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ABSTRACT

The international joint venture (1JVs) foreign investment has increased in the last three
decades across all business sectors worldwide. 1JVs represent one of the most popular
strategies for firms from multiple countries to share risk and resources, to gain
knowledge, and to obtain access to new markets. IJVs enable firms to bring in foreign
expertise and then upgrade their operating competencies. Hence, [JVs play a significant
role in the dynamic world economy, particularly Asian countries like Thailand. It can be
shown in the double of Thai foreign investments in 2007 as compared to 2006 (27 billion
baht in 2006 compared to 42.8 billion Baht in 2007) (Board of Thailand Investment,
2007). Despite the popularity of International Joint Venture (IJV) in developing
countries such as Thailand, IJV performance remains unpredictable (Ding, 2004). Failure
rates can go as high as 30% in certain countries (Makino & Beamish, 1998; Killing,
1980) and this is in trend with the 25% failure rate in Thailand (BOI, 2009). This study
empirically examines the direct antecedents of 1JV performance and the mediating role of
relationship marketing orientation (RMQ) on the marketing orientation (MO) and 1JV
performance linkage in Thailand. The four antecedents of IJV performance identified are
cultural sensitivity, conflict management, MO, and RMO. 835 questionnaires mail
distributed, 341 sets were received (41% response rate). Structure Equation Model (SEM)
was performed for the actual analysis of the study. This study concludes by confirming
three underlying predictors of IJV performance i.e. MO and RMO is significant
predictors of 1JV performance. Cultural and conflict management are not significant
predictors of 1JV performance. Relationship marketing orientation fully mediates the
relationship between MO and conflict management with 1JV performance but not culture
sensitivity and IJV linkage. The result is discussed in the perspective of LJV firms in
Thailand.

Keywords: Relationship Marketing Orientation (RMO), Marketing Orientation (MO),
JV Performance, cultural sensitivity and conflict management.
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GLOSSARY OF TERMS

International Joint Venture (IJV) The cooperation of two or more individuals or

businesses--each agreeing to share profit, loss and control--in a specific enterprise.

Marker Orientation (MO) Business approach or philosophy that focuses on
identifying and meeting the stated or hidden needs or wants of the customers,

through its own or acquired products.

Relationship Market Orientation (RMO) The RMO centres on the creation and
maintenance of relationship between two parties of exchange, the supplier as an
individual and the customer as an individual through the possession of the desire to

be mutually empathic, reciprocal, trusting and to form bonds.
Performance A set of management and analytic processes that enable the
performance of an organization to be managed with a view to achieving one or

more pre-selected goals.

Cultural sensitivity Being of awareness that cultural differences and similarities

exist and have an effect on values, learning, and behavior.

xxii



6.

10.

Conflict management Long-term management of intractable conflicts. It is the
label for the variety of ways by which people handle grievances standing up for
what they consider to be right and against what they consider to be wrong. Those
ways include such diverse phenomena as gossip, ridicule, lynching, terrorism,
warfare, feuding, genociie law, mediation, and avoidance. Which forms of
conflict management will be used in any given situation can be somewhat

predicted and explained by the social structure or social geometry of the case.

Subjective Measure of IJV performance [JV manager’s perception of overall

business performance, customer satisfaction and employee satisfaction.

Finance measure of IJV performance The level of JV performance in those

cases in which profitability is an explicit goal of an IJV firms.

Objective measures of IJV performance The survival and non survival of JV

from the time of its formation

Content validity As aspect of validity assessing the correspondence between the

individual items and the concept through ratings by expert judges, and pre-tests

with multiple sub-populations or other means.
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11.

12.

13.

14.

1S.

16.

17.

Reliability An aspect of reliability measuring the internal consistency of a set of

measures rather than the reliability of a single variable.

Construct Validity An aspect of validity testing how well the results obtained
from the use of the measure fit the theories which the test was designed. In other

words, construct validity testified that instrument did tap the concept as theorized.

Convergent Validity It is synonymous with criterion validity and with correlation

analysis, and is one way of establishing construct validity.

Discriminant Validity It is another way of testing construct validity. A measure
has discriminant validity when it has a low correlation with measures of dissimilar
concepts. In other words, discriminant validity reflects the extent to which the

constructs in a model are different.

Independent Variable A set of variables that influences the dependent or criterion

variable and accounts for it variance.

Endogenous Latent Construct A latent, multi-item equivalents to a dependent

variable. It is a construct that is affected by other constructs in the model.

Exogenous Latent Construct A latent, multi-item equivalent of an independent

variable. It is a construct that is not affected by any other construct in the model.
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18.

19.

20.

21.

22,

23.

24,

Research Methods The various means or techniques or procedures used to gather

and analyze data related to some research question or hypothesis.

Methodology The strategy, plan of act, process or design lying behind the choice
and use of particular methods and linking the choice and use of methods to the

desired outcomes.

Multicollinearity When the independent variables are highly correlated this is

referred as multicolinearrity.

Pilot Study The study conducts to detect weakness in design and instrumentation

and to provide proxy data for selection.

Population The entire group of people that the researcher wishes to investigate.

Questionnaire A pre-formulated written set of questions to which respondents

record their answers, usually within rather closely defined alternatives.

Square Multiple Correlation It is used to measure the construct reliability. The
equare multiple correlation (SMC) is referred to an item reliability coefficient. It is
the correlation between a single indicator variable and the construct it measures. In
other words, SMC is the proportion of its variance that is accounted for by its

predictors.
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25.

26.

27.

28.

Structure Equation Modeling A multivariate technique combines aspects of
multiple regression (examining dependence relationships) and factor analysis
(representing unmeasured concepts-factors with multiple variables) to estimate a

series of interrelated dependence relationships simultaneously.

Validity The extent to which the data collected truly reflects the phenomenon

being studies.

Theoretical Framework It is a conceptual model of how the researcher theories
or makes logical sense of the relationships among the several factors that have
been identified as important to the problem. The theoretical framework may be

referred to as a conceptual framework or as the research model.

Hypothesis It is a proposed explanation for an observable phenomenon. The term
derives from the Greek, vmotifévar — hypotithenai meaning "to put under" or "to
suppose." For a hypothesis to be put forward as a scientific hypothesis, the
scientific method requires that one can test it. Scientists generally base scientific
hypotheses on previous observations that cannot satisfactorily be explained with
the available scientific theories. Even though the words "hypothesis" and "theory"
are often used synonymously in common and informal usage, a scientific
hypothesis is not the same as a scientific theory. A working hypothesis is a

provisionally accepted hypothesis.
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CHAPTER 1

INTRODUCTION

1.1 Chapter Overview

This chapter begins by providing an overview of the study background. Particularly, it
presents the issues involving International Joint Venture (IJV) in the context of its
performance in Thailand. Subsequently, background of the study will be discussed and
then narrow the discussion down to the problem statement, research questions, research
objectives, scope of the study, research justification, significance and contribution of the
study and contribution to new knowledge. Finally, the chapter ends with the organization

and report of how each chapter proceeds.

1.2 Introduction

The main purpose of this study is to examine the factors that determine the performance
of IJV in Thailand. The motivation behind this interest is that the failure rate of IJV
companies is escalating not only in Thailand, but also in countries all over the world as

declared by Makino and Beamish, (1998) when they noted that:



The contents of
the thesis is for
internal user
only
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