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Organizational marketing, sometimes referred to as business-to-business
(B2B) marketing, typically deals with a limited clientele, resulting in a
close relationship between customers and salespeople. The link must be
managed carefully for the salesmen to employ entrepreneurial strategies
to increase clients’ readiness to repurchase products and ultimately meet
the company’s sales target, especially for those working in international
markets. However, no well-validated model has been developed to
demonstrate that salespeople who engage in corporate entrepreneurship
and client-focused sales of the company do better in cross-border sales.
The goal of the study is to test and validate a conceptual model that
claims salespeople who engage in corporate entrepreneurship and
client-centered selling perform better in cross-border sales when the
company has a high capacity for absorption. Data analysis was done as
part of the quantitative research method utilized in this study.

SARI PATI

Prakik bisnis sector Business-to-Business (B2B) biasanya berhubungan
dengan klien dalam jumlah sedikit; maka memunculkan peluang
terjadinya hubungan dekat antara tim penjual dengan klien.
Hubungan ini perlu dikelola di mana tim penjual menerapkan
praktik kewirausahaan guna mendorong klien membeli lagi sehingga
tercapailah target penjualan utamanya bagi perusahaan yang beroperasi
di pasaran lintas batas. Kendatipun demikian, hingga saat ini belum ada
model yang telah teruji yang menegaskan pentingnya tim penjualan
melakukan pembelajarann guna mencapai kinerja penjualan di pasaran
mancanegara sebagaimana diharapkan.. Penelitian ini dilakukan
untuk memvalidasi konsep model yang menyatakan bahwa kinerja
penjualan ke mancanegara akan diperkuat dengan cara tim penjualan
menerapkan kewirausahaan korporat serta penjualan yang berorientasi
ke pelanggan ditunjang oleh kemampuan organisasi perusahaan untuk
belajar. Dalam penelitian ini menggunakan metodologi riset kuantitatif.
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INTRODUCTION

Sales performance is key outcome pursued
in the business to business (B2B) relationship
considering that the number of buyers is less than
in the business-to-consumer (B2C) market, the
B2B clients are normally organizations instead of
end-users, while B2B buyers, the buying decision

process involves a rather complicated procedure.

In the era of globalization of market and
production, cross-border sales achievement shall
be key parameters of a successful company. In the
cross-border business-to-business (B2B) practice,
salespeople should make direct, close, and private
relations with customers and trade milieu than

other workers of the company.

Firms improve their competitive advantage by
building strong knowledge, while it is widely
recognized that salespeople play roles as
intelligence assets for B2B firms active in the
overseas markets. Meanwhile, firms with solid
strategic orientations such as clients-oriented,
entrepreneur-oriented, or product-oriented

operations show superiority in competition
(Denicolai et al.,, 2014) Those client-oriented,
business-oriented, and product/service-oriented
firms identified by the authors play key roles as the
basis of knowledge advantage. Firms should be
able to collect, consolidate, and utilize know-how
to maximize the benefits. Notwithstanding these
facts, studies on the company-level foregoing
situations to support more efficacious intelligence
collection and knowledge sharing by salespeople
are still very limited.

Entrepreneurial strategy-making plays a
strategic role in the organizational readiness to
apply for corporate entrepreneurship, a firm’s
entrepreneurial sales actions such as innovative
selling and sales creativity), and, later, its sales
accomplishment (Edwards, Miles, . ., et al., 2022).
However, there is still very limited study exploring
the link between entrepreneurship to any particular
purpose of the company, sales or otherwise, and

very few works describe the valuable information-

gathering function of the salespeople in the
company (Edwards, Miles, . ., et al., 2022). Client-
oriented selling tends to relate to the company’s
stride in practicing entrepreneurship, while
company-level selling preceding client-oriented
selling is not yet well comprehended (Guenzi, De
Luca, et al., 2011). (Singh & Koshy, 2012) (Nguyen
et al., 2022).

This research was conducted to test the
propositions developed from the previous study
(Javalgi et al, 2014) assessing the connection
between a company’s entrepreneurial orientation
on its client-oriented selling capabilities, and
clients-oriented selling influences on cross-border

sales achievement.

Salespeople generally seek to make lengthy,
extended, frequent, and close contact with clients
and the market milieu. Salespeople are seen by
clients as the image of the firm. Indeed, selling
activities are categorized as entrepreneurial

roles. Meanwhile, entrepreneurship involves
knowing or seeing something others do not see,
and salespeople are considered an important
source of knowledge about a firm’s clients and
environment. Knowledge-based salespeople
aspect of the driving activities fully mediates the
effects of entrepreneurial orientation and cross-
border sales performance. Applying resource-
based theory that emphasizes the adoption
approach of market orientation for business
success, our findings suggest that the cross-border
sales performance of B2B firms is enhanced using
a clients-oriented approach. Firms need extensive,
consolidative cues to indicate strategic choices,
deploy resources to provide value creation for
clients, gain clients, and keep, cross-buying, and
divestment to upgrade the company’s incremental
value (Bolton, 2018a). However, through the
authors’ knowledge, there is a big gap and very
limited research correlating entrepreneurship to
cross-border sales achievement in B2B context.

