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Abstract

Purpose: The main objective of this study is to examine the role of supply chain management (SCM) as a mediator between technological marketing orientation (TMO) and export performance (EXPERF) of the firms.
Design/methodology/approach: The research model was developed based on knowledge-based view (KBV) theory and designed byusing a quantitative methodapproach. The analyses in this study were carried out using SmartPls4 software. The sample included 231 managers from diverse international firms across Europe. The analyses of this study was done by SmartPls4 software.
Findings: The main findings of this study show that technological marketing orientationTMO positively affectaffects export performanceEXPERF. Additionally, supply chain managementSCM hasprovides partial mediation in the relationship between technological marketing orientationTMO and export performanceEXPERF.	Comment by .: Once an acronym term has been established, it should be used on subsequent occasions
Practical implications: The findings provide several practical guidelines for marketing managers and organizations. Managers should pursuepursuit technological resources to improve their marketing strategies. Moreover, organizations should wisely carefully manage their supply chains within collaboration ofwith all parties staying in the chain, such asincluding suppliers, and customers.
Originality/value: This research provides new conceptual and operational insights that enrich the body of knowledge regarding toregarding the relationships between supply chain managementSCM, technological marketing orientationTMO, and export performanceEXPERF. 
Paper type: Research paper.
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INTRODUCTION
The technologicalTechnological development in the last two decades has led companies to change their perceptions in regard to improving their marketing capabilities and managing their supply chains. Here, Many numerous studies have separately examined the relationship between technological marketing orientation and firm performance, and as well as the effect of the supply chain on the firm's performance. Furthermore, pPrevious studies have identified the relationship between information communication technologies (ICT) and supply chain performance (Agrawal & Narain, 2018; Hou & Chen, 2022; Levi-Bliech et al., 2018; Walton et al., 1998).
However, limited literature has examined the role of supply chain management (SCM) as a mediator in enhancing export performance through investments in technology with a marketing orientation. While some works have addressed the direct effects of technologies with marketing orientation on export performance (Chetty & Hamilton, 1993; Hortinha et al., 2011), the mediation mechanism of the supply chain has not been thoroughly explored.
Contrary to earlier researchesresearch, this study seeks to examine the mediating effect of the supply chain on the relationship between the technological marketing orientation (TMO) and the firm'ss’ export performance (EXPERF) in one integrative model. The uniqueness of this research is expressed in two ways. First, it combines two organizational aspects (marketing and logistics) in samethe same model, which whas not been doneundertaken  previouslybefore. Second, it emphasizes the firm'’s performance as export performanceEXPERF in global and international markets. It provides new conceptual and operational insights that enrich the body of knowledge on supply chain managementSCM by examining the mediation effect between TMO and EXPERF.
Accordingly, the research question that arises from this background is: wWhat is the extent of the impact of technological marketing orientation on export performance via the mediation of supply chain management.? To address this question, this study draws upon knowledge-based view (the knowledge-based view KBV) theory to explore organizational performance (Cooper et al., 2023). Such an approach proves particularly insightful when seeking an in-depth understanding of managerial perspectives on the impacts of emerging technologies on organizational performance and technological marketing orientationTMO.
The distinctive contribution of this study lies in highlighting the importance of supply chain managementSCM in a globally connected environment where business competition occurs among supply chain networks. It is posited that merely investing in technological resources, such as AI, cloud computing, and marketing 4.0, is insufficient to directly enhance export performanceEXPERF directly. Instead, managers in this interconnected landscape should recognize the potential of leveraging the supply chain as a mediator to gain a competitive advantage in export performanceEXPERF. Diverging from prior studies that predominantly focus on the direct effects of technological marketing orientationTMO (Chetty & Hamilton, 1993; Hortinha et al., 2011), this research delves into the comprehensive mediating effect of supply chain managementSCM and elucidates the mechanisms through which technologies with a marketing orientation impact export marketing performance. Therefore, the main purpose of this study is to examine the role of supply chain managementSCM as a mediator between technological marketing orientationTMO and export performanceEXPERF of the firms.
The next section contributes to the literature review, elaborating on the knowledge-based viewKBV theory and research model constructs such as technological marketing orientationTMO, supply chain managementSCM, and export performanceEXPERF. In this research model, three hypotheses were formulated to explore the mediating role of supply chain managementSCM and the direct impacts of technological marketing orientationTMO on export performanceEXPERF. The subsequent section delves into the survey methodology, followed by sections covering data analysis, discussion, and conclusions.
[bookmark: _Hlk141169783][bookmark: _Hlk113885535]

