error term caused by model setting, and ηit it is a non-negative inefficient 
term, representing the distance of the enterprise i's sales in the t-period from the front line of 
sales. Indexing the -it will give the company the marketing capability of Cmktit. 
(2) The argument. The arguments in this article include the flexibility, professionalism, and 
diversity of the executive team. 
First, executive team flexibility. This paper uses the relative value of the absolute value of the 
number of executives (N_TMT) and the proportion of executives (Proportion) to measure the 
flexibility of the executive team. The greater the number of executive teams, the less flexibility 
the executive team is, and the larger the number of executives, the narrower the management 
of the executive team and the less flexibility the executive team has. 
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Second, the professionalism of the executive team. This paper uses the proportion of people 
with research background in the executive team to the proportion of all executives (Research), 
the number of people with a management degree to the majority of all executives (Major) and 
the proportion of people with management practice background to all executives (Mgmt) to 
measure the professionalism of the executive team. The higher the background ratio, the 
proportion of professionalism and the proportion of research, the stronger the professionalism 
of the executive team. 
Finally, the heterogeneity of the executive team. This paper examines the marketing ability of 
background heterogeneity, age heterogeneity, gender heterogeneity and academic 
heterogeneity. The measurement of heterogeneous indicators refers to the study of Shirley 
Wang and others, using the Blau coefficient to calculate its heterogeneity, the specific formula 
is: 
 





n

i
iPH

1

21                                                                     (2) 

 
Pi represents the proportion of the first category members on the executive team to the overall 
number. The H value is between 0-1, and the higher the value, the higher the heterogeneity. 
 

Table 1. Variable measure. 

Variable Type 
Variable 
code The meaning of the variable and its description 

Dependent 
variable 

Marketing 
capabilities 

Cmkt i Enterprise t period of marketing capabilities. The 
indicator is calculated using a random frontier 
method, as detailed in equation (1). 

Independent 
variable 

Percentage of 
executives 

Proportion i Enterprise t The proportion of non-senior 
management teams to the total number of people in 
the period 

Number of 
executives N_TMT 

i Enterprise t Logarithm of the number of senior 
management teams in the period 

Background 
percentage Mgmt 

i Enterprise t Percentage of executives with 
management background in the executive team of 
the period 

Proportion of 
majors Major 

i Enterprise t The proportion of management 
professional executives in the senior management 
team of the period 

Research 
proportion Research 

i Enterprise t Proportion of senior executives with 
research background in the senior management 
team of the period 

Background 
heterogeneity Background 

i Enterprise t The background of the senior 
management team Blau coefficient 

Age 
heterogeneity Age 

i Enterprise t The age of the senior management 
team Blau coefficient 

Gender 
heterogeneity Gender 

i Enterprise t The age of the senior management 
team Blau coefficient 

Academic 
heterogeneity Diploma 

i Enterprise t The age of the senior management 
team Blau coefficient 

Control 
variable 

Market 
competition HHI 

i Enterprise t Industry in period j Degree of market 
competition 

 Enterprise size TA i Enterprise t Log value of total assets for the period 
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(3) Control variables. In this paper, the size of the enterprise (TA) and the degree of market 
competition (HHI) are added to the equation to control other factors that affect marketing 
ability. In this paper, the fixed effect model is used to control the fixed factors that affect 
marketing ability. In addition, the year effect is controlled by this paper, taking into account the 
time change. The measures of specific variables are shown in Table 1. 

3.3. Model Construction 
This article uses a fixed effects model to estimate. First, in order to verify H1, this paper 
establishes a regression model: 
 

itiitit uaXyFlexibilitCmkt  ''10                                     (3) 

 
Among them Cmktit Dependent variable，Flexibilityit Flexibility for independent variable 
executive teams, respectively adopt N_TMT with Proportion Measure. X’ Represents a collection 
of control variables, Refer to the research of Feng et al., including t Annual enterprise size and 
t Industry in which the company is located j The degree of market competition [47]. ai 
Represents fixed effects controlled by equations, uit Represents the residual term of the 
equation. Due to N_TMT with Proportion and as a negative indicator, β1 is expected to be 
negatively significant. 
In order to verify H2, this paper establishes a regression model: 
 

itiitit uaXySpecificitCmkt  ''10                                  (4) 