In this study, the authors suggest that managers
enhance the

in entrepreneurial companies

knowledge-bearing efficacious of salespeople.
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LITERATURE REVIEW

The “resource-based” view of a company is the
subject of several studies that have attempted to
integrate the internal and external perspectives,
according to the authors. According to the
resource-based theory, important components
of long-term competitive advantage are business
resources and capabilities that are valuable and
hard to replicate. It provides an inside-out rather
than outside-in description of the corporation from
the standpoint of the success and deployment of
its resources. This hypothesis is widely accepted
in the fields of management, marketing, finance,
and international trade (Sharma & Erramilli,
2004). Firms have been segmented based on
overseas engagement, stance or motivation for
global expansion, strategic posture, the extent of
involvement, level of overseas sales achievements,
and path to cross-border sales (Kahiya & Dean,
2016). One of the main theoretical frameworks
for describing the function of important resources
in value generation is the RBV of the firm. The
concept’s grounded theory is predicated on the
notion that a corporation’s success depends on the
types of resources that the organization controls.
(Lange, et al., 2021). The theory describes that
not all resources bring the same value, so it is
essential to combine various resources to create
a firm’s value added. The classification we used
in our study was: tangible (e.g., budget and core
resources), human skills (e.g., know-how and
management), and intangible resources (e.g.,

corporate culture and ownership).

Firms may apply the RBV framework to formulate
their competitive advantage, particularly when they
want to improve performance by identifying the
abilities, assets, and competencies to achieve their
ultimate competitive advantage. The RBV concept
applies to B2B firms that are in collaboration
to manage their resource abilities. It is well
recognized that firm achievements are different
from company to company due to their unique
resource management abilities and aptitudes.
The RBV concept drives firms to best use their
resources to address their B2B affiliation. On the
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other hand, close interactions between employees
of different firms involved in B2B relationships will
reinforce their connection further (Chatterjee et
al., 2021).

Salespeople can use the knowledge they have
generated to gain a competitive advantage beyond
gathering and disseminating reports obtained from
clients and the environment. Firms should know
and learn more about host-country clients, rivals,
and market-environment conditions to create and
supply cutting-edge goods and services to satisfy
the demands of clients in the host country (Dung
& Giang, 2022)

Corporate Entrepreneurship

Firms must catch up with innovation and relevancy
in their markets, while Corporate Entrepreneurship
(CE) or corporate innovation is considered very
important to support innovation and revitalization
in a forward-looking company as the focus of
interest for study in the strategic management
and entrepreneurship fields. CE is the pursuit of
innovation in well-managed companies and plays
avitalrole in facilitating firms’ resource exploitation
or exploration of new opportunities (Goldsby
et al., 2018). Nowadays, firms have increasingly
dependent on CE as a strategy to survive, whereby
CE entities have become increasingly important
in a highly dynamic globalized environment, and
legitimation plays a key role in the allocation of
needed firm resources. (Gocke et al., 2021).
Entrepreneurial demeanor within established
firms is defined as the existence of innovation
with the intention to restore and reaffirm the
companies and assign innovation a central role
in the origin of the CE concept. Combined with
unconscious, desires, dreams, and fantasies, then
the “dark side” of entrepreneurial demeanor will
generate business ideas and new venture creation
(Metallo et al., 2021). In addition, we also define
entrepreneurial opportunities as an ecosystem
that enabled launching novel products and or
services to target markets via the imaginable entity

or a newly formed firm. With the understanding to
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assess and implement methods by obtaining the
benefit of information discrepancies happening
in the marketplace. We recognize the process
called “stepping ahead of learning” based on
knowledge acquired by individuals that can be
transmitted to the organization confirming among
those individuals who can provide a firm learning

process (Welpe et al., 2017)

Absorptive capacity (AC)

Cohen et al., (1990) (p. 128) define AC as the
competence to obtain external evidence, digest
it, and make use of it for commercial purposes. It
refers to firms’ vibrant regular internal, processes
that enable them to obtain, digest, alter, and utilize

new esoteric knowledge (Bouguerra et al., 2020).

Knowledge acquisition alone is less sufficient; the
organization should leverage and step in from its
environment. Firms engage in learning to bridge
their information, knowledge, and resource gaps,
and build competence. Another study concludes
that transformational leadership and the AC-
promoting CE can decrease a firm’s flop rate.
The outcome delineates the meaningful clout of
alteration leadership and the AC of CE (Shafique
& Kalyar, 2018). Meanwhile, AC is seen as the
firm’s capability to utilize outboard knowledge and
enables firms to differentiate from their competitors
who possess similar new knowledge (Cuervo-
Cazurra et al., 2017). Another study conducted
(Hernandez-Perlines, 2018) on Spanish family
businesses confirmed that AC has a meaningful

impact on international sales performance.

AC drives firms to regenerate, be more proactive,
and be viable toward competition and risk-taking
(Engelen et al, 2015). Both entrepreneurial
orientation and AC make the organization fit into
changes in the business scene, while the firm
must improve its organizational ability toward
technology disruption (Martinkenaite et al.,
2016). Extensive research has been conducted
on the connection between market precept,
entrepreneurial orientation, and firm achievement.