LITERATURE REVIEW
Theoretical framework
[bookmark: _Hlk113888176]This study basedis based on knowledge-based view (KBV) theory, which is . KBV is a strategic management theory that highlights the importance of knowledge, information, and intellectual assets in creating and sustaining a competitive advantage for organizations. The KBV has an enormous influence on strategic management research, especially within the global arena (Grant & Phene, 2022, p. 152). The main idea notion of this theory is that knowledge, rather than tangible assets, likesuch as physical resources or financial capital, is the most valuable resource for organizations.
This study focuses on technological marketing orientationTMO and considers it as an organizational resource that help assist in acquiring technological knowledge. Tsou et al. (2014, p. 501) have argued that “firms that acquire and use their technical knowledge are able to create new technical solutions by exploiting their existing knowledge and exploring new knowledge to address customer needs.” Grant (1996) notesd that an organization’s performance is improved when the knowledge is managed efficiently. Similarly, Cooper et al. (2023) concluded that KBV promotes a firm’s performance outcomes, such as innovation, product development, organizational performance, financial performance, sustainability, and internationalization.
[bookmark: _Hlk140654605]Technological marketing orientation
[bookmark: _Hlk141170511]Technological marketing orientation (TMO) is one of many organizational strategies that guide managers on how to think and actact, especially within a changing technological environment. It reflects an organizational’s ability to learn new technologies and use technological advancement to solve problems and achieve theitsir goals. Danneels (2007) noted that technology-oriented firms are technically expert and flexible, that enableing the modification of existing technologies to develop products and intellectual property.
TMO refers to an organization’s openness to new ideas and its tendency to embrace new technologies throughout products development (Tsou et al., 2014). Moreover, Masa’deh et al. (2018) argued that technological orientation is a central pillar of the organization, whichand includes technical capabilities and R&D resources that help to promote innovation and bringing better designed products to the market. sSimilarly, (Lichtenthaler, (2016) argued offered that technology orientation involves a strong commitment to R&D. Accordingly, this study focuses mainly on technological marketing orientation (TMO).
In the era of digital technologies, organizations are heavily investeddeepened oin their integration within marketing, leading to advanced TMO (Jara et al., 2012; Vassileva, 2017). This shift is influenced by the rapid growth of technologies that handle information, a result of expanding global markets (Dholakia et al., 2010). Information, not only actings as a vital organizational resource but also enablinges marketing to adeptly manage information flow (Achrol & Kotler, 1999; Luggen, 2004; Piercy, 1984), via emerging digital tools such as big data analysis and client segmentation methods (Sundararajan et al., 2022). Graesch et al. (2021) posited that ICT has catalyzed the transformation of digital marketing through automation, advanced tools, enhanced communication, and data analysis. The dDigital technologies offers real-time insights into global commerce and consumer patterns via social networking (Rosário & Dias, 2022), pushing TMO towards a consumer-centric digital focus (Vassileva, 2017).
Supply chain management
Du Toit and Vlok (2014) stated that the conventional approach to supply chain management (SCM) involves the movement of raw materials upstream from suppliers through organizations to customer delivery. MoreoverFurthermore, Min (2019) and Takahashi (2017) defined SCM as the upstream flow of raw materials, products, and services from suppliers to end customers. SCM is also includes the downstream flow of information, transactional data, and payments (Andonova & Losada-Otálora, 2020; Mentzer et al., 2001).
