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Abstract: The digital revolution has significantly impacted many Chinese Time-Honored 
businesses, particularly those slow to adapt to environmental changes, resulting in challenges 
related to long-term marketing capabilities and declining performance. This study explores the 
relationship between ambidextrous marketing capabilities and corporate performance. Utilizing a 
survey involving 91.8% of middle and upper-level managers across 47 Chinese time-honored firms, 
we construct a research model that demonstrates how the application of ambidextrous marketing 
capabilities can foster the development of Sustainable marketing capability, which in turn positively 
influence corporate performance. Sustainable marketing capability mediate the effect of 
ambidextrous marketing capabilities on corporate performance. Additionally, enhancements in 
market conditions or legislation may further amplify the impact of Sustainable marketing capability 
on business performance. In the context of Chinese time-honored firms, these findings offer 
managerial insights into building Sustainable marketing capability, enhancing performance, and 
achieving competitive advantages. 

Keywords: time-honored enterprises; marketing exploration; marketing exploitation; sustained 
marketing; corporate performance 

 

1. Introduction 

Numerous conventional businesses worldwide are struggling to reverse negative trends due to 
digitalization [1]. Chinese time-honored firms face similar challenges in survival and growth, 
compounded by the significant effects of the COVID-19 pandemic from 2021 to 2023 [2]. As of 
December 2023, only 1,073 Chinese time-honored brands were listed by the People's Republic of 
China's Ministry of Commerce, a dramatic decrease from approximately 16,000 in 1949. These 
businesses often lag in innovation, technology R&D, and adaptability to shifts in the consumer 
landscape [3].Additionally, they struggle to adapt to the ever-changing environment, highlighting a 
lack of sustainable marketing capabilities [4]. Maintaining marketing capacity is crucial for 
organizational survival; it encompasses more than a single marketing strategy, involving the 
relationships between employees, clients, and other stakeholders. Organizing connections within the 
marketing system is essential for building sustainable marketing capabilities, which are internally 
shaped by the business [5]. Achieving long-term success amidst environmental instability requires 
simultaneous exploration and exploitation [6,7]. This approach enables improved performance and 
survival in a highly competitive industry. Our goal is to explore how marketing exploration and 
exploitation shape the Sustainable marketing capability of time-honored firms, ultimately affecting 
corporate performance. We will focus on the internal enterprise architecture. 
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Recent years have seen substantial academic research on sustained competitive advantage[8–10]. 
However, the specific aspect of sustained marketing capability has received comparatively less 
attention[11,12]. There has been limited discussion on the relationship between ambidextrous 
marketing and business performance. Additionally, the contentious topic of ambidexterity's "duality" 
remains debated [13]. Currently, there is a lack of research linking sustained marketing, 
ambidextrous marketing, and company performance. Today, topics such as brand innovation, brand 
inheritance, consumer psychology, and brand extension are being explored through quantitative 
research from the management perspective of time-honored businesses[8,14–16]. However, the 
ambidextrous component has not been sufficiently discussed. This analysis proposes three research 
questions to address the observed research gaps: 

1.1 How does ambidextrous marketing impact the development of sustainable marketing 
capability in established businesses? 

1.2 How is the performance of established businesses affected by ambidextrous marketing? 
What role do Sustainable marketing capability play in this? 

1.3 How can a generalized model be developed to illustrate the impact of ambidextrous 
marketing on the development of sustainable marketing capability and its subsequent effect on the 
performance of time-honored enterprises? 

The theoretical Contributions of this study: (1) This study develops a generalized model to 
bridge a knowledge gap in the literature regarding the connection between corporate performance, 
sustainable marketing capability, and ambidextrous marketing. (2) It provides empirical evidence 
from a specific field on the "duality" issue in the current ambidextrous problem, enhancing 
understanding and advancing ambidexterity theory. Moreover, it fills the research gap on 
intermediary variables between ambidextrous activities and firm performance by identifying factors 
influencing performance and explaining the existence of duality. (3) This study represents a crucial 
advancement for future research on innovative business marketing models and the sustainability of 
effective marketing approaches. 

The study's practical significances are: (1) This study provides time-honored enterprises with 
strategic guidance to help them formulate and adjust strategic decisions more effectively. (2) It 
examines the role of marketing exploration and exploitation in shaping sustainable marketing 
capability, helping time-honored enterprises balance the relationship between innovation and 
stability, optimize resource allocation, and improve operational efficiency. (3) This study contributes 
to shaping the enduring marketing capability of time-honored enterprises, enabling them to achieve 
long-term development and obtain lasting competitive advantages. 

2. Literature Review and Hypotheses 

2.1. Ambidexterity Theory 

The term "ambidexterity" originates from Latin, meaning "the capacity to use both hands at the 
same time." To address the organizational productivity dilemma that emerged in the 1970s, Duncan 
[17] introduced the idea of ambidexterity into management. However, Duncan's work went largely 
unnoticed until March revisited the concept. Building on Duncan's work, March [18], diverged from 
organizational learning theory and emphasized that ambidexterity encompasses both exploitation 
and exploration activities. Exploitation includes search, variation, experimentation, play, 
adaptability, discovery, and creativity, while exploration involves production, efficiency, selection, 
refinement, implementation, and execution. Consequently, "exploitation" and "exploration" became 
fundamental terms in ambidextrous studies. March's perspective was eventually widely adopted to 
define ambidextrous competence, suggesting that organizations must discover new capabilities while 
utilizing existing ones to adapt to their environments. To seize new opportunities, organizational 
resources must be reconfigured[19,20]. According to March's viewpoint, a company's sustainability 
depends on balancing both competencies simultaneously. Overemphasizing exploitation can lead to 
a "success trap," prioritizing short-term gains over long-term progress. Conversely, excessive 
emphasis on exploration can result in a "failure trap," where the focus on exploration jeopardizes the 
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business's survival by neglecting short-term gains. Thus, later scholars extensively examined how 
companies might balance the relationship between exploitation and exploration to support 
organizational progress effectively[21–23].The categories of ambidextrous research expanded to 
include organizational behavior[24,25], strategic management [26,27], technological innovation[28], 
social networks [29,30], management philosophy [31–33], and other areas, enriching the research 
content. An analysis of the literature revealed that structural theory [18,21,34], organizational 
learning [22], organizational innovation [28], contingency theory[35], leadership theory [36], and 
social network theory  [30] have all influenced the development of ambidexterity theory research. 
Most previous research has validated ambidexterity concerns from a static viewpoint. However, 
ambidextrous states are dynamic and evolve over time. Therefore, future ambidexterity research will 
likely integrate dynamic capabilities with ambidexterity theory. This research focuses on 
ambidexterity in the marketing domain, particularly on the strategic management aspect of 
cultivating ambidextrous marketing proficiency for established businesses. The subsequent section 
addresses the ability to market ambidextrously. 

