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Abstract. This study aims to examine previous research to determine the influence of 

branding capability and competitive advantage on business performance with firm age as 

a moderating variable. This study applies two theories, namely Dynamic Capability 

Theory and Resource-based View, to explain the relationship between variables. These 

theories are expected to be able to explain the effects that appear between variables in real 

terms. The research model and supporting arguments used in this study can contribute to 

advancing current discussion efforts in the field of marketing management and business 

administration. As a literature study article, this article contributes to developing a 

conceptual framework from the perspective of these two theories as an effort to fill the 

gaps in existing research. This article is essential for marketing management, business 

administration, and further research, considering that only a few previous studies have 

used the Dynamic Capability Theory and Resource-based View to test similar research 

models. However, this research carries a new framework that illustrates the contribution 

of branding capability and competitive advantage to business performance with firm age 

as a moderating variable. 
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1 Introduction 

The main goal of business organizations in strategic management is to achieve competitive 

advantage and improve business performance in front of competitors. Colmpeltitivel advantagel 

as welll as businelss pelrfolrmancel relmains thel main folcus in stratelgic managelmelnt studiels. Both 

at the local and global levels, these two concepts are very crucial. Tol succelssfully colmpeltel and 

havel relsilielncel, a businelss must nolt olnly bel a leladelr in its selctolr, but alsol havel lolng-telrm 

relsilielncel. Discussion of how companies achieve competitive advantage and business 

performance is a central focus in many strategic management writings [1–3]. Thel approlach that 

is olfteln useld is thel Relsolurcel-baseld Vielw (RBV). According to this approach, competitive 

advantage is obtained by exploiting internal resources, not by taking advantage of the 

opportunities outside the company. This is because resources represent a series of 

interconnected assets and capabilities, allowing a company to take various available competitive 

positions. 

Many studies currelntly apply RBV in folrmulating businelss stratelgiels [4,5]. Holwelvelr, [6] asselrts 

that frolm a histolrical pelrspelctivel, RBV is actually a delrivativel olf thel Industrial Olrganizatioln 
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Vielw (IOlV), which makels thel twol approlachels colmplelmelntary. This is colnfirmeld by thel 

similaritiels in thel discussioln beltweleln thel twol approlachels relgarding colmpeltitivel advantagel at a 

similar lelvell olf analysis [7] [8]. Thel elsselncel olf RBV is that colmpeltitivel advantagel can bel 

olbtaineld by managing and utilizing colmpany relsolurcels approlpriatelly and elffelctivelly [9–14]. 

Relsolurcels havel grelat significancel folr a colmpany belcausel thely rellatel tol holw thelsel relsolurcels arel 

manageld and useld tol achielvel delsireld golals [15]. 

In SMEls, thelrel is a lolt olf poltelntial folr crelativel idelas. If an SMEl has uniquel charactelristics, this 

can increlasel its brand strelngth and advancel businelss grolwth. Holwelvelr, [16] folund that selrvicel 

innolvatioln dolels nolt always affelct brand elquity. Suppolrt sholuld bel giveln tol individuals whol 

havel initiativel, crelativity and thel ability tol drivel changel. Tholsel with elxpelrtisel and elxpelrielncel 

in innolvatioln arel olfteln seleln as thel main figurels. Tol melelt custolmelrs' nelelds and capitalizel oln thel 

valuel thely add, colmpaniels must usel “iso llatioln melchanisms”, such as building re lputatioln and 

brand [17,18]. Brands arel colnsidelreld tol bel thel main isollating melchanism that allolws a colmpany 

tol relcolrd thel valuel that has beleln crelateld by it. Thelrelfolrel, a colmpany's folcus sholuld bel oln 

delvellolping brand capabilitiels tol crelatel colmpeltitivel advantagels that impact variolus aspelcts olf 

businelss pelrfolrmancel, including custolmelr attractioln, reltelntioln and satisfactioln, as welll as crolss-

sellling [19,20] This ultimatelly improlvels thelir markelt pelrfolrmancel indicatolrs. 

Relcelnt discussiolns in thel elntrelprelnelurship litelraturel highlight thel impolrtancel olf a strolng brand 

as a colmpeltitivel advantagel factolr that influelncels pelrfolrmancel [21–23] Prelviolus relselarch has 

elmphasizeld thel impolrtancel olf markelting capabilitiels as an isollating melchanism [17,18]. 

Holwelvelr, [19,20]  prolpolsel that, elspelcially folr selrvicel colmpaniels, Brandability is kely. Brands 

hellp diffelrelntiatel a colmpany's olffelrings and prelselnt barrielrs folr colmpeltitolrs tol imitatel, 

strelngthelning lolng-telrm colmpeltitivel advantagel [17,18]. Thelrel is elmpirical elvidelncel relgarding 

thel influelncel olf brand ability oln colmpeltitivel advantagel. [24] folund a polsitivel and significant 

rellatiolnship beltweleln thel twol. Holwelvelr, colntrasting relsults welrel folund by [25], whol sholweld a 

nelgativel and insignificant rellatiolnship beltweleln brand ability and colmpeltitivel advantagel. 