The firm’s high-level management comprehends

the significance of rejuvenation activities and
the extent to which provides sufficient monetary
sources and other resources to support these
frays. Environmental dynamism is indicated by
technology disruption, diversity in client choices,
and diverse product plea. Competitive severity
captures the extent competition with quite many
rivals existing in the market and the nothingness
of potential opportunities for any further accretion
(Zou et al., 2018).

Firms are continuously facing dynamic
environments due to the rapid technological shifts
and strong competition, particularly the fluidity
(turbulent) of market solicitation along with the
changes in industry context. Such changes may
lead to organizational restlessness, accent, and peril
and increase uncertainty. In a vibrant atmosphere,
organizations shall encourage their employees to
be more creative brings organizations pioneering
advantages and stimulate skills and market footing

in great environments disruption. (Men et al., 2020)

Under intense technological clutter, the advantage
of AC toward new product development will
diminish the company implement complementary
managerial practice, the decreased effect of
technological upheaval can be alleviated. (Li et al.,
2019)

Client-oriented Selling

Client orientation (CO) is the key cornerstone for
the fruitfulness of salespeople and is cited in terms
of firms attending to their clients and potential
clients. Few sales teams apply the CO concept
in their daily jobs of doing sales. Long-term sales
study provides largely unconvincing outcomes
with respect to each salesperson’s CO and result.
For CO to be a predictor of sales performance,
then selling skills must be applied, salespeople are
better off exploiting a sales orientation approach,
against a CO approach (Wachner et al., 2009).
Some works of literature reveal the relationship
involvement in new

between salespeople’s

product design, particularly during product

modification with a company’s profitability.
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Therefore, consulting-oriented sales training is
essential to improve salespeople’s competence
and skill and uncover undiscovered client needs
and problems followed with the spread of output to
decision-makers including the internal team who
conducts product development and improvement
(Pelham, 2002).

To the author’s knowledge, only limited studies
assessing the connection between corporate
entrepreneurial (CE) orientation, and CO selling
toward firm cross-border sales performance
mediated by absorptive capacity (AC) in the B2-B

sectors.

Research Design and Sample

Learning is a prevalent factor in clients-oriented
selling demeanors, learning organizations, and
firm entrepreneurship as examined earlier in this

article.

Corporate Entrepreneurial Orientation and Client

Orientation
Most of the previous research assesses
the connections between market focus,

entrepreneurial orientation, and a number
of organizational outcomes, such as Covin &
Slevin, (1989), Zahra et al., (1995), and Baker &
Sinkula, (2009a) which prove a circumstantial
effect for corporate entrepreneurial orientation
on cross-border sales performance, while (Boso
et al., 2012.) find that supplementary between
entrepreneurial orientation and market orientation
shall boost fruitfulness of exporting new product,
revealed the connection between a firm’s
market focus, entrepreneurial orientation, and
gain. An interrelationship between corporate
entrepreneurship orientation and the firm’s
competence for penetrating new markets. Based
on the above discussion, the research takes the
following hypothesis:

Hypothesis 1. Corporate entrepreneurial

orientation is certainly associated with

cross border sales performance in B2B

circumstances.
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Client-Oriented Selling and Cross-border Sales
Performance

Senior management must encourage and
reward innovative selling modes (a salesperson’s
entrepreneurship doings) which these sales evoke
positively and notably influence commercial
achievement. Therefore, creative selling and
sales innovation have a significant impact on an
individual’s sales performance. Sales innovation
and creative selling. These results offer top
management extra guidance when pursuing
improved sales performance and growth.
(Edwards, Miles, D’Alessandro, et al., 2022).

The praxis of COS is recognized as a major

parameter applicable in relationship and
deliberative selling. However, in contrast to
selling orientation (SO), COS

requires an extra outlay of opus by the sales teams

“conventional”

in client interplay. Consequently, salespeople must
be encouraged to take part in this way of selling,
Opportunities for the firm to transform from a
simply buying-selling-oriented to a connexion-
oriented seller result in definite aftermath for the
selling firm. The connection between salespeople’s
client orientation and superior client relationships
(Guenzi, de Luca, et al., 2011). Salespeople are
conscientious to understand buyer needs make
commercial purchase commitments, under which
buyers experience an ongoing influence on their

judgments.

(Good & Schwepker, 2022) highlight that client-
relationship-building ability is set positively to
COS and reciprocally in relation to how frequently
clients direct deviation. Converse to expectancy,
client-oriented has no correlation with both

political skill and sales accomplishment.

Salespeople must respond to changes in client’s
needs and conditions that address changes to the
value scheme, reevaluation of what offerings to
corroborate in sales efforts, and reevaluation to
whom offerings might be valued. The information
obtained suggests, for example, that reorienting

value propositions to reduce potential clients’
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risk with a focus on offer of stable or increasing
demand and deploying resources to prospective
clients identified by reevaluating purposes and
markets for existing offerings could be valuable
(Hartmann et al., 2020).

Considering the theoretical exposition, this study
hypothesizes that:
Hypothesis 2. Clients-oriented selling is
certainly connected with cross-border sales

performance in the B2B context.

Corporate Entrepreneurial Orientation and Client-
Oriented Selling

Sales and marketing teams must maintain regular
and open communication to help salespeople to
be more effective in helping to solve customers’
problems, maintaining good coordination among
functions which is comparable to scant efficacious
sharing information companies, and noticing the
critical role of marketing people as they enter new
markets (L. Chonko et al., 1991).