 
The setting of equation (4) is consistent with equation (3), in which Specificity, it represents 
the professionalism of independent variable senior management team, using the proportion of 
people with research background (Research), the proportion of people with a degree in 
management (Major) and high It is measured by the proportion of people with management 
practice background (Mgmt) in the management team. It is expected that β1 in equation (4) is 
positively significant. 
In order to verify H3, this paper establishes a regression model: 
 

itiitit uaXityHeterogeneCmkt  ''10                               (5) 

 
The setting of equation (5) is consistent with equation (3), in which Heterogeneity it represents 
the heterogeneity of independent variable executive team, using background heterogeneity 
(Background), age heterogeneity (Age), gender heterogeneity (Gender heterogeneity) and 
diploma heterogeneity (Diploma). It is expected that β1 in equation (5) is positively significant. 

4.  Empirical Results and Analysis 

4.1.  Descriptive Statistics and Correlation Analysis of Variables 
Table 2 reports the mean, standard deviation, minimum and maximum values of the dependent 
variables, independent variables, adjusted variables and control variables involved in this 
article. The statistical results show that the minimum value of the marketing capabilities of the 
companies in the sample is 0.274, the maximum value is 0.986, and the average value is 0.947. 
The overall right deviation indicates that the marketing capabilities of listed companies are 
generally higher. From the perspective of two variables, N_TMT and Proportion, which measure 
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the flexibility of the senior management team, there are big differences in the size of the senior 
management team of different enterprises, and their flexibility is different. From the 
perspective of the professional situation of the senior management team, most of the senior 
management teams of the sample companies have a management background and a research 
degree, but the proportion of executives who have obtained a management degree in the senior 
management team is generally small. In terms of the heterogeneity of the senior management 
team, the background and gender heterogeneity of the senior management team are relatively 
large, while the heterogeneity of age and education is relatively small. 
 

Table 2. Descriptive statistics 
Variables Sample size Mean Standard deviationm Minimum Maximum 
Cmkt 6,520 0.947 0.026 0.274 0.986 
N_TMT 6,520 2.928 0.239 2.197 3.761 
Proportion 6,520 0.019 0.035 0.000 0.760 
Research 6,520 0.223 0.218 0.000 0.923 
Major 6,520 0.001 0.007 0.000 0.100 
Mgmt 6,520 0.761 0.120 0.000 1.000 
Background 6,520 0.638 0.127 0.000 1.000 
Age 6,520 0.390 0.087 0.208 0.889 
Gender 6,520 0.770 0.148 0.500 1.000 
Diploma 6,520 0.168 0.157 0.000 1.000 
HHI 6,520 0.261 0.069 0.210 0.727 
TA 6,520 21.817 1.092 18.836 25.796 

 

Table 3. Correlation matrix 

 Cmkt N_TMT 
Proporti
on 

Resear
ch 

Major 
Mgmt 

Backgrou
nd 

Age Gende
r 

Diplo
ma HHI 

N_TMT 0.014 1          
Proportio
n 

0.110*

** 0.013 1 
  

  
   

 

Research 

0.059*

** 

-
0.063**

* 
-0.031** 

1 
  

 

   

 

Major 
0.01 

-
0.041**

* 
-0.010 0.103*** 

1 
 

 

   

 

Mgmt 0.011 
0.147**

* 0.123*** 
0.095*** 0.017 

1  
   

 

Backgrou
nd -0.004 -0.015 -0.030** 

-
0.094*** 

-0.010 -
0.503**

* 1 

   

 

Age 
0.021* 0.0012 -0.076*** 0.015 -0.010 

0.084**

* 
0.050***  

  
 

Gender 
-0.008 

0.162**

* 
-0.052*** 

-
0.128*** 

-
0.026*

* 

0.193**

* 
0.182*** 

0.116*

** 

  

 