Numerous Various studies have examined the significance of upstream integration and its positive impact on supply chain performance (Rich & Hines, 1997; Walton et al., 1998). Correspondingly, research in the field of downstream integration has emphasized the importance of collaborating with the customer in the company’s operational procedures (Reaidy et al., 2021; Zhang et al., 2023).
Information communication technologies (ICT developments), such as the Internet-of-Things (IoT), BBig DData, 3D, and Industry 4.0 (Agrawal & Narain, 2018; Hopkins, 2021; Hou & Chen, 2022; Queiroz & Telles, 2018), affect the business environment of collaboration and information sharing along the supply chain (Kopanaki et al., 2018; Levi-Bliech et al., 2018). In the current highly competitive environment, organizations must embrace state-of-the-art manufacturing technologies such as 3D printing, rapid prototyping, and leveraging the IoT to gather information and conduct analysis to enhance their manufacturing operations (Agrawal & Narain, 2018). In addition, manufacturers seek collaboration via ICT with their suppliers and customers via ICT to improve service quality, promote technological integration, and enhance product design and quality (Gunasekaran et al., 2004). As a result, customer satisfaction and loyalty improve (Adam et al., 2020; Agrawal & Narain, 2018; Cheshmberah et al., 2011).
Adam et al. (2020) stated that the digital supply chain significantly impacts consumer satisfaction and loyalty, helping to drive business growth and a competitive environment in the digital age. Digital marketing enables communication and obtaining provides added value to supply chain partners by better understanding customers’ needs and knowledge (Ismail, 2017; Kannan, 2017). In today’s environment, companies should also be able to adapt their business strategies to cater to the ever-evolving demands of their customers. (Agrawal & Narain, 2018).
Consumers’ purchasing habits and preferences are significantly impacted by several factors, such as widespread Iinternet usage, easy access to new information, and the ability to compare product features and pricing via the internet (Amine Belhadi, 2023). Finally, customer integration and collaboration enable knowledge transformation, which enhances the overall operational efficiency of the supply chain and leads to improvements in customer satisfaction, product variety, and innovation.
Export performance
Export performance (EXPERF) relates to the firm’s overall activity and expresses its business outcomes in global and international markets. Several studies have defined and conceptualized export performanceEXPERF in variedous ways. For example, Shoham (1996) defined export performanceEXPERF as the composite outcome of a firm’s international sales. Chetty and Hamilton (1993) described it through several characteristics, such as propensity to export, export sales, export problems, level of export, export growth intensity, etcand so on.
[bookmark: _Hlk140747798]Zou et al. (1998) have conceptualized and developed the EXPERF scale:, a three-dimensional construct that aims to measure the firm’s export performanceEXPERF from different points of view. TheAccording to Zou et al. (1998), the EXPERF scale includes three dimensions are: financial performance, reflected as bottom-line performance, suchincluding sales volume , profits, and achieved growth.; The strategic performance, thatwhich reflects the firm’s ability to meet strategic goals, such as improved competitiveness, increased market share, and strengthened strategic position,; and finally the satisfaction performance, thatwhich examines the extent to which the organization’s performance has met its expectations.
[bookmark: _Hlk141175427]In this study, we adopted the conceptualization of Zou et al. (1998) concerning the EXPERF scale, since we focused on Israeli companies that are active only in international markets, and itthis model serve usoffers us the most effective way to measure export performanceEXPERF in the best way.
[bookmark: _Hlk113890449]Research model
In line with spirit of KBV theory and the literature review, a research model was developed (see Figure 1) to examine the relationship between technological marketing orientation (TMO) and export performance (EXPERF) via the mediation of supply chain management (SCM). This study is considerings both TMO and SCM as a key drivers for improving firm performance, especially in global markets.


