
Does export product adaptation enable customer value creation? An 

examination of Finnish exporters 
 

International marketing literature has provided strong evidence about the role of 

adaptation strategy on influencing export performance. Yet, the association between 

adaptation strategy and the central marketing concept of customer value creation 

remains unexplored. Based on the indication that the ambiguity of the existing findings 

on whether adaptation is the preferred choice of export strategy is due to semi-

conceptualization, we focus on product adaptation for which we adapt a double-faceted 

approach, consisting of quantity and intensity. The examination of 249 cases of Finnish 

exporters indicated that export product adaptation has a positive impact on customer 

value creation in export markets. This relationship becomes even stronger when the 

intensity of the adaptation is high, contrary to the negative influence that is exerted 

when the number of export products and export customer dynamism are high. 
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