2.2. Ambidextrous Marketing Capability 

Kyriakopoulos and Moorman [37] were pioneers in applying ambidextrous thinking to the 
marketing industry, focusing on the strategic aspects of exploitation and exploration. Prange and 
Schlegelmilch's [38] study investigates marketing tactics from a strategic approach, suggesting that 
enhancing marketing plan procedures incrementally improves management effectiveness through 
marketing exploitation. In contrast, marketing exploration involves developing and creating new 
marketing strategies to adapt to changing market conditions. Their findings acknowledge the 
complementary nature of exploration and exploitation, showing that new products perform better 
with a stronger market orientation. Vorhies et al. [39] build on March's (1991) organizational learning 
theory, arguing that updating and improving marketing knowledge is critical for dynamic 
capabilities. Marketing exploration involves learning new skills, while exploitation focuses on 
maximizing current knowledge and extracting value. These capabilities form the foundation of 
adaptive marketing for organizations. Scholars have since explored the balance between these 
qualities and their impact on performance. He & Wong [21] examined the effects of exploratory and 
exploitative innovation on performance in Malaysian and Singaporean enterprises, finding a positive 
association between the interplay of these innovation strategies and sales growth, and a negative 
correlation between their relative imbalance and sales growth. Cao et al. [40]. extended He and 
Wong's work by investigating Chinese firms that employ balanced and interactive dualisms, 
clarifying the mechanisms behind both capacities. The studies revealed that balanced and 
participatory approaches to "exploitation and exploration" can improve company performance, 
although the magnitude of this effect varies among environments. Ho and Lu [41] found that 
businesses pursuing high levels of both marketing exploitation and exploration underperform their 
competition. This endeavor depletes company resources and management attention, reducing the 
efficacy of marketing capabilities in establishing market influence. A balanced corporation may 
allocate resources to marketing programs with the highest returns but might also misallocate 
resources to marginal projects. Peng et al. [42] discovered that marketing exploration and exploitation 
in founding teams have a binary balancing relationship, with their interplay positively influencing 
business performance. After more than two decades of research, the ambidexterity issue has 
progressed beyond the initial stage of trade-off and balancing, effectively resolving the paradox, and 
is now moving towards ambidextrous coordination and collaboration. Recent studies have 
emphasized the relationship between exploration and exploitation, focusing on methods such as 
balanced configuration or high-level interaction to create organizational forms for effective 
ambidexterity[43–47]. In conclusion, this study indicates that marketing exploration capability 
involves an organization's focus on utilizing fresh market knowledge to generate new skills, 
processes, and product combinations. Conversely, marketing exploitation capability entails firms 
improving and enhancing existing technology, products, processes, and marketing abilities. Building 
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on these theoretical foundations, this paper investigates how time-honored businesses can maximize 
existing resources while balancing exploration and exploitation. 

2.3. Sustained Marketing Capability 

Sustained marketing capability refers to a subset of the marketing capability study. Early 
discussions among marketing researchers focused on functions [48], the transition from functions to 
capabilities, and the integration of marketing functions. However, these tasks have not been 
thoroughly explored as components of a comprehensive marketing system. Day [49] defined 
marketing capability as an organization's ability to successfully use multiple resources to gain a 
competitive edge in the market. Marketing skills are divided into three categories based on the stage 
of the marketing process: external, internal, and integrated. Vorhies and Morgan [50] defined 
marketing capability as a company's ability to select anticipated value propositions for target 
customers and allocate resources to deliver these value propositions to achieve the intended 
objectives. Although a consistent conceptual definition of marketing capability is lacking, various 
research perspectives have developed, including. (1) The Resource-Based View: This perspective 
emphasizes that marketing capability is a critical resource owned by companies for marketing 
management and innovation [49,51,52]. (2) The Strategic Perspective: This examines marketing 
competence from a company's broader strategic standpoint. It connects hierarchical models from 
conceptual to execution layers, recognizing critical marketing competencies at each level [11,53,54]. 
(3) The Knowledge Viewpoint: This perspective emphasizes the importance of knowledge as a 
company's primary strategic resource. Knowledge resource differentiation can lead to performance 
variances between firms[49,50]. (4) The Dynamic View: This recognizes that the market is constantly 
changing, and understanding and evaluating marketing capabilities in a dynamic setting is 
critical[52,55,56].These diverse viewpoints have broadened the scope of marketing capability 
research and improved the theory's application. 

In summary, this study views sustained marketing competency as a strategic interpretation of 
the entire value exchange process. Focusing primarily on short-term advantages may lead to 
"marketing myopia," hindering a company from achieving long-term benefits. To address this, Kotler 
[11] introduced the notion of sustained marketing, asserting that marketing must be a strategic 
management concept that considers the interests of consumers, organizational staff, and shareholders. 
In his book, Kotler analyzed the performance of various exceptional Asian firms, highlighting the 
need for sustainable marketing capabilities. He also created the Sustainable Marketing Enterprise 
(SME) model, which conveyed the concept of sustained marketing competence without explicitly 
defining it. Subsequent studies, although not always using the term "sustained marketing capability," 
have addressed the concept from several strategic perspectives. Hooley [57] using the resource-based 
view, emphasized that a company's capabilities, particularly those related to culture and strategy, 
which are difficult to replicate, can establish sustained competitive advantages. According to Wang 
and Xu [12], sustained marketing competency is based on internal customer satisfaction, orientation 
toward external consumers and competitors, efficient communication with the external market, and 
coordination of internal organizational components. This is achieved by accumulating knowledge 
and developing effective marketing strategies, allowing the firm to grow over time. Wang [58] stated 
that marketing culture and reliance on an enterprise's capital are critical components in improving 
and maintaining marketing capabilities in a dynamic environment. Kamboj and Rahman [59] 
demonstrated that, under the premise of market orientation, marketing competency contributes to 
long-term innovation in firms. Hunt [60] proposed that marketing, as an intrinsic concept to 
sustainable economic development, contributes to its growth. Therefore, sustainability should be 
incorporated into a company's mission, values, beliefs, norms, marketing goals, and operations. Ćorić 
et al. [61] discussed the consequences of sustainable marketing in three dimensions: strategic 
integration, social engagement, and ethical capacity. Appiah-Nimo and Chovancová [62] described 
how market orientation fosters long-term enterprise performance. Ling et al. [63] investigated how 
improving digital transformation helps enhance sustained innovation within firms, thereby aiding 
the process of building sustained marketing competency. As the breadth of marketing activities 
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broadens, some researchers have taken a more macro-level perspective, considering corporate 
marketing sustainability in economic, social, and environmental dimensions [9,64,65]. Although the 
research viewpoints listed above vary, we can outline certain features of sustained marketing 
competency based on these studies: (1) Sustained marketing capability is a valuable, unique, and 
challenging-to-replicate element. (2) Sustained marketing capability is dynamic, formed through 
continuous learning and accumulation within the company. (3) Sustained marketing capability is an 
integrated set of capabilities and responsibilities, incorporating elements such as the company, 
employees, stakeholders, society, and the ecological environment into the strategic process of 
sustainable development. 