FIGURE 1. Research model
HYPOTHESES DEVELOPMENT
[bookmark: _Hlk141171250]Technological marketing orientation and export performance
[bookmark: _Hlk140654623]“Export performance is seen as an outcome of standardizing or adapting marketing strategies” (Shoham, 1996, p. 53). The relationship between technological orientation and export performanceEXPERF has already been examined in the research literature. Zou and Stan (1998) reviewed the literature between the years 1987 and 1997, and1997 and determined that the technology level of a firm is reported to haves been shown to have a positive effect on export performanceEXPERF. For example;, Chetty and Hamilton (1993) found a positive effect of firm technology on export performanceEXPERF. Moreover, Hortinha et al. (2011) have found that technology orientation affects export performanceEXPERF via the mediation of exploitative innovation.
Arthur Solberg and Olsson (2010) have found that technology orientation correlates positively with export performanceEXPERF. Additionally, exporters whothat have varied technological knowledge get more opportunities and tend to develop more innovative products (Quintana-García & Benavides-Velasco, 2008). Following the above, we can assume that:
H1: TMO is positively related to EXPERF.
Technological marketing orientation and supply chain management 
In today’s fast-paced technological landscape, supply chains must continuously strive to enhance their competitive edge amidst cutthroat competition. Therefore, stakeholders are interested in developing and promoting a technological orientation (Mubarak et al., 2019). Several researchers have found that ICT may contribute to various aspects of supply chain managementSCM (Hou & Chen, 2022; Levi-Bliech et al., 2018; Rossi et al., 2007; Tseng & Liao, 2015).
A supply chain network that adapts and develops ICT, for instance through cloud computing, or and Bblockchain technology (Agrawal & Narain, 2018; Hopkins, 2021; Kopanaki et al., 2018; Min, 2019), enhances performance from the manufacturing environment to customer satisfaction via adaptation to market demand (Kopanaki et al., 2018) viathrough technological changes (Vassileva, 2017). According to Ardito et al. (2018), the integration of SCM and marketing orientation is enabled by digital technologies such as cloud computing, IoT, and cyber security.
Technological marketing orientationTMO acts as a catalyst, enhancing the customer experiences through tools such as virtual reality, IoT, Big Data, 3D, and Industry 4.0, and mMarketing 4.0 (Hopkins, 2021; Hou & Chen, 2022; Jara et al., 2012; Kopanaki et al., 2018; Vassileva, 2017), thereby streamlining marketing strategies, improving customer service, and fostering innovative product development (Borges et al., 2009; Jagodič & Milfelner, 2022; Vassileva, 2017). Therefore, Technological marketing orientationTMO should be seen as an enabler (Graesch et al., 2021) for improving customer satisfaction and developing new products and services in the supply chain. Thus, we propose the following hypothesis:
H2: TMO is positively related to SCM.
Supply chain management and export performance
[bookmark: _Hlk144716877]Piercy et al. (1998) stated that solid supply-chain capabilities improve export competitiveness. Hindrawati and Sari (2022) examined the furniture industry in Malaysia and confirmed the relationship between SCM and EXPERF. In addition, supply chain integration with customers and within the organization was found to be positively correlated with export performanceEXPERF (Abdallah et al., 2021).; however, Neverthelessin contrast, the same research found integration with suppliers was found to be insignificant in Abdallah et al. (2021) research. 
Moreover, Ling-yee and Ogunmokun (2001) claimed that SCM export capabilities might upgrade their a firm’s competitive advantage. Also, Al-Ghwayeen and Abdallah (2018); in addition to Ikram and Siddiqui (2019) identified a positive correlation between green supply chain managementSCM and export performanceEXPERF in developing countries. The positive correlation is due to SCM’s capabilities to enhance business process performance, such as efficiency, quality, cost, innovation flexibility, and sustainability (Levi-Bliech et al., 2018). In addition, SCM facilitates information sharing (Lazarova & Sapundzhi, 2023; Pham et al., 2019), integration (Abdallah et al., 2021), collaboration (Gunasekaran et al., 2004; Takahashi, 2017), and cooperation, thatwhich facilitate competitive advantage, according to Hyun (1994), facilitate competitive advantage. Thus, we can argue that:
H3: SCM is positively related to EXPERF.
METHODOLOGY
Data collection and questionnaire
[bookmark: _Hlk114488140]Theis study'’s data collection was facilitated by Cint (http://www.cint.com), a global enterprise with a specialization in online surveys. Holding the ISO 20253 quality certificate, Cint works in collaboration with over 4,500 survey panels spanning 130 nations. In August 2022, the company took charge of distributing the questionnaire in Europe and gathering the relevant data. Surveys are a strong tool to glean insights into behavioral trends, experiences, and viewpoints, as evidenced by studies likesuch as Bulmer and Warwick (1983);, Kelley et al. (2003);, and Launiala (2009), especially when exploring fields likesuch as SCM and marketing management (Cachon & Netessine, 2006; Marbun et al., 2020; Rao, 2002).
The research instrument was bifurcated in two. The initial parts contained targeted screening queries such as age, profession, and professional tenure to pinpoint appropriate respondents. The subsequent part featured Likert scale prompts (ranging from 1 to 7) extracted from previously authenticated research.
The sample
The sample comprised 231 managers from diverse international firms across six European countries: France, Germany, Italy, the Netherlands, Spain, and the UK. These managers hailed from 9nine distinct sectors and all awere  English speakers. A substantial portion of these managers (84, 36.80%) oversee had responsibilities for over 500 employees (see Table 1). In terms of decision-making domains, finance had 90 managers (31.6%), computing IT had 91 (39.4%), and sales and marketing had 106 (45.9%), while supply chain and logistics led with 115 managers (49.8%). It 'is notable that respondents had the flexibility to select multiple areas in the decision-making domain. The majority (154) of the respondents were male, accounting for 154 or 66.7% of the sample.
Table 1. Demographic breakdown of the sample
	Characteristic (Valid N=231)
	Frequency
	Percent

