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ABSTRACT

The purpose of this study is to determine whether there is a significant relationship between
marketing adaptation strategy and export performance among Malaysian manufacturers. The
marketing adaptation factors surveyed include product adaptation, pricing adaptation,
distribution adaptation and promotion adaptation. Furthermore, this study also examines the
moderating effect of external environment on the relationship between marketing adaptation
strategy and export performance. The two major external environment factors under study
include market turbulence and competitive intensity. In the survey, data were gathered from
163 Malaysian manufacturers through emailed questionnaires and personal interviews. Data
were then analysed using descriptive statistics, normality and reliability tests, factor analysis,
correlation and multiple regression analyses. The findings suggest significant and positive
relationship between marketing adaptation strategy and export performance of Malaysian
manufacturers. This is especially so among consumer products manufacturers, large and
medium firms, and more export experienced firms. Factors of significance are export product
and pricing adaptation strategies while the significant factor in the external environment is
market turbulence. The results signify the importance of Malaysian manufacturers adapting
their marketing strategies in order to attain competitive advantage over their rivals in the
international market place, leading to a more enhanced export performance. Also of
paramount importance is the need to monitor the external market changes over time to
provide directions in anticipating and responding to market volatility effectively which in
turn will have an impact on export performance. Future research can be extended to be
longitudinal to track changes and gain more insights over time. In addition, this study can be
replicated in other developing as well as developed economies to facilitate comparisons of
results under different conditions.

Keywords: marketing adaptation strategy, export performance, market turbulence,
competitive intensity, Malaysian manufacturers.



ABSTRAK

Tujuan kajian ini ialah untuk menentukan sama ada terdapat hubungan yang signifikan di
antara strategi adaptasi pemasaran dan prestasi eksport di kalangan pengilang-pengilang
Malaysia. Faktor-faktor strategi adaptasi pemasaran yang dikaji termasuk adaptasi produk,
adaptasi harga, adaptasi pengedaran dan adaptasi promosi. Selain itu, kajian ini juga meneliti
kesan penyederhanaan persekitaran luar ke atas hubungan di antara strategi adaptasi
pemasaran dan prestasi eksport. Dua faktor persekitaran luaran utama di bawah kajian
termasuk pergolakan pasaran dan keamatan persaingan. Dalam kajian ini, data telah
dikumpul daripada 163 pengilang-pengilang Malaysia melalui borang soal selidik emel dan
temu-bual peribadi. Data kemudian telah dianalisis menggunakan statistik deskriptif, ujian
kenormalan dan kebolehpercayaan, analisis faktor, korelasi dan analisis regresi berganda.
Hasil kajian menunjukkan hubungan yang signifikan dan positif antara adaptasi pemasaran
eksport dan prestasi eksport pengilang-pengilang Malaysia. Ini adalah lebih ketara di
kalangan pengeluar produk pengguna, firma-firma besar dan sederhana, dan firma-firma
eksport yang lebih berpengalaman. Faktor-faktor signifikan ialah strategi-strategi adaptasi
produk eksport dan harga eksport manakala faktor yang signifikan dalam persekitaran luaran
adalah pergolakan pasaran. Hasil kajian menunjukkan kepentingan pengilang-pengilang
Malaysia menyesuaikan strategi pemasaran mereka untuk mencapai kelebihan persaingan
berbanding pesaing-pesaing mereka di pasaran antarabangsa, yang akan membawa kepada
peningkatan prestasi eksport. Juga amat penting adalah keperluan untuk memantau pasaran
luar yang berubah dari semasa ke semasa, membantu dalam menjangka dan bertindak balas
kepada pergolakan pasaran dengan lebih berkesan dalam menentukan prestasi eksport. Kajian
di masa hadapan boleh diperluaskan melalui kajian membujur (longitudinal) untuk mengesan
perubahan dan mendapat hasil kajian yang lebih mendalam dari semasa ke semasa. Di
samping itu, kajian ini boleh direplikasikan di kalangan ekonomi negara-negara membangun
yang lain serta negara-negara maju untuk membuat perbandingan keputusan di bawah
keadaan yang berbeza.

Kata kunci: strategi adaptasi pemasaran, prestasi eksport, pergolakan pasaran, keamatan
persaingan, pengilang-pengilang Malaysia.

Vi



ACKNOWLEDGEMENTS

First, I would like to express my gratitude to my dissertation supervisor, Prof. Dr Rosli
Mahmood of Universiti Utara Malaysia, for all the invaluable guidance and very prompt
feedback that have helped me tremendously in the successful completion of this dissertation.

Second, | would like to acknowledge all the encouragement and sacrifices by my
immediate family members, namely my parents, wife and two children. They have been very
supportive in my pursuit of the doctorate degree and also been my great motivation.

Third, 1 would like to extend my sincere appreciation to all those who have
participated in the survey. Among them are my past clients in my consulting practice.