Therefore, based on the above review and summarizing the essence of previous research, this 
study provides the following definition of sustained marketing capability: it is a unique, valuable, 
and irreplaceable ability that companies develop through the integration of internal and external 
resources during long-term learning and accumulation. This capability encompasses various 
relationships, including customers, employees, the enterprise, and stakeholders, driving the 
company's development in a dynamic environment through sustained innovation and excellent 
marketing practices. By integrating sustainability into the company's mission and values, sustained 
marketing capability becomes a core element supporting the enterprise's sustainable development 
strategy, providing a solid foundation for achieving long-term competitive advantages and excellent 
performance. The purpose of this study is to investigate, from the standpoint of internal company 
development, the problem of maintaining marketing capability in time-honored brands. Using the 
resource-based view as a foundation and taking cues from Wang and Xu [12], the study explores how 
businesses build their Sustainable marketing capability from three primary angles: marketing 
operations, marketing culture, and marketing learning. 

2.4. Ambidextrous Marketing Capability and Sustained Marketing Capability 

There is currently a discernible lack of direct studies examining the connection between 
Sustainable marketing capability and ambidextrous marketing capabilities. However, examining 
related studies offers some insights into possible impact correlations between these two capabilities. 
The effects of sustained and ambidextrous marketing capabilities on business performance have been 
independently verified by earlier research. For instance, Zhang and Qiu[66] found that both 
exploratory and exploitative market innovations significantly enhance company performance 
through different processes. Exploitative innovation generally builds cost benefits, while exploratory 
innovation primarily fosters differentiation advantages. Kunieda & Takashima [13] suggested that 
adjusting resource allocation related to exploration and exploitation positively impacts future 
financial performance and market evaluation (Tobin’s Q). Jiang [67] established an upward concave 
curve in the effect of marketing duality on sales growth. Li and Zheng [68] found that exploitative 
innovation and marketing capability had a favorable impact on company performance, while 
exploratory innovation had an indirect impact through marketing capability. According to Xu and 
Wang [69], marketing learning capability and marketing operations capability positively impact both 
long-term and short-term company performance. Zhang et al. [8] discovered that balanced 
ambidextrous innovation has an inverted U-shaped influence on short-term financial performance 
while benefiting long-term competitiveness. Ćorić et al. [61] demonstrated how sustained marketing 
orientation enhances startup performance. While these studies have varied origins, they converge on 
similar conclusions, prompting discussions on the correlation between ambidextrous marketing and 
Sustainable marketing capability, especially in specific contexts. However, prior literature has 
overlooked such discussions, leaving this research area largely unexplored. Addressing this gap 
requires a thorough examination of the relationship between ambidextrous and sustainable 
marketing capabilities, grounded in absorptive theory, to understand how enterprises develop 
sustainable marketing capabilities under ambidextrous influences. 

Secondly, a wider range of academics have verified the beneficial impact of the "ambidextrous" 
notion on sustainability. Understanding the influence of dual strategies on long-term business 
performance necessitates considering multiple factors such as leadership, innovation, and 
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organizational culture. Lyu et al. [70] validated the positive effect of ambidextrous leadership 
capabilities on sustained effectiveness. Zhang et al. [10] discussed how ambidextrous innovation 
strategies mediate the relationship between big data capabilities and sustainable competitive 
advantages. Steering sustained procurement programs requires an ambidextrous approach, as Li et 
al. [71]  demonstrated. The mediation function of ambidextrous innovation synergy in bridging 
dynamic capability and sustainable competitive advantage was emphasized by Qian and Peng [4], 
providing insightful explanations of how dynamic skills might improve sustainable business 
performance. The impact that ambidextrous tactics have on businesses' capacity for sustainability is 
complex and multifaceted. Xing et al.[72] highlighted the sequential mediation function of 
environmental commitment and innovation in the relationship between environmental legislation 
and sustainable development, emphasizing the importance of dedication and creativity in achieving 
sustainable outcomes. Sijabat et al. [73]demonstrated the critical connection between duality and 
corporate success by showing how ambidextrous innovation mediates to increase firm performance 
and competitive advantage through entrepreneurial inventiveness. Zeng et al. [74] underscored the 
value of ambidextrous abilities in promoting development and offered practical advice for resolving 
the innovation dilemma in sustainable ecosystems. These studies highlight the complex interplay 
between organizational culture, innovation, and ambidextrous strategies, all of which support 
sustainable business capabilities. They also demonstrate how ambidextrous approaches affect 
development in various ways, including supply chain management, leadership, innovation, and 
organizational structure. Although these studies do not directly establish a link between 
ambidextrous strategies and sustained marketing, they provide a theoretical foundation for exploring 
their correlation. Consequently, this study presents the following hypotheses: 

Ha: Ambidextrous marketing capabilities enhance a company's Sustainable marketing 
capability. 

Ha1: Marketing exploration positively influences marketing culture. 
Ha2: Marketing exploration positively influences marketing learning. 
Ha3: Marketing exploration positively influences marketing operations. 
Ha4: Marketing exploitation positively influences marketing culture. 
Ha5: Marketing exploitation positively influences marketing learning. 
Ha6: Marketing exploitation positively influences marketing operations. 