Accolrding tol [26,27], thel polsitioln olf SMEls in thel fielld olf branding is still ambiguolus, elspelcially 

belcausel branding is olfteln assolciateld with largel colrpolratiolns [28]. Holwelvelr, colnsidelring thel 

elcolnolmic impact olf SMEls in many coluntriels [29,30], it is impolrtant tol asselss thel pelrfolrmancel 

olf SMEl brands and olthelr markelting stratelgiels in variolus selttings. Branding prolvidels an 

olppolrtunity folr markelt actolrs tol elxprelss thelir idelntity in a way that cannolt bel colnvelyeld throlugh 

elvelryday colmmunicatioln [31]. Holwelvelr, thel litelraturel oln branding sholws selvelral welaknelssels 

and relquirels molrel attelntioln frolm acadelmics in thel fielld olf markelting folr SMEls. Relselarchelrs 

havel stateld that colmpany capabilitiels, such as brand capability, grelatly influelncel businelss 

pelrfolrmancel [20,32,33]. 

Delspitel delvellolpmelnts in branding studiels, thelrel arel threlel majolr sholrtcolmings in thel litelraturel. 

First, thelrel is a lack olf relselarch oln brand capability that folcusels oln SMEls colmpareld tol largel 

colrpolratiolns [34]. Selcolnd, molst brand capability relselarch colmels frolm delvellolpeld coluntriels 

colmpareld tol delvellolping olr delvellolping coluntriels [35]. Solmel elmpirical elvidelncel, such as [26,35–

38] sholws polsitivel and significant rellatiolnship beltweleln brand capability and businelss 

pelrfolrmancel. In colntrast, [39,40] folund a nelgativel and insignificant rellatiolnship. RBV is 

relcolmmelndeld as a framelwolrk folr colmpaniels tol increlasel thelir advantagels [41] [42]. Colmpeltitivel 

advantagel arisels wheln olrganizatiolns adolpt olr delvellolp traits olr colmbinatiolns olf attributels that 

improlvel thelir pelrfolrmancel colmpareld tol colmpeltitolrs [43]. Colmpeltitivel advantagel is seleln as a 



 

 

 

 

capability achielveld throlugh celrtain attributels olr relsolurcels that relsults in pelrfolrmancel that 

elxcelelds colmpeltitolrs [43,44]. This is olfteln delscribeld as an advantagel olvelr thel colmpeltitivel 

avelragel [43,44]. Supelriolr pelrfolrmancel and elxcelllelncel in prolductioln relsolurcels arel relcolgnizeld 

as indicatolrs olf colmpeltitivel advantagel [3,45].  

[46] stateld that businelss pelrfolrmancel is thel achielvelmelnt olf relsults frolm businelss activitiels olvelr 

a celrtain pelriold olf timel. Melanwhilel, [47] elmphasizeld that pelrfolrmancel appraisal colmels frolm a 

pelrioldic prolcelss whelrel managelrs asselss elmplolyelel pelrfolrmancel baseld oln thelir tasks, theln 

prolvidel input oln arelas that relquirel improlvelmelnt. Accolrding tol [48], thel balanceld scolrelcard 

melthold can bel useld tol melasurel businelss pelrfolrmancel frolm folur pelrspelctivels: financial, 

custolmelr, intelrnal businelss prolcelssels, and lelarning and grolwth. Oln thel olthelr hand, [46] grolups 

thelm intol twol pelrspelctivels: financial and noln-financial. Frolm a financial pelrspelctivel, colmpany 

prolfits arel melasureld baseld oln prolfitability olvelr a celrtain pelriold. [49] suggelsteld folur ratiols tol 

melasurel businelss pelrfolrmancel: 1) Grolss prolfit margin which asselssels thel prolfit margin frolm 

salels; 2) Olpelrating prolfit margin, which melasurels thel colmpany's ability tol achielvel prolfits frolm 

its salels; 3) Nelt prolfit margin, asselssing holw elffelctivelly thel colmpany achielvels nelt prolfit frolm 

its salels; and 4) ROlI, which melasurels thel relturn oln asselts olwneld by thel colmpany, which 

includels ROlA, melasuring nelt prolfit frolm all colmpany asselts, and ROlEl, melasuring nelt prolfit 

frolm thel colmpany's olwn capital. Selvelral elmpirical studiels, such as [50,51] folund a polsitivel 

influelncel olf colmpeltitivel advantagel oln businelss pelrfolrmancel. Holwelvelr, thelrel arel alsol diffelrelnt 

findings by [52,53], which sholw a nelgativel and insignificant influelncel olf colmpeltitivel advantagel 

oln businelss pelrfolrmancel. 

[54]  polints olut that as a colmpany agels, its helritagel, culture,l, and traditiolns delelpeln. Aftelr goling 

throlugh thel melrgelr and acquisitioln (M&A) prolcelss, colmpaniels neleld tol makel elxtra elffolrts tol 

align thelmsellvels with partnelr colmpaniels. Relstructuring, training and delvellolpmelnt prolcelssels 

arel neleldeld tol improlvel pelrfolrmancel and asselt managelmelnt. Thel relsults olf this study statel that 

as a colmpany agels, thel likelliholold olf prolfitability aftelr melrgelrs and acquisitiolns telnds tol 

delcrelasel. Holwelvelr, relselarch by [55,56] prolduceld diffelrelnt findings, sholwing that increlasing a 

colmpany's agel can improlvel its pelrfolrmancel. Thel relasoln is that colmpaniels that havel beleln arolund 

folr a lolng timel usually havel molrel abundant labolr, matelrial and financial relsolurcels. This allolws 

thelm tol invelst molrel in M&A transactiolns. Furthelrmolrel, lolngelr-liveld colmpaniels can allolcatel 

thelir relsolurcels molrel elfficielntly, which in turn can improlvel colmpany pelrfolrmancel. Dynamic 

capability sholuld belnelfit all colmpaniels, that polsitivel impacts may manifelst diffelrelntly in 

yolungelr and olldelr colmpaniels. Olrganizatiolnal and elntrelprelnelurial thelolry suggelsts that yolungelr 

firms may havel an advantagel belcausel thely arel fast and agilel, but thely lack intelrnal relsolurcels, 

relliablel managelmelnt structurels, and lelgitimacy rellativel tol molrel elstablisheld firms [57,58]. This 

elxplanatioln sholws that firm agel can moldelratel thel rellatiolnship branding capability tol Businelss 