Fourth, 1 would like to also thank my employer for providing me time-off and study
leave to facilitate the completion of this dissertation.

Last but not the least, I would like thank God for all the blessings that He had

showered my family and me in all our life pursuits.

vii



TABLE OF CONTENTS

TITLE PAGE. .. e [
CERTIFICATION OF DISSERTATION WORK ... e i
PERMISSION TO USE. ... e il
AB ST R A CT ... e v
A B S T R A K . v
ACKNOWLEDGEMEN T S. .. e vi
TABLE OF CONTENT S ..o e vii
LIST OF TABLES ...ttt bbbt sb e bbb e e naeeenes Xii
LIST OF FIGURES ...ttt et ettt e XVii
CHAPTER ONE: INTRODUCTION ......oiiiiiiieieie ettt 1
1.1 Background Of STUAY........cccooiiiiiiiiiic e 1
1.2 Problem STAEMENT ........coiiiieiciie e 4
1.3 ReSEArCh QUESTIONS ....covieiiiiciee ittt ettt ettt ere e s be et e e e be e saeeebeesbeeenbee e 13
1.4 ReSEArCN ODJECHIVES .....ocveeiicie et 13
15 SCOPE OF SUY ..ottt 14
1.6 Definition OF TEIMS....c.ociiiiiiiiiee e 15
1.7 Organisation Of DiSSErtation..........c.ccceiieieeiieiie i 17
CHAPTER TWO: LITERATURE REVIEW ......oooii e 19
2.1 INTFOTUCTION ..ot b bbbt 19
2.2 EXPOIT PEIrTOIMANCE. ... .cueiiiiieieie et 20
2.3 EXPOrt Marketing STrategy ........ccooereririiieieie et 22
2.4 Export Marketing Strategy and Export Performance............cccoceovvrereneneneninenennn, 24
2.5  Export Marketing Adaptation Srategy .........ccccerererinirinieieniese e, 31
2.6 Export Product Adaptation Strategy ........ccccceveiveiiiieiiie e 38
2.7  Export Pricing Adaptation Srategy .......ccccvevveiiieiiiieiieesiee e 39
2.8  Export Distribution Adaptation Strategy..........ccceceeiiieeiieiiie e 40

viii



2.9  Export Promotion Adaptation Strategy ........ccccverieereiiierieerie e seese e se e 41

2.10 External Market Environment as @ MOGErator...........ccvvveeieieienesesesieseeee e, 42
2.11  Chapter SUMMAIY ......cccveiieiieeieieesieeie s seeste e te e e s e e sreesaeesaesraesteasaesseesteaneesseenneans 44
CHAPTER THREE: RESEARCH METHODOLOGY .....ociiiiiiiiiiiiieieiese e, 45
X 20 A 111 0o 1 od o SRRSO 45
3.2 ReSEArCh FramMeWOIK ......ccuoiiiiiiie et et 45
3.3 Hypotheses DeVeIOPMENL...........cooiiiiiiiiieiee e 48
3.3.1  Export Product Adaptation Strategy and Export Performance.............c............ 48
3.3.3  Export Distribution Adaptation Strategy and Export Performance.................... 51
3.3.4  Export Promotion Adaptation Strategy and Export Performance...................... 52
3.3.5  The Moderating Role of External Market Environment.............cccccooveveieennenn. 53
34 RESEAICN DBSIGN ....iiiiiiiiieiieiieee ettt 57
3.4.1  Population and SAmMPIE .........cooveiiiiiiic e 58
3.4.2  Data Collection Methods ..........cccciiiiiiiiiiie et 60
3.4.3  INSEIUMENTATION ..oviiieiieieie et 61
3.4.4  Operational DefiNItioNS.........ccceiiiiiiiiiie i 65
3.5 Data AnalysisS TECANIQUES.....c..ccveiiieieiie ittt 68
KT8 R B 7 - W 0o o [ o ISR 68
3.5.2  DAA ENIIY oo e 68
3.5.3 DAt EITING ..veveiiieiiiieieeee bbb 68
3.5.4  DESCHPLIVE STALISTICS. .. cvevieiiieiiiitiiiieieie ettt 69
3.5.5  Reliability and Validity...........ccooiiiiiiiieieeeee e 70
3.5.6  Normality, Linearity and HOmMOSCEdaStICItY ..........cccovvirvriiriieniesieeeeeeee 71
3.5.7  Correlation ANAIYSIS .......ccoiiiiiiiiieee e 72
3.5.8  Multiple Regression ANAIYSIS ........cccuiiiiriiinieiiiiseseeeee e 73
3.5.9  MUILICOINEAITLY TEST.....eeiviiiitiitiiieeie e 73
3.5.10  HYPOthESES TESTING .....eeiviiiiiiiieitiiiieieie ettt 74
3.6 Chapter SUMMEAIY ......coiiiiiiie ittt st et e e be e saa e e be e raeeree e 74
CHAPTER FOUR: RESULTS AND DISCUSSION ......cocoiiiiiiiiiieeiee e, 76
Ot R 111 7T [N od A o] o ISR 76
4.2 Profile Of FIMMS ..o et 78