	Decision making area 
	 
	 

	Finance
	73
	31.60%

	Logistics
	75
	32.50%

	Procurement
	38
	16.50%

	Human resource
	59
	25.50%

	Business development
	55
	23.80%

	Computing IT
	91
	39.40%

	Sales
	57
	24.70%

	Marketing
	49
	21.20%

	Supply chain
	40
	17.30%

	Gender 
	 
	 

	Male
	154
	66.70%

	Female
	77
	33.30%

	Major occupation 
	 
	 

	Full-time employee
	217
	93.30%

	Self-employed
	14
	6.10%

	Job description 
	 
	 

	Business owner
	17
	17.10%

	Manager with employees
	183
	79.20%

	Manager without employees
	21
	9.10%

	Management level 
	 
	 

	General manager
	41
	17.70%

	Intermediate level manager
	93
	40.30%

	Senior manager
	80
	34.60%

	Vice general manager
	17
	7.40%

	Organization size 
	 
	 

	21-99 employees
	69
	29.90%

	100-500 employees
	77
	33.30%

	501+ employees 
	84
	36.80%



Variables measurement
The variables measurement of this study was done using validated scales from previous studies in the fields of logistics and marketing. These scales utilized 7seven-point Likert-type itemscales, where respondents could indicate their level of agreement on a spectrum ranging from 1 (strongly disagree) to 7 (strongly agree). The TMO variable was taken from Leng et al. (2015) and included four itemes. The SCM variable was taken from Levi-Bliech et al. (2018) and included twelves itemes divided into three dimensions (suppliers, organization, and customers). The EXPERF variable was taken from Zou et al. (1998) and included nine items divided into three dimensions (financial, strategic, and satisfaction).
Analysis method
The data analysis of this study was doneconducted byusing SmartPLS4 software via the PLS-SEM (partial least squares structural equation modeling (PLS-SEM) method. The advantage of this software is reflected in its ability to analyze complex models. According to Dash and Paul (2021), the researcher'’s decision on which analysis method to use depends on the research goals. PLS- SEM is mostly used for exploratory research,, but it is also applicable for confirmatory research (Sarstedt et al., 2014). 	Comment by .: It is generally preferable to provide the full term followed by the acronym in parentheses
Hair Jr et al. (2017) noted that the use of PLS-SEM has grown dramatically in recent years and recommended to useing this method due to its ability to obtain meaningful solutions in almost any problematic situations, such as small sample sizes or non-normal data distributions. Since in this study the research model is based on theory and our objective is to confirm relationships between several variables ,variables, then PLS-SEM analysis is more is an appropriate method to use.
Parceling method
Before analyzing the study’s model, we used the parceling method to redefine some variables of this study. Parceling is a technique that aggregates variables’ itemitems (mostly by average or sum) into one or more parcels and uses those parcels (instead of the variables itemitems) as indicators of the latent variable (Kishton & Widaman, 1994). It is used mainly forin latent-variable analysis techniques, such as SEM (Little et al., 2002). Coffman and MacCallum (2005, p. 238) noted that “using parcels rather than items as indicators of latent variables involves the reduction in the number of measured variables in a model.” Bandalos and Finney (2001) argued that parceling helps to improve reliability, achieving normal distribution, and fit to small sample sizes, and leads to better model fit statistics. Little et al. (2002, p. 152) noted that “parceling is a measurement practice that is used most commonly in multivariate approaches to psychometrics, particularly for use with latent-variable analysis techniques (e.g., Eexploratory Ffactor Aanalysis, SEM).”
Accordingly, this study uses the parceling method in order to improve the statistical estimations and ensuringensure the model’s efficiency. As can be seen in Table 2, the SCM variable was divided into three parcels in which the items SCM1-–SCM4 were aggregated (by average) into the SUP (suppliers) parcel (SUP), the items SCM5-–SCM8 were aggregated into ORG (the organization) parcel (ORG), and the items SCM9-–SCM12 were aggregated into CUS (the customers) parcel (CUS).
Similarly, the EXPERF variable was divided into three parcels in which the items PERF1-–PERF3 were aggregated (by average) into the FIN (financial) parcel (FIN), the items PERF4-–PERF6 were aggregated into the STRA (strategic) parcel (STRA), and the items PERF7-–PERF9 were aggregated into theSATIS ( satisfaction) parcel (SATIS).