Diploma 

0.037*

** 

-
0.185**

* 
-0.016 0.736*** 

0.076*

** 
0.030** -0.142*** 

0.002
9 

-
0.185*

** 

 

 

HHI 
0.032*

* 0.024* -0.172*** 
-0.005 0.009 

0.002 -0.209*** 
0.024* 0.016 

-
0.031** 1 

TA 
0.131*

** 
0.356**

* 0.285*** 

-0.016 -0.002 
0.275**

* -0.224*** 

0.081*

** 
0.221*

** 

-
0.104**

* 
0.082*

** 

Note: *, **, *** indicate significant at the 10%, 5%, and 1% levels respectively. Same below. 
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Table 3 reports the extremely significant correlation coefficients between the variables. From 
the size of the coefficients in the table, we can see that, except for the correlation between 
Research and Diploma exceeding the multicollinearity threshold of 0.7, the correlation between 
other independent variables and control variables. The correlation coefficients are all lower 
than the multicollinearity threshold of 0.7 in the classic literature. In empirical analysis, 
Research and Diploma will not appear in the same regression equation at the same time, so 
there is no serious multicollinearity between the explanatory variables in the regression 
equation. 

4.2. Regression Analysis 
4.2.1. Senior Management Team Flexibility and Marketing Capabilities 
This article first verifies the impact of the flexibility of the senior management team on 
marketing capabilities. Flexibility is measured by the proportion of the senior management 
team and the size of the senior management team. Table 4 estimates (1) as a benchmark 
regression model without independent variables. Both HHI and TA have a significant impact on 
marketing capabilities, and the coefficient of HHI is significantly negative, indicating that in 
industries with high market concentration, due to lack of competition, corporate marketing 
capabilities are often low. The TA coefficient is significantly positive, indicating that the larger 
the enterprise, the richer the resources and the higher the marketing ability. The R2 value of 
the benchmark model is 0.885, which explains 88.5% of the total variation, and the control 
variables have good explanatory power. 
 

Table 4. Senior management team flexibility and marketing capabilities 
 (1) (2) (3) 

Variables Cmkt Cmkt Cmkt 

N_TMT  -0.001*  

  (0.000)  

Proportion   -0.015*** 

   (0.002) 

HHI -0.051*** -0.051*** -0.050*** 

 (0.007) (0.007) (0.007) 

TA 0.004*** 0.004*** 0.004*** 
 (0.000) (0.000) (0.000) 

Constant 0.910*** 0.911*** 0.898*** 

 (0.005) (0.005) (0.005) 

Year FE Yes Yes Yes 

Observations 6,520 6,520 6,520 

Number of company 2,331 2,331 2,331 

R-squared 0.885 0.885 0.886 

Note: Standard errors are reported in parentheses. Same below. 
 
Estimate (2) and estimate (3) have added independent variables N_TMT and Proportion, 
N_TMT The coefficients of are all significantly negative(β=-0.001, p<0.1), That is to say, the 
larger the size of the senior management team, the higher the cost of communication among 
senior management members, the lower the efficiency of marketing decision-making, the lower 
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the flexibility of the enterprise, and the corresponding reduction in marketing capabilities. 
N_TMT For every 1% increase, the company's marketing capabilities will drop by 0.001 units. 
The coefficient of Proportion is significantly negative (β=-0.015, p<0.01), indicating that the 
higher the proportion of the senior management team, the narrower the management scope of 
the senior management members, the less conducive to cross-functional communication, the 
lower the flexibility of the company, and the lower the marketing ability. Proportion For every 
increase of 1 unit, the company's marketing ability drops by 0.015 units. The addition of 
independent variables does not change the influence of control variables on dependent 
variables. H1 is supported. 
4.2.2. Professionalism and Marketing Capabilities of the Senior Management Team 

Table 5. Professionalism and marketing capabilities of the senior management team 
 (1) (2) (3) 

VARIABLES Cmkt Cmkt Cmkt 

Research 0.001**   

 (0.001)   

Major  0.013**  

  (0.006)  

Mgmt   0.002* 

   (0.001) 

HHI -0.051*** -0.051*** -0.051*** 

 (0.007) (0.007) (0.007) 