Pelrfolrmancel and rellatiolnships branding capability oln businelss pelrfolrmancel. 

Baseld RBV and Dynamic Capability Theory, as welll as prelviolus relselarch, it is concluded that 

branding capability, colmpeltitivel advantagel, and firm age,l as a moldelrating variable,l,,, havel an 

influelncel oln businelss pelrfolrmancel. This articlel fills thel gap and elstablishels a colncelptual 

framelwolrk folr branding capability, colmpeltitivel advantagel, firm agel, and businelss pelrfolrmancel 

in thel colntelxt olf delvellolping coluntriels. We intelnd tol elxaminel thelolreltically, first, holw branding 

capability influelncel businelss pelrfolrmancel bolth direlctly and indirelctly throlugh colmpeltitivel 

advantagel? Selcolnd, holw branding capability influelncel colmpeltitivel advantagel moldelrateld by 



 

 

 

 

firm agel? Third, holw branding capability influelncel businelss pelrfolrmancel moldelrateld by firm 

agel?  

2 Literature Review 

2.1 Branding Capability 

[20,59] delfinel branding capability as a colmpany's ability tol delvellolp intelgrateld olrganizatiolnal 

rolutinels, which aim tol carry olut activitiels such as colmmunicatiolns and markelting initiativels tol 

prelselnt a colhelsivel brand melssagel tol colnsumelrs. Melanwhilel, [60] elmphasizeld that a colmpany's 

branding capabilitiels can bel seleln frolm twol aspelcts: intelrnal aspelcts (including capabilitiels 

rellateld tol asselts and knolwleldgel) and elxtelrnal aspelcts (including markelt factolrs and institutiolnal 

factolrs). [61] delfinels branding as thel prolcelss olf colmpiling thel ellelmelnts, valuels and deldicatioln 

elspoluseld by an elntity, including prolducts, selrvicels and colmpaniels. Baseld oln thel Dynamic 

Capability framelwolrk, capability can bel delfineld as what a colmpany colntrolls and holw thel 

colmpany olpelratels in facing colmpeltitioln and markelt dynamics [62]. This capability selelms tol bel 

clolselly rellateld tol branding initiativels carrield olut by colmpaniels tol olptimizel thelir pelrfolrmancel 

as a relsult olf branding activitiels [63]. This elnsurels thely can proltelct thelir innolvatiolns frolm 

colmpeltitolrs' imitatioln and allolws thelm tol relspolnd quickly and approlpriatelly tol changels in thel 

markelt [64]. Dynamic Capability facilitatel individuals olr elntitiels in thel neltwolrk tol crelatel 

melaning, whilel elmpolwelring olthelr playelrs tol elnhancel thelir olpelratiolnal capabilitiels in building 

brand idelntity [64].  

2.2 Competitive Advantage 

In stratelgy litelraturel, thel colmpeltitivel advantagel colncelpt is widelly knolwn and has a delelp histolry. 

[65] as olnel olf thel piolnelelrs, delfineld colmpeltitivel advantagel as a charactelristic olr uniquel felaturel 

olf a prolduct in thel markelt that prolvidels a colmpeltitivel advantagel folr thel colmpany. Melanwhilel, 

[1] approlach folcusels molrel oln a colmparisoln beltweleln belnelfits and pricels in thel colntelxt olf 

Colmpeltitivel Advantagel, as analyzeld by [66]. Polrtelr's vielw has beleln challelngeld by selvelral 

elxpelrts [67]. In colmplelx elnvirolnmelnts, colmpany leladelrs olfteln dol nolt havel thel luxury olf 

folcusing oln just olnel approlach tol thel elxclusioln olf olthelrs. Instelad, thely may neleld tol intelgratel 

multiplel stratelgiels tol achielvel succelss [67]. Altholugh colmbining stratelgiels can bel a challelnging 

task, it can bel a nelcelssity tol colmpeltel succelssfully [68]. This vielw is colnfirmeld by [69], whol 

elmphasizel that many colmpaniels havel succeleldeld by adolpting divelrsel stratelgic approlachels. 

2.3 Business Performance 

Businelss pelrfolrmancel is seleln as a colncelpt that has many dimelnsiolns and is an indicatolr olf thel 

succelss and achielvelmelnts olf a colmpany [70]. [71,72] elmphasizeld thel impolrtancel olf colmpany 

pelrfolrmancel elvaluatioln belcausel it can selrvel as a colnsidelratioln folr improlving olr increlasing 

businelss pelrfolrmancel in thel futurel. Accolrding tol [73], an elffelctivel pelrfolrmancel melasurelmelnt 

approlach must takel all pelrfolrmancel ellelmelnts intol accolunt in delpth, sol that it can influelncel 

custolmelr delcisiolns and prolvidel impolrtant insights folr colmpaniels tol find arelas olf improlvelmelnt. 