Table 2. Parcels definition
	Items
	Name of 
parcel
	Label
	Variable

	SCM1
SCM2
SCM3
SCM4
	
SUP

	




SCM
	




Supply Chain Management

	SCM5
SCM6
SCM7
SCM8
	
ORG
	
	

	SCM9
SCM10
SCM11
SCM12
	
CUS
	
	

	PERF1
PERF2
PERF3
	
FIN

	



EXPERF
	



Export Performance

	PERF4
PERF5
PERF6
	
STRA
	
	

	PERF7
PERF8
PERF9
	
SATIS
	
	



ControllingControling common method variance
[bookmark: _Hlk144370959]Common method variance (CMV) is a “variance that is attributable to the measurement method rather than to the constructs the measures represent” (Podsakoff et al., 2003, p. 879). CMV may produce a bias among the research participants because aof the systematics of data collection. In order to control for CMV, we didcarried out several actions to avoid fromavoid any bias ofwithin the respondents. First, before the respondents answered the questionnaire, they were told that their answers willould be kept confidential and anonymous.; Sotherefore, they could answer the questions freely and without fear and freely. Second, according to the recommendation of Chang et al. (2020) recommendation, we ensured independency between the variables by using the variables measures from different information sources of information. Third, in order to avoid from a sequence of systematic answering, we planted within the questionnaire several “marked” items;  – items that are theoretically unrelated to the other items (Lindell & Whitney, 2001).
After collecting the data, we didcarried out several statisticsstatistical analyses. First, we used Harman’s single-factor test;, methoda method that loads all the items from each variable into one single factor. Then, we examined the confirmatory factor analysis of this singleone- factor. The results showed that there is no one single factor that emergesd. So, itThis allows us to argueconclude that there is no CMV. Second, based on‏ Lindell and Whitney (2001), we calculated the correlations between the “marked” items and the other measured variables. The correlations were relatively low and not significant. Thus, we can assume that there is no evidence for CMV. Third, we calculated variance inflation factors (VIF) to test multicollinearity among the variables. The results showed that all VIFs were low and acceded less than the critical value (Hair Jr et al., 2021).
Measurement model
Figure 2 describes graphically the measurement model with reflective measurement. Hair et al. (2012) have noted that this step involves several assessmentassessments, such as reliability, internal consistency reliability, convergent validity, and discriminant validity, as specified below.
[image: ]
FIGURE 2. Measurement model
Reliability and internal consistency reliability
In order to ensure the reliability and internal consistency reliability of our measurements, we calculated the Cronbach'’s alpha and the composite reliability (CR) of each variable. As can be seen in Table 3, the values of Cronbach'’s alpha and CR have met the threshold of 0.7 (Wong, 2013).  SoTherefore, we can argue that the reliabilityreliability was achieved, thereby it may enhanceing the strength of our findings.