Boso et al., (2012.) suggests finding a connection
between augmenting market orientation and
entrepreneurship orientation and likable cross-

border new product results.

One major entrepreneurial activity is new product
development under which firms should be
entrepreneurially oriented, and a relationship
between CE orientation and client-oriented selling
is proposed (Pelham, 2002)(Boso et al., 2012).
Keeping in view the above discussion, this study
proposes the following hypothesis:

Hypothesis 3. Corporate entrepreneurial

orientation relates to clients-oriented Selling in

the B2B setting.

Absorptive capacity and cross-border sales
performance

Firms adopt learning capabilities, acquire
knowledge gained to their advantage, and develop
its AC. Part of the knowledge-related power in
firm achievement, as described by Hurley & Hult,

(1998a) within market and lore orientation relates

to the firm’s competence to regenerate and
produce a great result. (Hurley & Hult, 1998b).

Organizational learning applies the dynamic
process of creation to improve organizational
performance while acquiring and integrating
knowledge to develop resources and capabilities

(Lopez et al., 2005).

Some firms successfully gain, pervade, and utilize
their knowledge more swiftly, and when adopted
from the previous assessment, absorptive capacity
is delineated as the constituent that comes through
organizational lore while the firm integrates novel
knowledge brought into the organization from
beyond its borders. The benefits of absorptive
capacity are likely to be strongest for firms that
are most actively looking for new knowledge to

innovate and/or expand to new markets.

Fletcher et al., (2012) suggest that knowledge
about a prospective host country influences the
quickness with which the firm extends operations
internationally. Therefore, we posit:

Hypothesis 4. Absorptive capacity is

certainly connected with cross-border sales

performance in B2B settings.

Corporate Entrepreneurship Orientation and
Absorptive Capacity

Lisboa et al., (2011.) outline a strong connection
between  entrepreneurial orientation and
investigative action, including usage capabilities
during product and market development. Firms
should possess these investigative and usage
capabilities to pervade information from the
environment (including customers) and build new
learning about existing products and markets as
well as learning beyond what is already familiar.
Lane et al., (2006) define AC as opening space
for firms to resolve something dissimilar, which
is contrary to the idea that doing this, opens
windows for companies to become transcended.
AC sheds outside firm learning on firms’ setting
of value creation, stemming learning needs, and
generating original learning that in turn nurtures

CE. Keeping in view the above discussion, this
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study makes the following hypothesis:
Hypothesis 5. Absorptive capacity is certainly
associated with corporate entrepreneurship

orientation.

Absorptive Capacity and Clients-oriented Selling
Webster, (1965) argue that salespeople play key
roles as the main origin of intelligence services on
clients, rivals, and the milieu, with no guarantee of
market success. Some literature reveals an impact
on clients-oriented sales accomplishment. The
authors assumed the existence of instrumentation
that plays an intervening role in the connection
between clients-oriented selling and cross-border
sales achievement (Sheth, 1973, Konrad, 2018,
Abu ELSamen & Akroush, 2018).

The construction and/or transformation of

products and services is successful when
evidence is collected and effectively shared by the
sales team and pervaded by the team responsible
for the product development and/or modification
process (Pelham, 2010). Firm delving has a
positive connection with achievement and firm
learning influence a firm’s accomplishment (Sari

et al., 2018).

The major benefit that the firm can gain from
client-oriented selling is the ability to collect
and share the light that enables the firm to spot
eminent clients’ solutions as well as client worth.

To Enhance Cross-Border Sales / 189 - 209

Thereupon, a connection between AC capabilities

and clients-oriented selling can be hypothesized:
Hypothesis 6. Absorptive capacity is certainly
associated with clients-oriented selling.

METHODS

The study used the quantitative method research
(explanator design). Questionnaires are used in
quantitative research to acquire data. The writers
created a questionnaire to gather data, on which
participants rated items on a 5-point Likert scale.
Internal consistency reliability, convergent, and
discriminant validity, are established in order
to validate reflective measurement models.
Utilizing Cronbach’s alpha, internal consistency
reliability is frequently evaluated. It is suggested
that composite reliability is more appropriate. By
calculating the average variance extracted (AVE)
from each construct using the outer loadings of the
indicators, convergent validity is evaluated. The
construct score must account for at least 50% of the
variation of the variable, as indicated by the outer
loadings above 0.708 (Carrién et al., 2016). The
variance derived from all loading of the elements
is used to generate the AVE, which is a summary

convergence indicator. (Hair, et al., 2014b).

When a construct has discriminant validity, it
means that it is empirically distinct from the other
constructs in the SEM (Hair et al., 2010). That is,
establishing each construct must capture a distinct

Fig. 1. Research Conceptual Model
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phenomenon that is not reflected by any other
construct in the model for it to have discriminant
validity. (Hair et al., 2014a). The Fornell-Larcker
criterion (1981), which contrasts the AVE (shared
variance within) of the components against the
squared correlation between the constructs
(shared variance between), is a popular method
for evaluating discriminant validity. The hetero-
trait-mono-trait ratio of correlations (HTMT), a
more exact measure of discriminant validity for
variance-based Smart PLS, was recently developed
(Carrién, et al., 2016).