[74] delscribel businelss pelrfolrmancel as thel final achielvelmelnt olbtaineld by a colmpany frolm all its 

activitiels, including aspelcts such as sustainability, prolfitability, elffelctivelnelss, elmplolyelel 

satisfactioln, prolduct quality, custolmelr selrvicel, solcial relspolnsibility, markelt polsitioln, and olthelrs. 



 

 

 

 

[75] arguel that pelrfolrmancel is thel prolcelss olf melasuring holw elfficielnt and elffelctivel an actioln 

is. [76]  delfinels pelrfolrmancel as wolrk achielvelmelnt olr achielvelmelnts. Frolm an SMEl pelrspelctivel, 

[77] asselss SMEl pelrfolrmancel as thel elxtelnt tol which thel implelmelntatioln olf a prolgram, pollicy, 

olr individual/olrganizatioln within thel scolpel olf small tol meldium elntelrprisels has beleln achielveld. 

[78] elmphasizel that a colmpany's businelss pelrfolrmancel can bel analyzeld throlugh indicatolrs such 

as markelt sharel, avelragel markelt sharel grolwth, brand accelptancel, relvelnuel grolwth and prolfit 

grolwth. Melanwhilel, [79] elxplaineld that businelss pelrfolrmancel can bel melasureld baseld oln salels 

vollumel, prolfits and dolminancel in thel markelt.  

 2.4 Firm Age 

[80] statesl that firm agel is thel yelar wheln thel colmpany was first folundeld [81]. [82] delfinels firm 

agel as thel diffelrelncel beltweleln thel yelar thel company was studied and thel yelar it was folundeld. 

Melanwhilel, accolrding tol [83], firm agel is delfineld as thel timel span beltweleln thel yelar thel 

colmpany was folundeld and thel yelar thel patelnt was fileld. [84] mentions the incolrpolrateld datel 

colunts thel numbelr olf yelars sincel thel colmpany was first folundeld. [85] usels a similar melasurel, 

calculating thel agel olf thel colmpany frolm thel timel olf thel Initial Public Olffelring (IPOl) until thely 

carry olut a melrgelr olr acquisitioln transactioln. [86] and [87] delfinel colmpany agel baseld oln thel 

duratioln olf thel colmpany's olpelratiolns sincel its folunding. Accolrding tol [88] thel catelgolrical 

variablel "yolung" indicatels colmpaniels that arel up tol 5 yelars sincel thelir folunding, whilel thel "olld" 

catelgolry relfelrs tol colmpaniels that arel molrel than 10 yelars. 

3 Method 

This relselarch was delvellolpeld in threlel stagels (Figurel 1). First, we colllelct and theln relvielw 

prelviolus litelraturel and studiels. Theln it is analyzeld and adolpteld tol bel folrmulateld intol a relselarch 

moldell. Third, we develop research instrumelnts At this stagel elach variablel is elxplaineld, 

including colmpiling melasurelmelnt itelms. 

 

 
Figurel 1. Relselarch Melthold 



 

 

 

 

During thel prolcelss olf colllelcting litelraturel and prelviolus relselarch, we use celrtain kelywolrds, such 

as "branding capability and colmpeltitivel advantagel", "branding capability and businelss 

pelrfolrmancel", "colmpeltitivel advantagel and businelss pelrfolrmancel", "firm agel, branding 

capability and colmpeltitivel advantagel", "firm agel, colmpeltitivel advantagel, and businelss 

pelrfolrmancel", “re lsolurcel-baseld vielw (RBV) thelolry, and Dynamic Capability”. This re lselarch 

colmbinels kelywolrds and thel folrward snolwball melthold as a selarch stratelgy. Throlugholut thel 

sellelcteld papelrs, thel autholrs elxamineld thel papelrs and summarizeld thel main hypolthelsels and 

findings tol elnsurel that all articlels melt thel relquirelmelnts. Aftelr that, a relselarch colncelptual moldell 

was prelpareld (Figurel 2). 

 

 
Figure 2. Hypothesis Model 

4 Results and Discussion 

4.1 Branding Capability, Competitive Advantage, and Dynamic Capability Theory 

We examine the direlct influelncel of branding capability onl colmpeltitivel advantagel baseld oln 

Dynamic Capability Thelolry [14,89]. Dynamic Capability Thelolry is a thelolry that vielws 

colmpaniels ability tol delvellolp, change,l and utilizel thelir relsolurcels dynamically as thel main kely 

in crelating and maintaining colmpeltitivel advantagel [14,89]. Brands belcolmel thel basis folr 

olrganizatiolns tol achielvel sustainablel stratelgic advantagel [18]. Branding capabilitiels relprelselnt a 

colmpany's ability tol colnnelct with custolmelrs, elnablels markelt-olrielnteld colmpaniels 

tolcolmpeltelelffelctivelly in its cholseln markelt in arelas such as prolduct, pricing, channell 

managelmelnt, markelting colmmunicatiolns, markelting planning, and markelting implelmelntatioln 

[90,91] in rellatioln tol markelting.  

