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1 – INTRODUCTION  

dexterity is the basic task of discovering gradual innovations that depend on the current capabilities of the organization 

or may require the existence of new capabilities and investing its efficiency and capabilities to create new markets and 

provide advanced products and services by maximizing the psychological climate of employees and achieving marketing 

renewal for the continued survival of the organization in the external environment(1). Organizations greatly need 

marketing dexterity to address environmental challenges that impact salespeople's ability to market their products and 

deliver products that meet customer needs and desires. This requires an effective balance between exploring new 

marketing opportunities and optimally exploiting them. It can be applied in both large and small organizations, as they 

require flexible , informal structures(2). Marketing dexterity can be defined as the marketing activities that aim to make 

senior leaders aware of the necessary requirements for developing current and future marketing plans, and to direct 

attention toward the marketing infrastructure to identify and exploit new opportunities, thus achieving consistency and 

adaptation to changes occurring in the markets(3). Marketing dexterity is a strategy for creating a competitive advantage 

in the current market by developing distinctive marketing capabilities to enhance the organization's value in the future, 

in addition to continuously improving products to suit the changing external environment and ensure the organization's 

survival within the market competition for the longest possible period(4). 

It provides marketing solutions that distinguish the organization by separating the activities of exploring and exploiting 

marketing opportunities to achieve strategic integration. Available resources are optimized by encouraging employees 

to divide their time between conflicting marketing tasks, such as participating in new business development or revisiting 

sales and service activities, as well as continuously involving customers in the product development process(5). 

2 - MARKETING DEXTERITY CONCEPT  

Directing the attention of senior management towards formulating comprehensive marketing plans that focus on the 

present and the future, while re-evaluating and developing the marketing infrastructure to effectively address 

environmental challenges. This approach aims to enhance marketing control and ensure sustainable adaptation to 

market changes(3). Another researcher pointed out that it is an integrated approach that organizations follow to achieve 

a balance between exploring and exploiting opportunities, through the application of multiple strategies that include 

incentives, developing competencies, and developing internal systems and programs. It also relies on comprehensive 

strategic plans that are linked to the level of the organizational structure as a whole, with the aim of enhancing its 

ability to adapt to changes and achieve its goals efficiently and sustainably(6). While another researcher pointed out that 
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it is a set of marketing mechanisms that lead to the full utilization of the available resources and capabilities of the 

organization to achieve breakthroughs based on developing new products capable of causing changes and disruptions 

among competitors in the long term, building long-term relationships with customers, and leading to greater stability(7). 

3 - DIMENSIONS OF MARKETING DEXTERITY 

There are two main dimensions of marketing prowess that organizations rely on to achieve success in the market: 

(exploiting marketing opportunities , and discovering marketing opportunities ) . 

A - Exploiting Marketing Opportunities 

Exploration takes a different approach to value creation. Managers devote their energy to innovation through 

experimentation, taking creative risks, and being proactive in identifying and serving new markets. Exploration typically 

involves developing innovative products, discovering new technologies, and finding untapped markets(8). It is a 

marketing approach and strategy that aims to follow organizational and marketing rules and regulations that help 

overcome difficulties and develop the capabilities of employees, who constitute the cornerstone of the necessary 

capabilities and abilities to implement strategic plans. This approach seeks to identify scarce resources and available 

opportunities at the right time and place, thus improving the organization's ability to achieve acceptable results and 

remain competitive. It also encourages employees to explore new and innovative practices and methods of work, 

engaging in continuous innovation and development to achieve marketing and strategic objectives(9). 

B - Discovering marketing opportunities : 

It is a marketing strategy that represents the fundamental basis for the success of organizations' strategic orientation 

toward the external market and customer. This strategy aims to enhance the necessary incentives for achieving growth, 

increasing sales, addressing constraints, improving marketing capabilities, and limiting the impact of marketing 

alternatives on the organization's overall performance. This strategy is achieved through the ability to identify promising 

marketing opportunities and begin exploring them in a manner that exceeds the capabilities of competitors, leading to 

the achievement of a promising competitive advantage that achieves all marketing objectives(10).  

4 – IMPORTANCE OF MARKETING DEXTERITY  

Marketing dexterity is a crucial factor in achieving long-term success, as it seeks to achieve a balanced balance between 

exploration and exploitation activities in line with the marketing environment surrounding the organization. Marketing 

dexterity is often positively linked to performance indicators, as it enables business organizations to combine these two 

activities to enhance financial performance and ensure continued survival. Marketing dexterity provides business 

organizations with a range of options that contribute to achieving tangible results by managing contradictions and 

tensions through efficiency and influence, alignment and adaptation, as well as achieving excellence and creativity. The 

importance of marketing dexterity also lies in enabling organizations to diversify their skills, allowing them to combine 

exploiting current opportunities with developing future visions within an environment characterized by increasing 

uncertainty. It also contributes to enhancing the ability to quickly adapt to transformations, which helps achieve success 

in the short term and adapt to (dynamic) changes to achieve strategic goals(11). Another researcher explained that 

marketing dexterity lies in the organization's strategic vision of exploring and exploiting opportunities in a flexible and 

effective manner, which contributes to building a sustainable competitive advantage and enhancing competitive 

superiority. The importance of marketing dexterity is reflected in the organization's ability to adapt to the dynamic 

environment through the optimal use of modern technologies, enabling it to outperform competitors. It also relies on 

achieving integration and compatibility among the organization's employees to ensure effective management of 

opportunities and enhance organizational performance. This approach helps the organization excel, adapt to 

environmental changes, avoid crises, and achieve sustainable success, both now and in the future(12). 

5 – CONCLUSION  

Leadership's possession of reliable and accurate sources of information is a key factor in achieving marketing dexterity 

. These sources provide information that helps the organization explore new marketing opportunities and enables 

leaders to identify unadvertised or untapped opportunities in the market, giving the organization a competitive 

advantage. Through these sources, accurate information can be obtained, which helps the organization make effective 

strategic decisions and exploit existing marketing opportunities in the competitive market. As a result, it can make 

optimal use of available opportunities and enhance the organization's competitive position. Through this information, 

the organization seeks to achieve marketing flexibility, as reliable sources help monitor and adapt to market changes 

by providing the organization with the necessary information to make the required adjustments to its marketing 

strategies, enabling it to respond quickly to environmental changes and achieve the required flexibility. The accuracy 

and reliability of information sources represent a fundamental pillar upon which the organization relies in analyzing 

markets, making effective marketing decisions, and adapting flexibly to environmental changes. This contributes to 

achieving marketing excellence and supporting the organization's sustainable growth. In addition, the conscious use of 
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information is one of the critical factors in achieving marketing dexterity , as management can leverage available 

information to direct its marketing strategies more accurately and flexibly. This relationship involves exploring marketing 

opportunities by analyzing and utilizing available information about markets, customer behavior, and competitors. This 

enables the organization to identify new marketing opportunities and exploit them before other competing organizations, 

giving it a competitive advantage. The effective use of information also achieves optimal exploitation of marketing 

opportunities by designing more accurate and efficient marketing strategies. It enables the organization to employ 

information extracted from marketing research and market reports to develop and improve products and customize 

offerings to suit customer needs. The intelligent use of information also reflects the achievement of marketing flexibility 

and the ability to adapt to environmental changes quickly, enhancing its ability to redirect its marketing strategies 

according to market requirements and development. A. R. T. Technology, and as a result achieve high marketing 

flexibility(13). 
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