2.5. Sustainable Marketing Capability and Corporate Performance 

Xu & Wang's [69] investigation into the effect of sustained marketing capability on company 
performance closely aligns with our findings. They contend that a strong marketing culture 
indisputably increases corporate performance by satisfying both internal and external customers. By 
fostering collaboration between enterprise units, marketing learning capability adds value for target 
customers and creates a sustainable competitive advantage. Operational marketing strategy aids in 
"capturing customer mindshare" and enables the enterprise to "gain market share." The company's 
performance is directly impacted by the specific marketing operations, strategies, and initiatives 
implemented. Comparable studies, such as Mumel et al. [75], illustrate the favorable influence of 
market orientation on customer loyalty and business performance, underscoring its significance in 
propelling business performance. Sampaio et al. [76] establish that the dynamic rational configuration 
between exploration and exploitation influences future financial performance and market evaluation, 
providing insights into the impact of these activities on business performance. Kunieda & Takashima 
[13], using service quality as an intermediary, illustrate a positive correlation between market 
orientation and business performance. Based on these findings, our study posits the following 
hypotheses: 

Hb: Sustainable marketing capability significantly positively influences corporate 
performance. 

Hb1: Marketing culture significantly contributes to corporate performance. 
Hb2: Marketing learning significantly enhances corporate performance. 
Hb3: Marketing operations significantly improve corporate performance. 
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2.6. The Mediating Role of Sustainable Marketing Capability 

Asree [77] examined the role of sustained marketing capability as a mediator between the 
ambidextrous supply chain and business performance, evaluating its influence on innovation. The 
study highlights the mediating function of innovation in firm performance within the context of the 
ambidextrous supply chain, offering insights into how the ambidextrous supply chain affects 
innovation and performance. He et al. [46] investigated the impact of marketing exploration 
capability on innovation performance using exploratory market-oriented innovation, highlighting its 
partial mediating function. They also examined how marketing development competence affects 
innovation performance, emphasizing the partly moderating role of exploitative, market-oriented 
innovation in this relationship. This demonstrates how marketing competency mediates between 
innovation performance and business performance. Zhang et al. [10] explored how ambidextrous 
innovation strategy mediates the relationship between big data capabilities and sustainable 
competitive advantage, providing insights into the comprehensive characteristics that partially 
mediate this relationship. Lyu et al. [70] investigated the interaction between employee green 
creativity and green product innovation, examining how it mediates the association between 
ambidextrous leadership and sustainable development success. The study emphasized the power of 
ambidextrous leadership to encourage employee green innovation, ultimately improving the 
company's sustainable development performance and demonstrating sustained marketing's 
mediation role in achieving sustainable development goals. These studies provide crucial evidence 
confirming the mediating function of ambidextrous innovation strategy in determining sustainable 
competitive advantage, a factor closely related to business performance. As a result, this study's 
hypotheses are as follows: 

Hc: Sustainable marketing capability serves as a mediator in the impact process of 
ambidextrous marketing on corporate performance. 

Hc1: Marketing culture acts as a mediator in the influence of marketing exploration capability 
on corporate performance. 

Hc2: Marketing learning capability serves as a mediator in the influence of marketing 
exploration capability on corporate performance. 

Hc3: Marketing operation capability acts as a mediator in the influence of marketing exploration 
capability on corporate performance. 

Hc4: Marketing culture acts as a mediator in the influence of marketing exploitation capability 
on corporate performance. 

Hc5: Marketing learning capability serves as a mediator in the influence of marketing 
exploitation capability on corporate performance. 

Hc6: Marketing operation capability acts as a mediator in the influence of marketing exploitation 
capability on corporate performance. 

2.7. The Moderating Effect of Policy and Market Environments 

Institutional theory states that the external environment influences a company's decision-
making behavior [78,79], affecting its performance in both market and policy environments. This 
study aims to explore how market and policy environments regulate the impact of sustained 
marketing on firm performance. Previous literature has revealed intricate interactions among 
sustained marketing, market conditions, and policy dynamics, providing insights into the complex 
relationships that support firm performance. Peng et al. [80] studied the impact of marketing 
innovation on company performance, discovering that market conditions had varying effects on the 
relationship between marketing innovation and firm performance. According to the study, 
technological turbulence favorably moderates the influence of market-driven marketing innovation 
on firm performance, highlighting the necessity of considering market dynamics when determining 
marketing initiative outcomes. Similarly, Appiah-Nimo & Chovancová [62] investigated how 
external and internal business environments, specifically market orientation, mediated and 
moderated the relationship between marketing strategies and corporate long-term success. The study 
confirmed the importance of market orientation in driving corporate success, emphasizing the 
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significance of market dynamics in planning sustainable marketing strategies. The policy 
environment plays a regulatory role in the relationship between sustained marketing and company 
success. Luan et al. [81] investigated the regulatory effect of environmental regulations on business 
economic sustainability, providing useful insights into how policy settings influence firm 
performance. The study demonstrated the role of environmental regulations in affecting enterprises' 
economic sustainability, underlining the necessity of incorporating policy dynamics into sustainable 
business plans. Tshuma [82] also stressed the importance of developing a sustainable customer 
database, particularly in terms of addressing ecological changes and customer preferences impacted 
by environmental management and health concerns. The study proved the need to use green 
marketing to maintain a competitive edge in the face of environmental change, emphasizing the 
impact of policy dynamics in determining marketing strategies and company performance. In 
summary, previous studies offer valuable evidence indicating the regulatory role of market and 
policy environments in shaping the relationship between sustained marketing and firm performance. 
These studies highlight the importance of considering market and policy dynamics in formulating 
and implementing sustainable marketing strategies to enhance firm performance. The research 
findings underscore the necessity for organizations to adjust their marketing initiatives based on 
current market and policy conditions to achieve sustainable and competitive performance. Therefore, 
this study proposes and will validate the following hypotheses: 

Hd: Enhancement in the policy environment strengthens the impact of Sustainable marketing 
capability on corporate performance. 

Hd1: Enhancement in the policy environment promotes the impact of marketing culture on 
corporate performance. 

Hd2: Enhancement in the policy environment strengthens the impact of marketing learning on 
corporate performance. 

Hd3: Enhancement in the policy environment strengthens the impact of marketing operations 
on corporate performance. 

He: Enhancement in the market environment strengthens the impact of Sustainable 
marketing capability on corporate performance. 

He1: Enhancement in the market environment promotes the impact of marketing culture on 
corporate performance. 

He2: Enhancement in the market environment strengthens the impact of marketing learning on 
corporate performance. 

He3: Enhancement in the market environment strengthens the impact of marketing operations 
on corporate performance. 

This study presents the research model depicted in Figure 1, building on the previous discussion 
and grounded in input–transformation–output theory and absorption theory [30,45]. 