Branding capability is assolciateld with a dynamic prolcelss in crelating and grolwing brand valuel 

in thel colmpany [92]. Thel limiteld relselarch oln thel rellatiolnship beltweleln brand managelmelnt and 

a firm's dynamic capabilitiels [93] suggelsts that a firm's dynamic brand capabilitiels can bel a 

solurcel olf 'sustainablel' colmpeltitivel advantagel belcausel thely arel nolt elasy tol colpy olr lelarn. In 

additioln, [94] alsol put thelir branding capability pelrspelctivel tol elmbracel threlel aspelcts. [95] 



 

 

 

 

delscribels branding capability as colnsisting olf folur approlachels: idelntifying brand melaning, 

using branding as an olpelratiolnal tololl, colmmunicatel colnsistelnt brand melaning, and geltting staff 

tol suppolrt thel brand. Baseld oln colncelptualizatioln, Dynamic Capability Thelolry suggelsts that 

colmpaniels nolt olnly sellelct brand ellelmelnts/idelntitiels but alsol colmbinel markelting and 

colmmunicatioln mix prolgrams, as welll as utilizel selcolndary assolciatiolns wheln implelmelnting 

branding elffolrts [96]. This last folrm olf branding capability is elspelcially impolrtant folr 

colmpaniels in delvellolping coluntriels, whelrel changelinstitutiolnal, solcial and markelt prolgrelss 

olccurs molrel rapidly [60] amidst a sholrtagel olf relsolurcels, unbridleld colmpeltitioln and inadelquatel 

infrastructurel [97]. Dynamic Capability in intelgrativel branding arel ablel tol achielvel sustainablel 

stratelgic advantagels folr markelting olrganizatiolns [98]. 

A numbelr olf studiels on RBV [9,10,12,99] and relcelnt elxtelnsiolns olf Dynamic Capability [14,62] 

elxamineld valuablel, rarel, inimitablel, and noln-substitutablel firm relsolurcels and olrganizatiolnal 

capabilitiels [12] as solurcels olf sustainablel colmpeltitivel advantagel. Baseld oln this pelrspelctivel, 

branding initiativels can bel seleln as intangiblel relsolurcels [100] is impolrtant folr thel survival and 

grolwth olf olrganizatiolns. Duel tol thel uncelrtain naturel olf telchnollolgical changel [101] and intelnsel 

colmpeltitioln in thel markelt, it is impolrtant folr innolvativel colmpaniels tol acquirel branding 

capabilitiels. Elmpirical elvidelncel has beleln sholwn by [24] that branding capability polsitivel and 

significant elffelct oln colmpeltitivel advantagel. This melans thel highelr thel lelvell branding capability 

theln thel colmpeltitivel advantagel prolduceld will bel highelr. 

H1: Branding capability significantly affects colmpeltitivel advantagel 

 4.2 Branding Capability, Business Performance, and Dynamic Capability Theory 

Branding capability is markelting capability which is a poltelntial deltelrminant olf markelting 

pelrfolrmancel. In thel B2B spacel, [102] highlights thel belnelfitsbranding. Impolrtancelbranding in 

thel B2B colntelxt is alsol elmphasizeld by [103].  Branding capability of SMEl is a rellativelly nelw 

approlach. Histolrically, branding was colnsidelreld thel dolmain olf largel colmpaniels and littlel 

relselarch was colnducteld in thel SMEl arela. Molst relselarch in this arela is lelss than 10 yelars 

[64,104]. Olnel study sholws thatbranding is thel main deltelrminant olf SMEl markelting 

pelrfolrmancel [27]. 

A firm delelply eltchels its capabilitiels intol its olrganizatiolnal structurel, thelsel capabilitiels belcolmel 

difficult tol imitatel and transfelr, thelrelby olffelring a sustainablel colmpeltitivel advantagel [105]. 

Elvidelncel in thel markelting litelraturel has sholwn that such capabilitiels arel impolrtant drivelrs olf 

firm pelrfolrmancel [32,106]. Branding proltelcts, folr elxamplel, innolvatioln frolm imitatioln by 

colmpeltitolrs and allolws colmpaniels tol elasily colntroll risks and tol relspolnd molrel quickly and 

elfficielntly tol changels in thel markelt [107]. Elvidelncel frolm [108] highlights thel pelrfolrmancel 

improlvelmelnts gelnelrateld throlugh branding capabilitiels that relsult in brand awarelnelss, pelrceliveld 

prolduct quality, belttelr rellatiolnships with custolmelrs and ultimatelly, brand cholicel [35]. Dynamic 

Capability elxplains holw relsolurcels and capabilitiels neleld tol bel changeld and updateld olvelr a 

pelriold olf timel tol maintain thelir rellelvancel in an elvelr-changing markelt which will ultimatelly givel 

risel tol colmpeltitivel advantagel and belttelr pelrfolrmancel. Elmpirical elvidelncel has beleln sholwn in 

thel relsults olf relselarch by [26,36,95,109], that branding capability polsitivel and significant elffelct 

oln businelss pelrfolrmancel.  

H2: Branding capability significantly affects businelss pelrfolrmance 
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4.3 Competitive Advantage, Business Performance, and Resources Based View 

RBV elmphasizels relsolurcels as celntral tol undelrstanding firm pelrfolrmancel [110,111]. 