Smart PLS is a non-parametric approach that
makes it difficult to determine inference statistics
right away. Instead, to obtain standard error
estimates of model parameters that facilitate
significance testing, researchers use bootstrapping
(using 5,000 samples). The size and importance
of the beta coefficients are used in Smart PLS to
assess the significance of structural correlations.
The coefficient of determination (R2 value), which
gauges the model’s in-sample predictive strength,
is used in Smart PLS structural model evaluation
to consider the model’s predictive abilities (Hair et
al., 2017c, 2017d).

The outer loadings for each latent variable are
used to evaluate the dependability of an indicator
(item). An outside loading of larger than 0.07 is
advised, according to Smart PLS guidelines, to

keep an item. (Lohmoller, 1989).

Retention of all the indicators using Smart PLS
enhances the measurement and structural model

outputs’ validity and reliability.

Profound reliability using composite, consistency,
and reliability was assessed. For Smart PLS, all 4
constructs exceed the recommended 0.70 level
(Hair et al., 2014b). Convergent validity is measured
using AVE. The values for all 4 constructs are
greater than the 0.50 guideline indicating that the
construct explains more than half of the variance
of its indicators (Hair et al., 2014b).

Discriminant validity assessment by means of
the Fornell-Larcker standard produces divergent
results for Smart PLS.

The research hypotheses were tested based on
empirical data collected from various multinational
corporations operating in Indonesia and some
ASEAN countries. The authors found Indonesia
and other ASEAN countries to be good subjects
in which to gather data because it is an emerging
market with structural market issues and a high
level of entrepreneurship. Data was collected
using questionnaires in Google Forms distributed
via emails and WhatsApp. A list of firms was
obtained from the Indonesia Chemical Industry
Federation (FIKI), and chambers of commerce
and industry. The authors focused on owners and
Sales/Marketing Managers/General Managers/
Directors since they have the abilities to identify
new opportunities based on market information
and motivational intention. Additionally, owners
and high-level managers are more attentive and
diligent about a company’s sales/marketing
strategy and success. The questionnaire for
this study was issued to carefully chosen B2B
companies. The questionnaire took between 8
and 10 minutes for participants to complete on
average. Since all participants were high-level
managers or business owners with a relatively high
level of education, we could assume that language
would not be a problem since all questions were
written in two languages Bahasa Indonesia and
English, which are common and official business
languages in Indonesia. Additionally, we narrowed
our emphasis to businesses that qualify as
multinational corporations, defined as those that
operate in more than one country and engage in
the export of goods and services. Over 500 well-
known B2B businesses received questionnaires
from us, and 218 of them responded, yielding a
response rate of 44%. The writer’s attention was
drawn to three B2B industries: manufacturing,

trading, and services.

The authors utilized one survey form to test our

constructs in this research. The questionnaires form
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was sent via email or WhatsApp to respondents
involved in the B2B multinational companies.
Respondents were asked to fill out questionnaires
according to the reality closely relevant to their
daily professional jobs. We understand that in
B2B sectors most people do not want to disclose
their identities, therefore we do not ask them to
disclose their names, company names, addresses,
phone, or phone numbers. We reserved 1 (one)
column in the questionnaires for the respondent to
input their email address for luck-draw purposes.
This data collected from the survey was evaluated
using SPSS version 3.0 and SMART PLS version 3.0.

To Enhance Cross-Border Sales / 189 - 209

variables: client-oriented selling and corporate
entrepreneurial orientation. The indicators listed
in Table 1 were used to measure each of these
factors. Our study used a 5-point scale that was
based on measurements from earlier studies.

Dependent variables

Cross-border sales performance, the only
dependent variable, was assessed using a 5-point
Likert scale from “strongly disagree” (1) to
“strongly agree” (5). We adopted seven indicators
from Kerr, 2018; Singh & Koshy, 2010, and Behrman

et al., 1982).

Table 1 Demographic individualities by country.

Indonesia (%) Singapore (%) Thailand (%) Malaysia (%)

Gender

Male 131 10 25

Female 47 7 6
Age

20-35 25 1 2

35-50 103 10 23

50-65 42 6 6
Education

Bachelor 97 12 24

Master 61 5 7

Doctor 2 0 0

Independent variables METHOD

As mentioned in the preceding section, learning

is the prevalent constituent, for corporate
entrepreneurship, absorptive capacity, and client-
oriented selling habits. A conceptual model for
studying the impact of each of these knowledge-
dependent constructs on cross-border B2B sales
performance is shown in Fig. 1. According to
the model, the firm’s absorptive capacity acts as
a mediator and both corporate entrepreneurial
orientation and customer-oriented selling
contribute to cross-border sales success. The
extent to which a company’s salespeople utilize
client-oriented selling is also correlated with a
firm’s propensity for corporate entrepreneurship.

Our study, concentrated on two independent

To evaluate the structure of our model, we used
Smart PLS 3.0 (Ringle, et al, 2015) for studies
in business (Carrién, et al, 2016) and strategic
management research (Hair, et al., 2016). PLS
is a well-established and reliable state-of-the-
art methodology. The path weighting scheme
is employed. With 5000 replications and mean
replacement of missing values, we employed
nonparametric bootstrapping to obtain the

standard errors for our structural model testing.