TA 0.004*** 0.004*** 0.004*** 
 (0.000) (0.000) (0.000) 

Constant 0.909*** 0.910*** 0.910*** 

 (0.005) (0.005) (0.005) 

Year FE Yes Yes Yes 

Observations 6,520 6,520 6,520 

Number of company 2,331 2,331 2,331 
R-squared 0.885 0.885 0.885 

 
Second, this paper verifies the impact of the professionalism of the senior management team 
on marketing capabilities. Professionalism is measured by the proportion of the senior 
management team with a management background, the proportion of management 
professionals, and the proportion of people with a research degree. Table 5 estimates that (1) - 
(3) respectively report the impact of the three measures of professionalism of the senior 
management team on marketing capabilities. Estimate (1) In Research The coefficient is 
significantly positive(β=0.001, p<0.05), It shows that the higher the proportion of the senior 
management team with a research degree, the stronger the company's marketing ability. This 
is mainly because executives who have obtained a research degree have stronger abstract 
thinking ability and can handle abstract matters, which helps companies optimize management 
processes and improve marketing capabilities. Estimate (2) In Major, the coefficient of is 
significantly positive(β=0.013, p<0.05),That is, the higher the proportion of management 
professionals in the senior management team, the stronger the company's marketing 
capabilities. This shows that the senior management system and professional knowledge have 
a positive effect on the cultivation of marketing capabilities. It is estimated that the coefficient 
of Mgmt in (3) is significantly positive(β=0.002, p<0.1), That is, the higher the proportion of the 
management background of the senior management team, the stronger the marketing ability of 
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the company, indicating that the management practical experience of the senior management 
has a positive effect on the training of the company's marketing ability. As a result, H2 is 
supported. 
4.2.3. Heterogeneity of the Senior Management Team and Marketing Capabilities 
Finally, this paper verifies the impact of the heterogeneity of the executive team on marketing 
capabilities. Heterogeneity was measured by the background heterogeneity, age heterogeneity, 
gender heterogeneity and educational background heterogeneity of the senior management 
team. Table 6 estimates that (1)-(4) respectively report the impact of four measures of senior 
management team heterogeneity on marketing capabilities. Estimated (1). 
Background and Age The coefficient of is significantly positive (βBackground = 0.002, p<0.05; 
βAge = 0.001, p<0.1), It shows that the stronger the background heterogeneity and age 
heterogeneity of the senior management team, the higher the corporate marketing ability. 
Larger background and age differences can bring different perspectives to the field of corporate 
marketing, inject fresh blood, and promote the development of marketing capabilities. Gender 
and Diploma, The coefficient of is not significant, indicating that gender heterogeneity and 
educational background heterogeneity have no significant relationship with the company’s 
marketing capabilities. 
 

Table 6. Diversification of the senior management team and marketing capabilities 
 (1) (2) (3) (4) 

Variables Cmkt Cmkt Cmkt Cmkt 

Background 0.002**    

 (0.001)    

Age  0.001*   

  (0.001)   

Gender   -0.000  

   (0.001)  

Diploma    0.001 

    (0.001) 

HHI -0.050*** -0.051*** -0.051*** -0.051*** 

 (0.007) (0.007) (0.007) (0.007) 

TA 0.0039*** 0.0039*** 0.0039*** 0.0039*** 
 (0.000) (0.000) (0.000) (0.000) 

Constant 0.911*** 0.910*** 0.910*** 0.910*** 

 (0.005) (0.005) (0.005) (0.005) 