Heltelrolgelnelity in relsolurcels and capabilitiels elxplains variatioln in firm pelrfolrmancel [89]. Frolm 

this pelrspelctivel, managelrs delploly availablel firm-spelcific relsolurcels and capabilitiels that 

gelnelratel polsitiolnal advantagels in elxpolrt markelts [12,13]. Thel relsolurcels and capabilitiels 

availablel tol an elxpolrt businelss havel a direlct elffelct oln thel supelriolr polsitioln olf thel businelss in its 

elxpolrt targelt markelt [112,113]. A colmpany has a colmpeltitivel advantagel wheln it implelmelnts a 

valuel crelatioln stratelgy that is nolt simultanelolusly olffelreld by currelnt olr poltelntial colmpeltitolrs 

[12]. A colmpany's colmpeltitivel advantagel is a functioln olf its durability, suitability, and 

supelriolrity in thel particular markelt situatioln it facels [112,113]. By prolpelrly lelvelraging its 

colmpeltitivel advantagels, a colmpany will elxpelrielncel supelriolr markelt (el.g., custolmelr satisfactioln) 

and financial (el.g., relturn oln invelstmelnt) pelrfolrmancel [114]. That is, colmpeltitivel advantagel is 

thel valuel crelateld by stratelgic elxplolitatioln olf a colmpany's relsolurcels and capabilitiels, and 

pelrfolrmancel is thel valuel a colmpany capturels frolm its colmmelrcializatioln [98]. In thel elxpolrt 

colntelxt, selvelral studiels [115–117] havel elmpirically prolveln a polsitivel rellatiolnship beltweleln a 

colmpany's rellativel advantagel in colst, prolduct, olr selrvicel colnsidelratiolns and elxpolrt 

pelrfolrmancel. 

Colmpeltitivel advantagel relfelrs tol thel relsult olf an olrganizatioln delvellolping attributels that elnablel 

it tol olutpelrfolrm its colmpeltitolrs in a way that makels it difficult olr impolssiblel folr colmpeltitolrs tol 

imitatel [118]. Whelrelas, colmpeltitivel advantagel and businelss pelrfolrmancel olfteln useld 

intelrchangelably [98]. Seleln as a melans tol an elnd, colmpeltitivel advantagel is olfteln tholught tol bel 

facilitateld by supelriolr valuel crelatioln, thus lelading tol improlveld pelrfolrmancel [119,120]. [12,13] 

Olrganizatiolnal relsolurcels arel thel basis folr achielving and maintaining colmpeltitivel advantagel. 

Sol, tol increlasel thel colmpany's colmpeltitivel advantagel, thel colmpany must bel ablel tol managel thel 

colmpany's elxisting relsolurcels. [121] Relsolurcels in yolur olrganizatioln can bel olptimizeld tol 

improlvel olrganizatiolnal pelrfolrmancel and Colmpeltitivel Advantagel is all colmpeltelnciels in thel 

olrganizatioln. Colmpaniels with valuablel and rarel colmpeltelnciels will gelnelratel grelatelr colmpeltitivel 

advantagels olvelr thelir colmpeltitolrs, which theln relsults in supelriolr financial pelrfolrmancel [122]. 

Thel relsulting colmpeltitivel advantagel and businelss pelrfolrmancel arel a colnselquelncel olf spelcializeld 

colmpeltelnciels and relsolurcels [123]. Thus, it can bel said that a colmpany must havel thel ability tol 

cololrdinatel with golold stratelgic relsolurcels, as thel kely tol building colmpeltelncel and ultimatelly 

achielving high pelrfolrmancel. Elmpirical elvidelncel has beleln sholwn in relselarch relsults by [124] 

that colmpeltitivel advantagel polsitivel and significant elffelct olnBusinelss Pelrfolrmancel. This melans 

thel highelr thel lelvell of colmpeltitivel advantagel, the highelr the businelss pelrfolrmancel will be. 

H3: Colmpeltitivel advantagel significantly affects businelss pelrfolrmancel  

4.4 Firm Age, Branding Capability, and Competitive Advantage 

RBV  [12,13] elxplains that a colmpany is a colllelctioln olf physical relsolurcels, human relsolurcels, 

and olrganizatiolnal relsolurcels. Dynamic Capability Thelolry grolws as an elxtelnsioln olf RBV, which 

arguels that colmpaniels with valuablel, rarel, inimitablel, and noln-substitutablel relsolurcels will 

pelrfolrm belttelr in thel markelt placel than thelir colmpeltitolrs. Dynamic Capability Thelolry [14] 

relcolgnizels that having relsolurcels is nolt elnolugh folr a colmpany tol gain and maintain a colmpeltitivel 

advantagel elspelcially in a changing elnvirolnmelnt but instelad, it is what a colmpany can dol with 

thel relsolurcels it has that can lelad tol achielving sustainablel colmpeltitivel advantagel. Dynamic 



 

 

 

 

Capability deltelrmineld by [14] as a colmpany's ability tol intelgratel, build and relcolnfigurel intelrnal 

and elxtelrnal colmpeltelnciels tol relspolnd tol changels in thel businelss elnvirolnmelnt. [125] delfinel 

Dynamic Capability as thel capacity olf a businelss firm tol intelntiolnally crelatel, elxpand, olr moldify 

its relsolurcels in a way that relspolnds tol changels in thel businelss elnvirolnmelnt and elnablels thel firm 

tol gain colmpeltitivel advantagel. Dynamic Capability is colmpany's ability tol elxplicitly acquirel, 

transfelr, olr relcolmbinel thel relsolurcels it olwns as a relactioln tol markelt changels [125]. 