 
Figure 1. The research model. 
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3. Methodology 

3.1. Measurement 

To ensure the reliability and validity of our research findings, we carefully controlled the 
number of questions and based our study on well-established scales from respected international 
journals. These scales encompass six major factors and two moderating variables. We initially 
translated, back-translated, and evaluated these scales, making adjustments based on feedback from 
experts and real-world business contexts in marketing, strategic management, financial management, 
and industrial economics. Scale reliability was ensured using confirmatory factor analysis and 
reliability testing. Following pre-surveys, expert opinions, and thorough results from in-depth 
interviews, we amended and refined the measuring items to construct the official research 
questionnaire. All major variables were assessed using a 7-point Likert scale, reflecting our 
commitment to achieving accurate research results. 

(1) Ambidextrous Marketing Capabilities: Scales developed by Vorhies, Peng et al., and Wang 
& Sun were used to assess ambidextrous marketing capabilities. The questionnaire is designed 
around the characteristics of marketing exploration and marketing exploitation, with a total of ten 
items. A rating of 1 means "strongly agree," while 7 means "strongly disagree," consistent with the 
descriptions of each level in the subsequent scales (2 and 4). [39,42,83]. 

(2) Sustainable Marketing Capability: This comprises Marketing Culture, Marketing Learning, 
and Marketing Operations. Marketing Culture developed based on scales from Wei, Narver & Slater, 
and Conduit & Mavondo, comprising 5 questions [5,84,85]; Marketing Learning draws inspiration 
from scales by Narver & Slater and Hult & Ferrell, with 5 questions [84,86]; Marketing Operations 
designed based on research by Dess & Davis, Doty et al., and Vorhies et al., also comprising 5 
questions [87–89]. 

(3) Corporate Performance: Two measurement methods exist for corporate performance: the 
objective measurement method, using objective data for assessment [90] , and the subjective 
measurement method, where respondents subjectively assess performance[91,92]. Govindarajan [93] 
contends that reasonably pairing objective performance data in cross-enterprise studies is 
challenging due to the confidentiality of a company's indicators, making the objective method 
inconvenient for respondents. Consequently, the subjective measurement method is more commonly 
adopted. Although results from this method may contain errors, such errors do not exhibit systematic 
differences among different respondents[94], maintaining high credibility. Research also indicates a 
strong positive correlation between results obtained using the subjective method and the objective 
method [95]. Churchill et al. [96] found that the subjective measurement method of performance does 
not increase the correlation between dependent and independent variables and can provide the same 
results as the objective method. Therefore, this study chose the subjective method to gauge 
performance, requiring respondents to compare the average performance indicators of the past three 
years with those of major competitors and express their satisfaction level. The performance scale, 
drawing from Govindarajan's scale focusing on short-term and long-term performance [87] and 
empirical studies by Celuch et al. [97] Zehir et al. [98], and Xu & Wang [69], comprises 10 questions. 

(4) In terms of moderating variables, the policy environment section uses research scales 
developed by Li & Atuahene-Gima [99] and Li et al. [100], totaling 5 questions; the market 
environment section uses research scales developed by Waldman et al., Lu & Yang, and Jiang & Ma, 
totaling 5 questions [101–103]. 

3.2. Sampling 

The sample companies were selected from a list of 1,073 Chinese time-honored brands released 
by the Ministry of Commerce of the People's Republic of China. The study employed a stratified 
sampling approach to compile the number of time-honored firms in each Chinese province based on 
geographical divisions. Provinces were then ranked according to the number of time-honored brands 
they had. Subsequently, the top ten provinces or directly governed municipalities were chosen, 
representing 752 time-honored brand enterprises. Random sampling within these ten provinces 
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yielded 118 time-honored brand enterprises as sample companies, accounting for 15.69% of the target 
enterprises (118/752). 

4. Results 

4.1. Sample Characteristics 

This study examined sample companies from December 2023 to April 2024, issuing 1,200 
questionnaires through phone, email, and online methods. A total of 542 questionnaires were 
gathered. After screening and removing invalid replies, 352 valid questionnaires were preserved 
from 47 companies, representing 6.25% of the target companies (47/752). The effective rate was 
29.33% (352/1,200). Table 1 shows the descriptive statistical results of this survey. 

(1) Type of Business Entity: The majority of responses in Type I are from limited liability 
corporations (208, 59.1%), followed by limited firms (138, 39.2%), with only a few samples from sole 
proprietorships (6, 1.7%). Type II includes 252 questionnaires (71.6%) from private enterprises, 78 
questionnaires (22.2%) from state-owned enterprises, 12 questionnaires (3.4%) from foreign 
investment enterprises, and 10 questionnaires (2.8%) from enterprises with investments from Hong 
Kong, Macao, or Taiwan. (2) Age Distribution of Businesses: Of the valid questionnaires, 306 come 
from businesses with an operating age between 21 and 50 years, accounting for 86.9%. Questionnaires 
from businesses with an operating age between 11 and 20 years total 31, accounting for 8.8%. There 
are 10 questionnaires from businesses with an operating age exceeding 51 years, constituting 2.8%. 
Questionnaires from businesses with an operating age of less than 5 years are 5, making up 1.4%. (3) 
Business Size: Medium enterprises received the most questionnaires (157, 44.6%), followed by large 
enterprises (130, 36.9%), small enterprises (37, 10.5%), and micro-enterprises (28, 8%). (4) Survey 
Respondents: Since this study focuses on internal company construction difficulties, the survey 
subjects are predominantly managerial individuals from diverse businesses. According to the survey, 
91.8% of questionnaires were collected from mid-level and above managers in various enterprises, 
including 11 from the chairman of the board (3.1%), 71 from the vice president of marketing (20.2%), 
78 each from middle managers and general managers (22.2%), and 85 from other vice presidents 
(24.1%). General staff responded with 29 questionnaires (8.2%). (5) Geographical Distribution: The 
source provinces of businesses are the top ten provinces or municipalities with the largest 
concentration of well-known brand ownership. The top three areas are Shanghai (76, 21.6%), Beijing 
(52, 14.8%), and Jiangsu Province (45, 12.8%). See Table 1 for additional ranks. (6) Industry 
Representation: Pharmaceuticals and biotechnology (50, 14.2%) are the most represented industries 
in the valid questionnaires, followed by liquor production (47, 13.4%) and food (45, 12.8%). There are 
also responses from 13 different industries. 

Overall, the valid questionnaires in this study represent a diverse sample in terms of business 
type, age, scale, employee position structure, regional distribution, and industry, essentially covering 
the characteristics of the majority of Chinese Time-Honored brands, demonstrating good 
representativeness. 