RESULTS AND DISCUSSION
Result
It is necessary to construct reflective measurement

models, internal consistency reliability, convergent

-197 -



International Research Journal of Business Studies | vol. XVI No. 02 ( Desember 2023 )

validity, and discriminant validity. Utilizing
Cronbach’s alpha, internal consistency reliability
is frequently evaluated. However, because
composite reliability considers the indicators’
differential weights, it is advised as being more
appropriate. (Dijkstra et al., 2015). Contrarily, the
indications are weighted equally in Cronbach’s

alpha (tau equivalency).

By calculating the average variance extracted (AVE)
from each construct using the outer loadings of
the indicators, we evaluate convergent validity is
evaluated. The construct score should contain at
least 50% of the variance of the variable, according
to the square of the outer loadings, which should be
greater than 0.708. (Carrién, et al., 2016). According
to Hair et al. (2010), the AVE is a summary indication
of convergence derived from the variance recovered
for all items loading on a single construct. A general
guideline for appropriate convergence is an AVE
> (.50, which denotes that the construct score
includes more than half of the indicator variation.
(Hair et al., 2014a).

According to Hair et al. (2010), discriminant validity
describes a component as being empirically
distinct from the other constructs in the SEM.
In other words, proving discriminant validity is
demonstrating that each construct captures a
distinct occurrence not covered by any other
construct in the model (Hair et al., 2014a). The
Fornell-Larcker criterion (1981), which contrasts
the AVE (shared variance within) of the components
against the squared -correlation between the
constructs (shared variance between), is a popular
method for evaluating discriminant validity.
The hetero-trait-mono-trait ratio of correlations
(HTMT), a more exact measure of discriminant
validity for variance-based Smart PLS, was recently

developed. (Carridn, et al., 2016).

Smart PLS is a non-parametric approach that
hinders the quick determination of inference
statistics. Instead, to obtain standard error
estimates of model parameters that facilitate

significance testing, researchers use bootstrapping

(using 5,000 samples). The size and importance
of the beta coefficients are used in Smart PLS to
assess the significance of structural correlations.
The coefficient of determination (R2 value), which
gauges the model’s in-sample predictive power,
is used in Smart PLS structural model evaluation
to take the model’s predictive skills into account.
(Hair et al., 2017c, 2017d).

Four constructs make up the theoretical model,
which is all reflectively measured. An evaluation
of the measurement model in Fig. 11. Indicator
(item) reliability is assessed based on the outer
loadings for each latent variable. Guidelines for
Smart PLS indicate an outer loading of greater than
0.07 is recommended to retain an item (Lohmoller,
1989). Results of the PLS-SEM estimation using
Smart PLS 3 (Ringle, C. M., Wende, S., & Becker, J.
M., 2015) indicate loadings of all 10 exogenous and
endogenous (see Fig. 11) constructs are greater
than 0.07.

The findings of the measurement and structural
model are more trustworthy and valid when all
the indicators are retained using Smart PLS. Utter
consistency Composite reliability was used to
assess reliability. All 4 constructions for Smart PLS
are higher than the suggested level of 0.70. (Hair et
al., 2014b). Convergent validity is measured using
AVE. The values for all 4 constructs are greater than
the 0.50 guideline (Figure 9), indicating that the
construct explains more than half of the variance
of its indicators (Hair et al., 2014b).

Fornell-Larcker’s standard for discriminant validity
assessment yields inconsistent results for Smart
PLS. On the other hand, Smart PLS also complies
with the Fornell-Larcker standard. As a result, both
methodologies’ results for PLS-SEM’s discriminant
validity are acceptable. In contrast, the HTMT
criterion shows that discriminant validity has
been met for values below 0.90. (Carrién, et al.,
2016). The HTMT standard only relies on indicator
correlations, whose values are independent of the
Smart PLS method applied, and this finding holds
for Smart PLS.
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In Fig. 13, the importance and relevance of the
interactions in the structural model are evaluated.
The coefficients have similar p values when using
the Smart PLS method. The size of the R2 value, as
shown in Figs. 3 and 4, determine the theoretical
structural model’s predictive power, and total
variance is employed to solve the problem using
Smart PLS. The research data show an acceptable
approximation as seen in Fig 2 Path Coefficient as
values between 0.313 (AC-ISP) and 0.966 (COS-
CO). The authors evaluated the psychometric
qualities of our reflective measures in Smart PLS
using accepted metrics of reliability and validity to
ensure the accuracy of our measurements. (Hair et
al., 2014a). The authors evaluated the composite
reliability and Cronbach’s alpha. (Fig. 6), obtaining
solid evidence for our constructions’ internal
consistency. Since most constructs were greater
than an average variance explained (AVE) of 0.5,
thus supporting convergence validity. (Fornell &
Bookstein, 1982). Discriminant validity according
to the Fornell-Larcker criterion was confirmed
because most AVE values were higher than the
highest squared inter-construct correlations. The
authors also determined the hetero-trait-mono-
trait ratio (HTMT), a brand-new standard for
evaluating discriminant validity. When the value is
less than 0.90, the discriminant validity is said to be
established. (Franke & Sarstedt, 2019). In the study,
all of the constructs have the desired HTMT values,
proving that the authors’ objective has been met.
Fig. 10 compiles the findings of our measurement
model evaluation.