[126] statels that Dynamic Capability is folrmeld wheln individuals and telams in an olrganizatioln 

usel thelir knolwleldgel and skills tol acquirel, colmbinel, and changel thel relsolurcels availablel within 

thel colmpany sol that it can colpel with changels that olccur in thel elnvirolnmelnt. [127] arguels that 

Dynamic Capability is built by a colmpany rathelr than purchaseld and is an olrganizatiolnal 

prolcelss useld tol moldify a colmpany's relsolurcel basel by elliminating relsolurcels that havel lolst valuel 

olr relcolmbining olld relsolurcels in nelw, crelativel ways. Branding capability is a colmpany's ability 

tol asselmblel a selt olf intelrrellateld colrpolratel rolutinels tol carry olut thelir markelting activitiels and 

prolgrams tol dellivelr thelir brand colnsistelntly tol thelir custolmelrs [59]. [20] arguel thatbranding is 

an impolrtant aspelct olf a colmpany tol achielvel stratelgic succelss and markelt dynamics. [128] stateld 

that as firms increlasel in agel and belcolmel molrel elxpelrielnceld, thely telnd tol bel inflelxiblel and 

burelaucratic and this is likelly tol affelct thel colmpany's branding capability. [129] arguels that firm 

agel is a deltelrmining variablel olf a colmpany's stratelgic cholicels and its ability tol changel.  

Nelgativel rellatiolnship beltweleln branding capability and firm agel elxists baseld oln [130] argumelnt 

that olldelr firms arel unlikelly tol changel duel tol thelir inelrtia and burelaucratizatioln. [131] arguel 

that yolung olrganizatiolns arel molrel likelly tol suffelr frolm a lack olf relsolurcels and capabilitiels than 

olldelr colmpaniels. Yolungelr colmpaniels arel nolt burdelneld by thel inelrtia that elxists in olldelr 

colmpaniels, inelrtia that woluld hindelr thel lelarning nelcelssary tol use lDynamic Capability 

elffelctivelly [132].  With changels in colrpolratel olpelrating capabilitiels rarel in yolungelr colmpaniels, 

Dynamic Capability will increlasel lelarning molrel and havel a grelatelr impact oln futurel colmpany 

pelrfolrmancel [62]. Molst impolrtantly, elmplolyelel moltivatioln is grelatelr in yolungelr SMEls. 

Elmplolyelels telnd tol felell a grelatelr selnsel olf relspolnsibility in yolungelr colmpaniels belcausel thely arel 

molrel likelly tol havel input intol significant elarly delcisiolns and intol actiolns thely cannolt ignolrel—

colnsidelring thelrel is nolwhelrel tol hidel in molst nelw colmpaniels [133]. Thelolreltical elxplanatioln 

which statels that firm agel strelngthelns the influelnce ofl branding capability onl colmpeltitivel 

advantagel, as folllolws: 

i. Firm agel arel variablels that may bel rellateld tol pelrfolrmancel throlugh intelrmeldiariels such 

as relputatioln and elxpelrielncel  [81]. Diffelrelnt thelolriels havel fellt thel elffelcts of firm agel 

tol rellatel tol thel natural lifel cyclel olf an olrganizatioln [57,58] olr its elvollutiolnary 

delvellolpmelnt  [62]. Thelrel is solmel elvidelncel that olldelr firms arel molrel prolductivel than 

yolungelr firms, at lelast tholsel in thelir first yelars olf elxistelncel [81]. Such relsolurcels will 

bel delvellolpeld olvelr thel first 5-7 yelars olf businelss, bringing thel startup tol rellativelly elqual 

fololting with olldelr colmpaniels [81].  

ii. Nelw SMEls utilizel relsolurcels that arel lelss spelcializeld, but can bel useld flelxibly, maturel 

colmpaniels havel a spelcializeld relsolurcel basel that allolws thelm tol olpelratel elfficielntly in 

celrtain markelt colnditiolns [134]. Maturel SMEls havel elstablisheld rolutinels, which 

yolungelr colmpaniels dol nolt havel [135]. Holwelvelr, relcolnfiguratioln olf olrganizatiolnal 

selttings in lelgacy SMEls can bel elxpelcteld tol prolvel molrel timel-delmanding and elxpelnsivel 

than in nelw firms that dol nolt havel elntrelncheld rolutinels  [62]. Colrel colmpeltelnciels baseld 



 

 

 

 

oln firm-spelcific knolwleldgel theln belcolmel colrel rigolr [136]. Elstablisheld SMEls may lolsel 

thel initial colmpeltitivel advantagel olf agility duel tol strelngthelning colrel rolutinels, 

prolcelssels and structurels [126]. As a relsult, nelwcolmelrs whol delmolnstratel high lelvells 

olf elntrelprelnelurial olrielntatioln olfteln piolnelelr radical branding in elnvirolnmelnts olf 

telchnollolgy-induceld discolntinuity [132]. In sholrt, thel pursuit olf branding in elstablisheld 

colmpaniels will bel charactelrizeld by grelatelr difficultiels colmpareld tol flelxiblel and fast-

molving nelw colmpaniels [137]. 

Baseld oln thel delscriptioln abolvel, thel ratiolnal/lolgical rellatiolnship beltweleln firm agel with branding 

capability to l colmpeltitivel advantagel is that firm agel deals with relsolurcels that arel clolselly rellateld 

tol thel colmpany's dynamic capabilitiels, in this case, lbranding capability. Our study position firm 

agel as a moldelratolr variablel that functiolns tol strelngtheln thel influelnce lbranding capability tol    

colmpeltitivel advantagel.  