Table 1. Results of Descriptive Analysis (N= 352). 

Indexes Category Frequency % Indexes Category Frequency % 

Firm Types     Firm Types II     

  
Limited Liability 

Company 

208 59.1 

  

Private Enterprise 252 71.6 

  Limited company 138 39.2   State-owned enterprise 78 22.2 

  Sole Proprietorship 6 1.7   Foreign Investment 12 3.4 

        
  

Hong Kong, Macao, and 

Taiwan 

10 2.8 

Firm Age     Firm Size     
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  21 - 50 years 306 86.9   Medium enterprise 157 44.6 

  11 - 20 years 31 8.8   Large enterprise 130 36.9 

  More than 51 years 10 2.8   Small Enterprise 37 10.5 

  Less than 5 years 5 1.4   Microenterprise 28 8 

Respondent’s Position  Firm Industry     

  
Other vice 

presidents 

85 24.1 

  

Pharmaceuticals & 

Biotechnology 

50 14.2 

  General manager 78 22.2   Liquor production 47 13.4 

  Middle manage 78 22.2   Food 45 12.8 

  
Vice President 

Marketing 

71 20.2 

  

Retailing 44 12.5 

  General staff 29 8.2   Catering services 42 11.9 

  
Chairman of the 

board 

11 3.1 

  

Chemical industry 22 6.3 

Firm Location     Commercial trade 18 5.1 

  Shanghai 76 21.6   Diversified finance 14 4 

  Beijing 52 14.8   Durable goods 14 4 

  Jiangsu 45 12.8   Hospitalities 11 3.1 

  Zhejiang 43 12.2   Raw materials 11 3.1 

  
Shandong 30 8.5 

  

Industrial & Business 

services 

10 2.8 

  Tianjin 29 8.2   Agricultural products 9 2.6 

  
Guangdong 25 7.1 

  

Textile, Apparel, and 

Jewelry 

9 2.6 

  Sichuan 21 6   Sports 4 1.1 

  Liaoning 16 4.5   Power Equipment 2 0.6 

  Fujian 15 4.3         

4.2. Reliability and Validity 

(1) Reliability Analysis: Using Cronbach's α coefficient, this study evaluated the measuring 
scales' reliability. Table 2 presents the specific findings. The primary variables have α values of 0.861
、0.843、0.877、0.860、0.862, and 0.944 for their measurement scales, marketing exploration, 
marketing exploitation, marketing culture, marketing learning, marketing operation, and corporate 
performance, in that order. Good scale reliability is indicated by the α values for the measurement 
scales above the standard of 0.700  [104]. 

(2) Validity Analysis: Content and structural methodologies were used to validate the measuring 
scales in this study. The original scales were empirically verified in the Chinese context before being 
published in widely recognized, internationally reputable journals. Expert opinions and pre-surveys 
were incorporated into the modified version, which focused on Chinese time-honored brands and 
ensured high content validity. Structural validity was verified by confirmatory factor analysis after 
being refined using mature scales. The KMO value for the scales is 0.935, and Bartlett's test was 
significant (χ2/df = 9.868, p<0.000), showing data appropriateness and evident factor structure. 
Second, AMOS performed confirmatory factor analysis, and the results in Table 2 show standardized 
factor loading values for corresponding items of each variable ranging from 0.515 to 0.961 which 
exceeds the 0.500 standard [105]. Thus, all structural validity metrics for the scales perform 
satisfactorily. Additionally, each factor's AVE and CR values are above 0.5 and 0.7, respectively, 
demonstrating the variables' strong internal consistency and structural dependability [106]. When 
discriminant validity is examined, it can be seen from Table 3's square root of AVE values and inter-
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variable correlation coefficients that each variable's square root of AVE exceeds the correlation 
coefficients between variables [107], suggesting that the scales have good discriminant validity. 

Table 2. Measurement items and Result of Reliability and Validity. 

Items SFL AVE CR Cronbach’s α 

1. Marketing Exploration 
 

0.554 0.861 0.861 

We will regularly introduce bold, adventurous, or avant-garde 

marketing processes. 

0.804 
   

We will consistently develop innovative marketing processes that 

starkly differ from past marketing approaches. 

0.730 
   

We will continuously apply market knowledge to devise entirely 

new strategies that diverge from existing marketing processes. 

0.703 
   

We will employ market knowledge to break traditional patterns and 

create novel marketing processes that have not been utilized before. 

0.734 
   

We will continually acquire new marketing knowledge or skills that 

are groundbreaking for the company and even the entire industry. 

0.747 
   

2. Marketing Exploitation 
 

0.520 0.844 0.843 

We will focus on revolutionizing marketing processes to enhance 

efficiency and implementation effectiveness. 

0.690    

We will continually examine information from existing projects and 

learning experiences to improve our established marketing 

processes. 

0.716 
   

Throughout the development of new marketing processes, we will 

consistently adhere to and adapt existing concepts. 

0.741 
   

We will progressively refine or elevate our existing marketing 

processes. 

0.701 
   

We excel in summarizing and distilling current marketing 

experiences and accumulating systematic marketing knowledge. 

0.757 
   

3. Marketing Culture 
 

0.589 0.877 0.877 

The company's competitive advantage is built upon a thorough 

understanding of customer needs. 

0.795 
   

Employees who provide excellent service to customers can receive 

corresponding rewards within the company. 

0.722 
   

The company can swiftly respond to competitive actions that pose 

threats. 

0.786 
   

Each department of the company is capable of providing products 

and services with genuine value to its associated departments. 

0.760 
   

During cross-departmental collaboration, departments treat each 

other as customers. 

0.771 
   

4. Marketing Learning 
 

0.552 0.860 0.860 

The company can quickly identify changes in customer preferences 

for products. 

0.748 
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The company conducts consumer evaluations of its products or 

services at least once a year. 

0.738 
   

When recognizing customer expectations for product or service 

improvements, all relevant departments in the company collaborate 

to meet these needs. 

0.728 
   

Supervisors from each department of the company regularly visit 

customers or potential customers. 

0.734 
   

Managers in the company know how to motivate each employee to 

create value for customers. 

0.765 
   

5. Marketing Operations 
 

0.558 0.863 0.862 

The company's management has clearly articulated the strategic 

approach to achieving marketing objectives. 

0.745 
   

The company's marketing strategy aligns with the current market 

conditions. 

0.744 
   

By offering differentiated products or services, the company gains a 

competitive advantage in the market. 

0.686 
   

The company's marketing mix strategy is more effective than that of 

competitors. 