Refer to Fig. 13, which can be illustrated as follows:

Hypothesis 1. Corporate entrepreneurial
orientation relates to Cross-border
sales performance in B2B settings
—» We reject this hypothesis.

Hypothesis 3. Corporate entrepreneurial
orientation relates to client-oriented
selling in the B2B setting. —=» We
support this hypothesis.

Hypothesis 4. Absorptive capacity relates to Cross-
border sales performance in B2B

circumstances = We support this
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hypothesis.

Hypothesis 5. Absorptive capacity is positively
connected with Corporate
entrepreneurial orientation. —»
Hypothesis is accepted.

Hypothesis 6. Absorptive capacity is positively
connected with Client-oriented

selling = Hypothesis is accepted.

Discussion

This research analyzes and tests the connection
between Corporate Entrepreneurship Orientation,
Client Oriented Selling, and Cross-border Sales
Performance, mediated by Absorptive Capacity.
The analysis was conducted using Smart PLS to

assess those four variables.

The connection between corporate entrepreneur-
ship and cross-border sales performance.

The first Hypothesis of this research is corporate
entrepreneurial orientation relates to cross-
border sales performance in B2B settings, and
this hypothesis is rejected, the study of (Baker
and Sinkula, 2009b) stated that cross-border
sales performance and corporate entrepreneurial
orientation (CEO) are connected through disparate
constructs. Cross-border sales performance
mirrors the extent to which firms’ strategic
market planning is propelled by clients’ and rivals’
ingenuity in the cross-border markets. CEO depicts
the extent companies’ progress destinations are
promoted by the recognition and use of untouched
market opportunities. When modeled separately,
it has been reported the direct effects of both
constructs on firm profitability. When modeled
simultaneously, however, the direct effect of the

CEO vanished.

The connection between client-oriented selling
and cross-border sales performance under B2B
settings

The second hypothesis tested in this study is client-
oriented selling (COS) has a positive impact on
cross-border sales performance. The analytical
result of this study shows that the second

hypothesis is supported and empirically proven

-199 -



International Research Journal of Business Studies | vol. XVI No. 02 ( Desember 2023 )

and confirmed by Pelham, 2002 , 2010) who found
that a company converts itself from a buying-
selling-oriented firm to a connection-oriented
one, with definite aftermath for the selling firm.
Guenzi, et al., (2011) found a connection between
salespeople’s client precepts and eminent clients’
value for the invention. The practice of COS is a key
parameter in relationship and consultative selling,
and salespeople should contribute to a company’s
competitive boon by establishing and nourishing
mutual connections with clients. This research
empirically demonstrates that salespeople’s COS
is positively connected to a notable firm’s cross-
border sales performance (eminent customer

value invention).

The connection between corporate entrepreneur-
ship orientation and client-oriented selling under
the B2B settings

The third hypothesis of this research states that
corporate entrepreneurship orientation is certainly
in B2B

circumstances. The analytical result shows that

connected to client-oriented selling

the third hypothesis is accepted and confirmed by
Periatt et al., (2004) who found that salespeople are
more effective in solving clients’ problems through
regular and open communication between both
sales and marketing functions, under conditions in
which there is coordination among functions. The
study revealed that firms see the role of salespeople
as specifically significant, particularly during entry
into overseas markets. The study suggests that
firms behave as entrepreneurs (e.g., penetrating
new markets) and see the duty of salespeople
in collecting precious evidence, but this is not
sufficient to answer the enigma of whether a firm
with entrepreneurship encourages client precept

among its salespeople.

The connection between absorptive capacity with
cross-border sales performance in B2B settings.

The fourth hypothesis of this research stated that
absorptive capacity is positively associated with
cross-border sales performance in B2B settings.
The analytical result support the fourth hypothesis,
according to Lisboa et al., (2011). They found

robust empirical support for a connection between

entrepreneurial orientation and sales ability
and made use of competence in new product
development and cross-border markets. Additional
support for this opinion given (Kirzner, 2015)
opines that entrepreneurial vigilance is involved in

uncovering and gouging market chances.

The connection between absorptive capacity with
corporate entrepreneurial orientation.

The fifth hypothesis of this research is that
absorptive capacity is certainly connected with
corporate  entrepreneurial orientation. The
analytical result supports the fifth hypothesis.
Entrepreneurial vigilance does reside in individual
marrow, as only a limited number of entrepreneurs
can develop innovations by themselves. In
contrast, taking a risk involves the attempt of a
team representing various functional areas. This
means that the inventor of the opportunity should
recount characteristics of the occasion to all
stakeholders to garner support. These investigative
capabilities enable firms to absorb information
from the environment (including customers),
build new knowledge about existing products
and markets develop knowledge beyond what is
already known (Lisboa et al., 2011), and act on it

to provide eminent customer value.

Baker and Sinkula, (2009¢) argued, that a common

bond between corporate entrepreneurship

orientation and market orientation places
priority on learning. Learning about clients and
markets appears to be a precondition to both
strong market orientation and CEO and is likely
to drive a moderate correlation at least partially.
The marketing, entrepreneurship, and strategic
management literature share the perspective that
MO and CEO require organizational systems and
values that facilitate higher-order learning (i.e.,

generative learning).