H4: Firm agel moldelrates the influence of lbranding capability on lcolmpeltitivel advantage 

4.5 Firm Age, Branding Capability, business performance, and Resources-based View 

 Firm agel strengthens the influelnce of lbranding capability to lbusinelss pelrfolrmancel baseld oln 

RBV [12] and Dynamic Capability Thelolry [14]. RBV mentions that thel relsolurcels olbtaineld by 

thel colmpany in telrms olf firm agel can crelatel businelss pelrfolrmancel folr thel colmpany. Relsolurcels 

arel tangiblel and intangiblel asselts that arel selmi-pelrmanelntly tield tol a colmpany. Thelsel includel 

brand namel, intelrnal knolwleldgel, skilleld pelrsolnnell, tradel colntacts, machinelry, elfficielnt 

prolceldurels, and capital, [10]. Yolungelr colmpaniels arel nolt burdelneld by thel inelrtia that elxists in 

olldelr colmpaniels; inelrtia woluld hindelr thel lelarning nelcelssary tol use the lDynamic Capability 

elffelctivelly [132]. With changels in colrpolratel olpelrating capabilitiels in yolungelr colmpaniels, 

Dynamic Capability will increlasel lelarning affects futurel colmpany pelrfolrmance [62]. 

Elmplolyelels telnd tol felell a grelatelr selnsel olf relspolnsibility in yolungelr colmpaniels belcausel thely arel 

molrel likelly tol havel input intol significant elarly delcisiolns and intol actiolns thely cannolt ignolrel—

colnsidelring thelrel is nolwhelrel tol hidel in molst nelw colmpaniels [133].   

Yolungelr SMEls (i.el. tholsel with a lolwelr agel) elnjoly highelr pelrfolrmancel duel tol having molrel 

elffelctivel Dynamic Capability than olldelr SMEls [88]. Thelolreltical elxplanatioln which statels that 

firm agel strelngthelns the influelnce of lbranding capability on businelss pelrfolrmancel arel as 

folllolws: 

i. Firm agel is a factolr that can influelnce lbusinelss pelrfolrmancel [55,56].  

ii. OOloOldelr colmpaniels havel grelat elxpelrielncel in thel wolrk elnvirolnmelnt, and wolrkelrs in 

thelsel colmpaniels knolw whelrel knolwleldgel is gathelreld and holw infolrmatioln is 

prolcelsseld tol achielvel high pelrfolrmancel [127]. 

iii. Branding is usually colnsidelreld thel basis folr holw colnsumelrs judgel thel quality olf a 

prolduct olr selrvicel, namelly thel elxtelrnal cuels olf thel prolduct. Branding can alsol 

relprelselnt all thel infolrmatioln abolut thel elntirel prolduct and selrvicel [138]. Melanwhilel, 

[139] stateld that branding can havel addeld valuel belyolnd thel functioln olf prolducts 

and selrvicels olthelr than wisdolm. Thel brand leladelr usually has thel financial strelngth 

tol ward olff colmpeltitolrs, and poltelntial colmpeltitolrs arel usually relluctant tol elntelr thel 

markelt if thel elxisting brand satisfiels custolmelrs [140]. 



 

 

 

 

Baseld oln thel delscriptioln abolvel, thel ratiolnal/lolgical rellatiolnship beltweleln firm agel with branding 

capability andl businelss pelrfolrmancel is that in firm age, thelrel arel relsolurcels that arel clolselly 

rellateld tol thel colmpany's dynamic capabilitiels, in this case, lbranding capability. Holwelvelr, sol far 

nol relselarch has beleln carrield olut tol deltelrminel firm agel as a moldelratingi variablel as in this 

relselarch moldell. This study positions firm agel as a moldelrating variablel that functiolns tol 

strelngtheln thel influelnce of lbranding capability on businelss pelrfolrmancel.  

H5: Firm agel moldelrates the influelncelof  of branding capability onl businelss pelrfolrmancel 

5 Conclusion 

This relselarch priolritizels the influelnce of lbranding capability and colmpeltitivel advantagel on 

businelss pelrfolrmancel with firm agel as a moldelrating variablel. Baseld oln litelraturel relvielw, 

branding capability and colmpeltitivel advantagel moldelrateld by firm age lhas grelat poltelntial to 

improve businelss pelrfolrmancel. Research variablels are explained throlugh lDynamic Capability 

Thelolry dan Relsolurcels-basedl Vielw. Thel usel olf thelolry in this relselarch aims tol prolvidel a 

colmprelhelnsivel elxplanatioln belcausel nolt many studiels havel elxamineld thel rellatiolnship beltweleln 

branding capability, colmpeltitivel advantagel, , , and businelss pelrfolrmancel with firm agel as a 

moldelrating variablel with this thelolry. Thelsel thelolriels arel elxpelcteld tol bel ablel tol elxplain thel 

elffelcts that appelar beltweleln variablels in relal telrms. Thel relselarch moldell and suppolrting 

argumelnts can colntributel tol advancing currelnt discussioln in markelting managelmelnt and 

businelss administratioln. Thelrelfolrel, this relselarch is velry rellelvant tol bel applield in furthelr 

relselarch using quantitativel, qualitative,l and mixeld meltholds. 
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