0.790 
   

The company establishes long-term relationships with customers 

through the sale of products and services. 

0.765 
   

6. Enterprise Performance 
 

0.629 0.944 0.944 

Net Profit 0.813 
   

Sales Profit Margin 0.780 
   

Cash Flow 0.773 
   

Return on Investment (ROI) 0.804 
   

Operating Costs 0.807 
   

Sales Growth Rate 0.808 
   

Market Share 0.775 
   

Development of New Products 0.780 
   

Market Expansion 0.780 
   

Research and Development Achievements 0.807 
   

7.Market Environment   0.630 0.735 0.873 

Customer demands change rapidly 0.953     

Market competition is difficult to predict 0.623     

Competition among peers is becoming increasingly intense 0.615     

Most new products in the market are achieved through technological 

breakthroughs 
0.621     

The pace of technological change within the industry is very fast 0.668     

8.Policy Environment   0.612 0.703 0.824 

Government provides policies and projects conducive to the 

development of our company 
0.961     
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The government provides necessary technical information and 

technical support to our company 
0.640     

The government provides direct fiscal policies to our company, 

including taxation and government subsidies 
0.616     

The government encourages companies to protect intellectual 

property rights 
0.561     

The government provides necessary legal support for our company 

to enter new markets 
0.515     

KMO=.935  Bartlett's χ2/ df =9.868，p ＜ 0.000 

Table 3. Discriminant Validity: Pearson Correlation and AVE Square Root. 

Variables Mean SD Explor Exploit MC ML MO Perfo PE ME 

Explor 5.536  0.616  0.744                

Exploit 5.554  0.596  .460** 0.721              

MC 5.503  0.654  .460** .356** 0.767            

ML 5.571  0.617  .394** .409** .420** 0.743          

MO 5.540  0.598  .437** .479** .396** .429** 0.747        

Perfo 5.636  0.641  .439** .353** .432** .509** .457** 0.793      

PE 5.580  0.625  -.255** -0.102  -.495** -.204** -.243** -.193** 0.794    

ME 5.513  0.727  -.257** -0.073  -.561** -.276** -.226** -.173** .692** 0.782  
Notes：**. Significance at the 0.01 level (two-tailed). The diagonal numbers represent the square root values of 
the AVE for each factor. 

4.3. Means, Standard Deviations, and Correlation Analysis of Variables 

Table 3 presents the means, standard deviations, and inter-variable correlation coefficients for 
each variable in this study. The observed means for all variables are notably high, indicating a 
potential need for reinforcing dual marketing capabilities among the majority of Chinese time-
honored brands. Strengthening these capabilities could effectively foster the development of 
Sustainable marketing capability, ultimately boosting corporate performance. Additionally, the 
evident positive correlations among the main variables in this study establish a crucial foundation 
for the subsequent hypothesis testing. 

4.4. Structural Model Analysis 

The analysis reveals that each research variable in this study is reliable and legitimate. The 
study's structural model was analyzed using AMOS to test the conclusions of Hypotheses Ha and 
Hb. Table 4 shows the path findings and fit indices. The path test results show positive coefficients 
for all nine sets of variables, with p-values for each association less than 0.001, supporting both 
hypotheses Ha and Hb. The fit indices values are adequate, indicating a decent overall fit for the 
structural model used in this investigation. Thus, the proposed theoretical model is deemed suitable. 

Table 4. Results of Structural Model Analysis. 

Variable Relationships Estimates P-Value Hypothesis Result 

Marketing Exploration→Marketing Culture 0.44 *** Ha1 accepted 

Marketing Exploration→Marketing 

Learning 
0.35 *** Ha2 accepted 
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Marketing Exploration→Marketing 

Operating 
0.36 *** Ha3 accepted 

Marketing Exploitation→Marketing Culture 0.26 *** Ha4 accepted 

Marketing Exploitation→Marketing 

Learning 
0.36 *** Ha5 accepted 

Marketing Exploitation→Marketing 

Operating 
0.46 *** Ha6 accepted 

Marketing Culture→Enterprise 

Performance 
0.20 *** Hb1 accepted 

Marketing Learning→Enterprise 

Performance 
0.37 *** Hb2 accepted 

Marketing Operating→Enterprise 

Performance 
0.25 *** Hb3 accepted 

χ2 = 724.891  df = 544  χ2/df = 1.333  RMSEA = 0.031   

GFI = 0.900  NFI = 0.902  TLI(NNFI) = 0.971  CFI = 0.973 

4.5. Mediation Analysis 

Using the Bootstrap approach, this study validates Hc by evaluating the mediating function of 
Sustainable marketing capability in the relationship between dual marketing and corporate 
performance. A bias-corrected confidence level of 95% and 2000 samples for Bootstrap are used in 
the study, which is carried out using AMOS software. With positive standardized effect values for 
every association, Table 5 presents the findings. P-values are significant at the 0.01 level, and the 
confidence intervals for two-tailed tests do not include 0. In light of this, hypotheses Hc1 through 
Hc6 are validated. 

Table 5. Mediation Analysis Results. 

Variable Relationships 
Estimate

s 
SE Lower Upper P-Value 

Hypothes

is 
Result 

Explore→MC→Performance 0.09  0.038  0.030  0.180  0.003  Hc1 accepted 

Explore→ML→Performance 0.13  0.041  0.062  0.223  0.001  Hc2 accepted 

Explore→MO→Performanc

e 
0.09  0.033  0.034  0.161  0.001  Hc3 accepted 

Exploit→MC→Performance 0.05  0.023  0.018  0.108  0.002  Hc4 accepted 

Exploit→ML→Performance 0.14  0.042  0.066  0.230  0.001  Hc5 accepted 

Exploit→MO→Performance 0.11 0.037  0.051  0.198  0.000  Hc6 accepted 

4.6. Moderating Effects Test 

Using AMOS software, this study investigates how the market and policy environments 
moderate the relationship between company performance and sustainable marketing capacities. 
Table 6 shows the results. For hypothesis Hd, the slope graphs in Figures 2–4 correspond to Hd1-
Hd3, and for hypothesis He, the slope graphs in Figures 5–7 belong to He1-He3. The p-values for 
Hd1 and Hd3 are significant at the 0.001 level, and the p-value for Hd2 is significant at the 0.05 level. 
The standardized coefficients in these associations are positive. Figures 2 through 7 show how the 
policy and market contexts have positive moderating effects, supporting He and Hd's theories. 
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Table 6. Results of Interaction Relationship Tests. 