The connection between absorptive capacity with
client-oriented selling
The sixth hypothesis of this study is that absorptive

capacity relates to client-oriented selling. The
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analytical result of this research confirmed that
the sixth hypothesis is supported. (Pelham, A,
2006) argued for the competence of salespeople
in recognizing the existing client’s requirements
and preceding hidden clients’ requirements in
new product cultivation/alteration circumstances.
Fruitful cultivation and/or alteration of products can
happen when all evidence obtained by salespeople
can be effectively disseminated and pervaded
by the team who conducted the task of product
cultivation and/or alteration. The challenge for all
managers to manage their salespeople is to shift
from a transaction to a more consulting-oriented
mode. Pelham, (2002) finds a strong connection
between consulting-oriented sales training and
sales increase.

Learning from the study, managers and
entrepreneurs should adopt practices that ensure
triumph in competitive, frequently impassioned
markets. Considering that it will take a longer time to
develop a ‘close’ relationship, it is necessary for firm
to achieve a higher success rate for both yields and
the highest fruitful return compared to conventional
buying-selling oriented firms, It was notable that the
role of corporate entrepreneurship gains a greater
portion for cross-border circumstances, while client-
oriented selling is generating more interest under
these circumstances as well. As mentioned earlier,
this research converses notable and enticing ravines
in the study, including the firm-level antecedents
of obtaining discernment among salespeople
(obviously in the praxis of client-oriented selling)
and the clout of clients-oriented selling on cross-
border sales performance circumstances. The
cross-border B2B circumstances in this research
explain the prevalence of the existent theories
concerning the connection amongst corporate
entrepreneurship, client-oriented selling, absorptive

capacity, and cross-border sales achievement.

MANAGERIAL IMPLICATIONS
The research builds general knowledge of
which

cross-border B2B

marketing phenomena under sales

managers responsible for

arenas believe that firms see rejuvenation as a
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key aspect to support firms’ fruitfulness should
adopt the perceptive model tested in this study.
Managers position the company using knowledge
advantage over the competition by implementing
an entrepreneurial orientation process within the
company to allow salespeople to practice a clients-
oriented selling attitude while ensuring enticing
incentives are in place to facilitate the sharing and
absorption of knowledge.

The power of fostering a “self-determined
salesperson” notion to play a denotative function
in information communication between clients
and the firm, as well as between the firm and
clients, is being explored by sales and marketing
managers within the context of carefully defined
boundaries. Salespeople should enhance the
two-way information flow between businesses
and clients to elevate the firm’s knowledge base
and create custom offers for clients as well as
generally innovate more successfully. This will
help salespeople foster a more “independent”
(and hence more entrepreneurial) mindset. In
such a system, salespeople would become the
firm’s “extreme” version of customer-oriented
selling, representing client accounts to the
company just as much as they represent the firm
to the client. However, to prevent short-term,
self-centered behavior. Managers should design
formal incentives for the sharing of information
throughout the organization to nurture “out-of-the-
box” solutions to existing, emergent, and hidden
clients’ demands and requirements. Exceptionally
self-determined salespeople can select their
own impellent scheme, and without careful
management concern, their savors may not fit
with the firm’s objectives.

CONCLUSION

The literature on cross-border B2B sales has
benefited significantly from this research in a
number of ways. First, the authors developed
and tested a conceptual model connecting the
roles of Corporate Entrepreneurial Orientation,
Absorptive Capacity, and Client-Oriented Selling

capabilities to Cross-border Sales Performance,
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drawing on cross-border business theories related
to entrepreneurship and learning organizations.
Lastly, the proposed model closes the gap in the
B2B cross-border business literature. This provides
fresh theoretical perspectives on how and why
company assets, such as an entrepreneurial
mindset and a learning organization’s capacity,
are crucial for achieving cross-border sales

performance.

Future Research

The empirical test of the perceptive model shown
in Figure 1 presents options for further study.
The developed constructs in the specimen is fit
as the baseline for the authors to possibly test
in other industrial sectors (such as metallurgy,
renewable energy, and automotive), geographical,
and situations within the broad cross-border
B2B circumstances. The exploration of incentive

and control mechanisms that would best strike

a balance between salesperson independence,
client-oriented selling, and information exchange
represents another area of research opportunity.
The entrepreneurial organization’s knowledge
needs may be met by improved incentive and
control systems, which would also reward
salespeople for successfully learning, using their
knowledge, and closing deals. Salespeople who
advocate for their clients create new standards
of defiance for themselves and their supervisors
to handle more complex relationships to the
benefit of all parties involved. However, marketing
initiatives focused on creating, preserving, and
enhancing business and customer relationships
are likely to be rewarded with higher revenues,
profits, and shareholder value. However, these
actions necessitate a thorough understanding of
the fundamental sources of value that the company

obtains from clients and provides. (Bolton, 2018b).
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Fig. 2. Path Coefficient

Fig 3. R-Square
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Fig. 4. R Square Adjusted

Fig. 5. F Square

Fig. 6. Cronbach Alpha
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Fig. 7. Rho A

Fig. 8. Composite Reliability

Fig. 9. AVE (Average Variance Extracted)

Fig. 10. Hetero-trait-Mono-trait Ratio (HTMT)
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Fig 11. Discriminant Validity

Fig. 12. Construct Reliability and Validity

Fig. 13. Path Coefficient
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