Year FE Yes Yes Yes Yes 

Number of company 2,331 2,331 2,331 2,331 
Observations 6,520 6,520 6,520 6,520 

R-squared 0.885 0.885 0.885 0.885 

4.3. Further Analysis of the Impact of Digital Economy on Core Competitiveness 
As the rapid growth of the digital economy in China, we further analyze the influence of the 
digital economy on the relationship between the characteristics of the senior management team 
and the core competitiveness of the enterprise. We employ DE as a digital economy, which is 
measured by the annual provincial number of the internet user. DE equals 1 if the index is above 
the median and 0 otherwise. We divide the sample by DE and re-estimate the baseline model in 
each subsample. Table 7 demonstrates the results of the impact of the digital economy. In 
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column (1) and (2), we find that the negative relationship between senior management team 
flexibility and marketing capabilities only among firms with higher DE, suggesting that 
flexibility is more crucial in a high digital economy province. In column (3) and (4), we find that 
firms in the higher digital economy province are subject to the greater impact of 
professionalism on marketing capability. The results in Column (5) and (6) imply that the 
diversification of the senior management team has a greater impact on core competitiveness in 
the high digital economy province. The above-mentioned results confirm the importance of 
flexibility, professionalism, and diversification of the senior management team in constructing 
core competitiveness for firms in a high digital economy province. 
 

Table 7. The impact of digital economy on core competitiveness 
 (1) (2) (3) (4) (5) (6) 
VARIABLES Cmkt Cmkt Cmkt Cmkt Cmkt Cmkt 
 DE=1 DE=0 DE=1 DE=0 DE=1 DE=0 
N_TMT -0.001** -0.000     
 (0.000) (0.000)     
Major   0.014* 0.015   
   (0.008) (0.012)   
Background     0.002** 0.002 
     (0.001) (0.001) 
HHI 0.002 -0.007*** 0.002 -0.007*** 0.002 -0.007*** 
 (0.002) (0.002) (0.002) (0.002) (0.002) (0.002) 
TA 0.005*** 0.004*** 0.005*** 0.004*** 0.005*** 0.004*** 
 (0.000) (0.000) (0.000) (0.000) (0.000) (0.000) 
Constant 0.858*** 0.868*** 0.857*** 0.868*** 0.856*** 0.866*** 
 (0.006) (0.007) (0.006) (0.007) (0.006) (0.007) 
Observations 3,286 2,897 3,286 2,897 3,286 2,897 
R-squared 0.902 0.860 0.901 0.860 0.902 0.860 
Number of company 1,175 1,036 1,175 1,036 1,175 1,036 
Year FE Yes Yes Yes Yes Yes Yes 

5. Conclusion and Policy Implications 

Marketing is one of the important functions of enterprises, and marketing ability is the core 
competitiveness of enterprises. Based on the internal enterprise, this paper explores the impact 
of the characteristics of the executive team on the marketing ability of the enterprise. This 
paper finds that strong executive team flexibility, professionalism and heterogeneity can 
enhance the marketing ability of enterprises. Specifically, in enterprises with fewer executives 
and wider management range, the enterprise's marketing ability is relatively high due to the 
flexibility of internal team communication and cross-functional communication; The senior 
management team with higher age level can bring different perspectives to the decision-making 
in the field of enterprise marketing, inject fresh blood, and have active marketing for the 
improvement of marketing ability. Furthermore, the flexibility, professionalism, and 
heterogeneity of the senior management team have a greater impact on marketing capability 
for firms located in the high digital economy province. 
The theoretical significance of this paper lies in: Firstly, this paper explores the source of 
marketing ability from within the enterprise, and complements the theory of resource base. 
Secondly, starting with the characteristics of the executive team, this paper explores the 
influence of the flexibility, professionalism and heterogeneity of the executive team on the 
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marketing ability of the enterprise, and integrates the theory of the high-level echelon and the 
theory of resource base effectively. 
In addition, this paper also put forward the corresponding management practice enlightenment: 
First, the enterprise executive team not only affects the strategic decision-making and 
performance output of enterprises, but also has an important impact on the enterprise's 
marketing ability. Market-oriented enterprises need not only to improve the skills of front-line 
sales staff, the market sensitivity of middle managers, but also to pay attention to the role of the 
executive team in the development of marketing ability. Second, in order to improve the 
marketing capabilities of enterprises, enterprises can try to reduce the number of executives, 
expand the scope of executive management, which can promote effective team communication, 
improve the flexibility of the executive team. Third, when hiring senior executives, companies 
need to pay attention to the candidate's academic qualifications, professional and professional 
background, as well as the candidate's differences in professional background and age 
characteristics from existing managers. 
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