Table 3. Outer loadings, CR and AVE of measurement model
	AVE
	CR
	Cronbach's alpha
	Outer
Loadings
	Indicators
	Label
	Variable

	
0.67
	
0.84
	
0.83
	0.79
0.87
0.79
0.82
	TO1
TO2
TO3
TO4
	TMO
	Technological marketing orientation

	[bookmark: _Hlk144887318]
0.81
	
0.89
	
0.88
	0.92
0.87
0.91
	SUP
ORG
CUS
	SCM
	Supply chain management

	
0.84
	
0.91
	
0.90
	0.91
0.91
0.93
	FIN
STRA
SATIS
	EXPERF
	Export performance


CR = composite reliability, AVE = average variance extracted.
[bookmark: _Hlk36711247]Convergent validity
Convergent validity is defined as “the extent to which a measure correlates positively with an alternative measure of the same construct” (Hair Jr et al., 2021, p. 112). In order to examine the convergent validity, we calculated the average variance extracted (AVE) of each variable. As can be seen in Table 3, the AVE’s values awere higher than 0.5 and met the threshold recommended by Wong (2013). SoTherefore, we can argue that convergent validity was supported.
Discriminant validity
Ab Hamid et al. (2017, p. 2) have defined discriminant validity as “the extent in which the construct is actually differing from one another empirically.”. In order to examine the discriminant validity, we used Fornell and Larcker’s (1981) test. Table 4 presents the results of this  test. As can be seen in Table 4, the square root of each variable’s AVE (bolded in the diagonal) areis higher than the correlation with any other variable. Therefore, we can assume that discriminant validity was achieved.	Comment by .: Please note: is seems that there are grammatical problems with this quote. Please double-check the original source for accuracy
Table 4. Results of Fornell-Larcker test
	 
	TMO
	SCM
	EXPERF

	TMO
	0.82
	
	

	SCM
	0.78
	0.90
	

	EXPERF
	0.74
	0.79
	0.92



Structural model
After establishmentestablishing the measurement model, the next step of the analysis iwas to examine the structural model of this study. According to Wong (2013), this step includes the reporting of R2 coefficients and testing the study’s hypotheses. R2 referrefers to the explained variance of exogenous variables on endogenous variables. The R2 of the relationship between TMO and SCM iwas 0.67, meaning that TMO explained 67% of the SCM. Additionally, TMO and SCM together explained 60% of the EXPERF., Wwhich indicates a considerable influence of the independent variables on the dependent variable.
Hypotheses results
[bookmark: _Hlk37590413]In order to test the study’s hypotheses, we used the bootstrap method in Smart PLS 4. This procedure included 5,000 bootstrap samples (Hair et al., 2012). As can be seen in Table 5, all the study’s hypotheses were found to be supported (p < .001). Specifically, the results show that in direct effect, the technological marketing orientation (TMO) havehad a positive effect on export performance (EXPERF) .. SoHence, H1 was found to be supported (t = 4.02, p < .001). Moreover, in total effects  theeffects, the findings show that TMO positively affected both EXPERF and supply chain management (SCM) as well asand that SCM positively affected EXPERF. Therefore, H1, H2, and H3 were found to be supported (p < .001).
Table 5. Results of hypotheses tests
	Hypothesis
	Path
	Β
	STDEV
	T
	P 
	Result

	Direct effect
	
	
	
	
	
	

	[bookmark: _Hlk142381612]H1
	TMO → EXPERF
	0.33
	0.08
	4.02
	0.00*
	Supported

	Specific indirect effect
	
	
	
	
	
	

	
	TMO→ SCM → EXPERF
	0.42
	0.06
	6.68
	0.00*
	Supported

	Total effects
	
	
	
	
	
	