Variable Relationships Estimates P-Value Hypothesis Result 

Marketing Culture*Policy 

environment→Enterprise Performance 
0.246 *** Hd1 accepted 

Marketing Learning*Policy 

environment→Enterprise Performance 
0.132 * Hd2 accepted 

Marketing Operation*Policy 

environment→Enterprise Performance 
0.294 *** Hd3 accepted 

Marketing Culture*Market 

environment→Enterprise Performance 
0.224 *** He1 accepted 

Marketing Learning*Market 

environment→Enterprise Performance 
0.222 *** He2 accepted 

Marketing Operation*Market 

environment→Enterprise Performance 
0.329 *** He3 accepted 

 

Figure 2. Moderating Effect of Policy Environment between MC and Performance. 

 

Figure 3. Moderating Effect of Policy Environment between ML and Performance. 
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Figure 4. Moderating Effect of Policy Environment between MO and Performance. 

 

Figure 5. Moderating Effect of Market Environment between MC and Performance. 

 

Figure 6. Moderating Effect of Market Environment between ML and Performance. 

 
Figure 7. Moderating Effect of Market Environment between MO and Performance. 
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5. Conclusions 

5.1. Research Finding 

This study develops a model of sustainable marketing capabilities for t time-honored enterprises 
based on the "Input-Transformation-Output" theory and the absorption theory. It links ambidextrous 
marketing, sustained marketing, and corporate performance (Figure 8). (1) The model confirms the 
positive impact of dual marketing on Sustainable marketing capability (Ha), aligning with previous 
studies  [61,66,67,70] that inferred a connection between ambidextrous marketing and sustained 
marketing. Moreover, the study did not manifest the exploration and utilization of "duality," 
suggesting that time-honored enterprises must simultaneously engage in exploratory and 
exploitative activities to effectively develop Sustainable marketing capability. (2) The positive impact 
of sustainable marketing capability on corporate performance is substantiated (Hb), aligning with 
the findings of Xu & Wang, and Mumel et al [69,75]. The collective results of Ha and Hb reinforce the 
perspective put forth by Boumgarden et al [6], and Lee & Kim [7] that concurrent exploration and 
exploitation are vital for long-term success in enterprises. (3) The hypothesis that sustainable 
marketing capability plays a positive mediating role in the impact of ambidextrous marketing 
capability on corporate performance is validated (Hc). This result aligns with the perspectives of 
Zhang et al. [10] and Lyu et al. [70], indicating a complete "Input-Transformation-Output" process. 
(4) The hypothesis, validated as (Hd), confirms that the market and policy environments moderate 
the impact of sustained marketing on corporate performance. This aligns with the findings of Peng 
et al., Appiah-Nimo & Chovancová, Luan et al., Tshuma, and other scholars [62,80–82]. This suggests 
that time-honored enterprises' marketing effectiveness relies on the support of the external 
environment during marketing communication. Moreover, shaping marketing capabilities cannot be 
considered separately from environmental influences. (5) The theory of ambidextrous marketing is 
equally relevant to time-honored enterprises. This is supported by effectively validating the research 
model within such enterprises. It delineates paths from dual marketing to sustained marketing and 
from sustained marketing to corporate performance. Additionally, it illustrates the mediating factors 
between dual marketing and corporate performance, as well as the moderating factors between 
sustained marketing and corporate performance. This outcome not only presents fresh evidence for 
marketing research in time-honored enterprises but also sets a new trajectory for future management 
studies in these firms. 

 
Figure 8. Research Results. 

5.2. Management Insights 

Modern businesses primarily focus on marketing, which makes marketing management the 
most important factor to take into account while managing an organization. Sustained development 
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in enterprises necessitates a systematic internal force, namely sustainable marketing capability, 
viewed through the lens of modern marketing management and systems theory. Presently, most 
Chinese time-honored enterprises adopt a passive marketing approach, lacking deep and 
foundational sustainable marketing capabilities and relying on outdated guiding ideologies and 
methods. Some time-honored enterprises find themselves directionless in cultivating marketing 
capabilities, highlighting fundamental weaknesses in sustainable marketing capabilities. These issues 
extend beyond a mere lack of surface-level marketing capabilities, indicating potential long-term 
risks and severe consequences. Past empirical research demonstrates that enterprises can enhance 
performance by improving sustainable marketing capabilities, with ambidextrous marketing 
capabilities playing a crucial role in shaping them. Marketing exploration leads to continuous 
learning, fostering an understanding of changes in the external environment, and establishing a 
marketing culture that embraces these changes. This is reflected in the marketing operational process. 
On the other hand, marketing exploitation involves an in-depth exploration of existing marketing 
models, processes, and experiences, effectively using resources to improve marketing cultures, 
enhance learning, and increase operational efficiency. While this study doesn't extensively 
demonstrate the interaction and dual-balance relationship of ambidextrous marketing capabilities, it 
emphasizes the need to balance exploration and exploitation. Overemphasizing exploration can lead 
to a "failure trap," while excessive focus on exploitation may neglect learning, resulting in a 
"capability/success trap." Time-honored enterprises should reasonably allocate the proportion 
between marketing exploration and exploitation based on their development stage, adapting to the 
situation's timing to promote sustainable marketing capabilities effectively. 

5.3. Limitations and Future Research 

The study has several limitations that pave the way for future research. First, the exploration of 
the interaction mechanism between ambidextrous marketing and sustained marketing is still in its 
early stages. Some variables acting as potential mediators or moderators might not be integrated into 
the model, leading to an incomplete summary of influencing factors in constructing Sustainable 
marketing capability. Future research could refine these influencing factors and explore the intrinsic 
origins of Sustainable marketing capability from diverse perspectives. Second, the study did not 
specifically delve into the interaction and binary relationship between marketing exploration and 
marketing exploitation. The research on how these two forces impact sustained marketing lacks 
specificity. Subsequent research should deepen the study of interactive relationships and binary 
connections, providing more reliable ambidextrous matching strategies for time-honored enterprises 
across different industries, scales, and development stages. Lastly, the study collected data from only 
47 time-honored enterprises, primarily through questionnaire surveys, and relied heavily on 
retrospective data. This approach may be influenced by respondent subjectivity, and the study lacks 
sufficient qualitative data, potentially introducing deviation or distortion in the information collected 
and impacting the interpretability of conclusions. Future research should broaden the survey scope, 
increase the number of sampled enterprises, and employ diverse research methods. Combining 
qualitative and quantitative approaches will enhance the data and enable a comprehensive analysis 
of the research results from various perspectives. 
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