	[bookmark: _Hlk142381873]H1
	TMO → EXPERF
	0.74
	0.04
	20.10
	0.00*
	Supported

	H2
	TMO → SCM
	0.78
	0.03
	25.35
	0.00*
	Supported

	H3
	SCM → EXPERF
	0.54
	0.07
	7.14
	0.00*
	Supported


*p < .001; All tests are two-tailed.
DISCUSSION
The main goal of this study was to examine the impact of TMO on EXPERF inon two levellevels. – Ffirst inat a direct level and then via the mediation of SCM. This study fills a gap in the literature by exploring the mediating role of supply chain managementSCM in the relationship between technological marketing orientation (TMO) and a firm'’s EXPERF. As presented in Table 5, the impact of TMO on EXPERF both in direct effect and via the mediation of SCM was found to be significant. Hence, we can conclude that SCM havehas a partial mediation effect in the relationship between TMO and EXPERF. 
In spirit ofline with KBV theorytheroy, this study dealt with two different disciplines (marketing and logistics) and showed that a diverse combination of disciplines within the organization may improve the firm'’s EXPERF. Accordingly, organizations that wish to achieve a competitive advantage over their competitors should strengthen their SCM in terms of integration, communication, and collaboration with theall parties staying in the chain, such asincluding suppliers and customers, to improve the impact of TMO on EXPERF.
Implications
The research findings provide several implications both at both the theoretical and practical standpointlevels. From a theoretical standpoint, this research enhanced the understanding of the mechanism through which TMO influences EXPERF. Specifically, TMO can enhance supply chain business processes, including efficiency, flexibility, and quality, which subsequently improve a firm'’s EXPERF in international markets. Theis study also highlights the importance of adopting new digital technologies that support supply chain strategies to ensure timely deliveries and customer satisfaction, ultimately enhancing EXPERF.
The second theoretical implication relates to marketing theory. By incorporating perspectives from both marketing and supply chain managementSCM, theis study employs a knowledge-based view (KBV) theory to demonstrate how integrating diverse disciplines within an organization can improve EXPERF. The research emphasizes the role of supply chain managementSCM in leveraging TMO., Ffor example, to in produceing innovative products and developing digital marketing strategies within a collaborative supply chain. This allows firms to adapt to changing customer demands and, consequently, elevate their EXPERF in international markets.
From a practical perspective, theis study provides valuable insights for companies aiming to improve their EXPERF. The research suggests that firms should allocate resources to technologies that enhance their marketing strategies, particularly within supply chains, to improve EXPERF. A well-structured and efficient supply chain can significantly impact the success of technologically driven marketing efforts in the export international export markets.
In practice, managers should align their supply chain strategies with their technological marketing orientationTMO. This involves investing in technologies that bolster supply chain responsiveness, flexibility, collaboration, sustainability, and agility, such as demand forecasting and real-time inventory visibility. Close collaboration with suppliers, distributors, and other partners is also crucial for streamlining the supply chain and effectively meeting customer needs in international markets.
Given the complexity of global supply chains, managers should prioritize risk management, including monitoring geopolitical changes, diversifying suppliers, and implementing contingency plans. Leveraging data from technological marketing initiatives can enhance the supply chain'’s customer-–supplier approach by offering insights into international customer preferences and purchasing behavior. Regulatory compliance is essential, as any violations could negatively impact EXPERF. Finally, managers should prioritize continuous improvement by monitoring emerging technologies, incorporating best practices, and conducting regular assessments of the supply chain'’s performance to achieve successful export outcomes.
Limitations and future research
Beyond the findings of this study, there are several limitations that future research should address. First, in this study, a quantitative research method was used. In future research, Iit would be useful to incorporate in future research a qualitative approach, such as interviews with managers. Second, due to the shortness of time, the research was done in one time period. Future research canmight examine the research model at different time points and different results may be obtained. Third, this study focused on global firms operating in a wide range of industries but did not focus on a specific industry. Future research canould focus on a specific industry, such as the high-tech or pharmaceutical industry. Finally, the research data wasere collected in several countries across Europe without focusing on a specific country. It is possible that in future research, the research results could be different for each country.
CONCLUSIONS
The focal objective of this study iis to explore how SCM playacts as a mediator between TMO and a firm’s EXPERF. Unlike previous research, thatwhich mostly looked at how TMO directly affects EXPERF, this study goes a step further. It shows that SCM is a key factor as a parctial mediator that improves EXPERF. Consequently, the empirical findings from this research challenges current thinking by showing how important it is to include SCM in a company'’s operational framework. In short, it ’is not just about using TMO resources; it ’is also about how SCM is a mechanizsem that helpshelp managers to boost their firm’s EXPERF and makes it more competitive in international marketstrades.
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