4.3  Normality and Reliability ..........cccooieiiiiiiii e 80

O 01 (0] G AN 0 -1 Y 1SRRI 82
441  Export Marketing Adaptation and Export Performance ............c.ccooovvviveiicnnene. 82
442  External Market ENVIFONMENT.........ccooiiiiiiiieiieeee e 85

4.5  Pearson COITEIAtIONS ........cciiveiiiiiiieise e 87
45.1  Export Performance and Export Product Adaptation .............cccoeeviniiiivniienienne. 88
452  Export Performance and Export Pricing Adaptation ..............ccccocevvrinivniieienne. 89
45.3  Export Performance and Export Distribution Adaptation ............c.cccceevvveenenne. 90
45.4  Export Performance and Export Promotion Adaptation............c.ccoevvvvvivninniene. 91
455  Export Performance and Export Marketing Adaptation ...........c.ccocevevevviieiene. 92
456  Correlations by ProduCt TYPE ......ccooiiiiiiiiiiie e 93
45.7  Correlations DY FIrm SIZe ... 99
45.8  Correlations by EXPOrt EXPErienCe........cccceiiriiirinieieiene e 107

4.6  Standard Multiple REGrESSION .......cuiiieiiiiie it 116

4.7  Hierarchical Multiple REgIreSSION.........cccveiiiiiieiieie e 122

4.8 Chapter SUMIMAIY.......cciveiieiieiiesie e steeste et e et e e ae s aesreetesseestaetesneesreeneennes 125

CHAPTER FIVE: CONCLUSIONS AND RECOMMENDATION .....ccccooiiiiiiiiiiiciee 127

5.1 INErOTUCTION ..ottt 127

5.2 KEY FINGINGS ..oviiiicie ettt sttt et te e ene s 127

5.3 IMPLICALIONS.......eoiiiiieiie sttt sre e be et nreas 129
5.3.1  Academic IMPLCAtIONS .......cccoveiieiieiiecieece e 129
5.3.2  Practical IMPlICALIONS. .........coiiiiiiiiiiee e 132

5.4  Limitations of Study and Suggestions for Future Research..............cccccovveviinennn, 133

5.5 CONCIUSIONS ...ttt bbbttt bbbt 136

REFERENGCES ...ttt sttt ettt sb et e e st e et e e nreeanbeessee s 138
AppPendixX 1.0: QUESTIONNAITE ......c.oeiiiiiriiiieiiieiesiee ettt bbb 155
Appendix 2.0: Normality and Reliability...........ccooviiiiiiiiiiiie e 160
Appendix 2.1: EXPOrt PErfOrmManCe .........ceoivveiieiiiecie et 160
Appendix 2.2: Export Product Adaptation ............ccocveiieiiieiie i 167
Appendix 2.3: Export Pricing Adaptation ..........cccceiiiiieiie i 179



Appendix 2.4: Export Distribution Adaptation ............cccocevieiiiinnienine e 186

Appendix 2.5: Export Promotion Adaptation.............ccceeeiiiiiinieinenese e 194
Appendix 2.6: Market TUIDUIBNCE. ..........ooi i 202
Appendix 2.7: COMPEtitiVe INTENSITY.........oiiiiiieieeee s 217

Xi



Table

11
3.1
4.1
4.2
4.3
4.4
4.5
4.6
4.7

4.8

4.9

4.10

411
4.12
4.13
4.14
4.15
4.16
4.17
4.18

4.19

LIST OF TABLES

Title

Export Volume of Goods Growth Rate (%)

Questionnaire’s Sources and Items

Number of Employees

Percentage of Export Sales over Total Sales

Export Experience

Main Type of Export Products

Number of Countries Exported To

Reliability of Measurement Scales

Correlation Matrix of Export Marketing Adaptation and Export Performance
KMO and Bartlett’s Test of Export Marketing Adaptation and

Export Performance

Total Variance Explained of Export Marketing Adaptation and

Export Performance

Simplified Rotated Component Matrix of Export Marketing Adaptation and
Export Performance

Correlation Matrix of External Market Environment

KMO and Bartlett’s Test of External Market Environment

Total Variance Explained of External Market Environment

Simplified Rotated Component Matrix of External Market Environment
Correlation between Export Performance and Export Product Adaptation
Correlation between Export Performance and Export Pricing Adaptation
Correlation between Export Performance and Export Distribution Adaptation
Correlation between Export Performance and Export Promotion Adaptation

Correlation between Export Performance and Export Marketing Adaptation

xii

Page

63
78
79
79
80
80
81
83

83

84

84
85
85
86
87
88
89
90
91

92



4.20

4.21

4.22

4.23

4.24

4.25

4.26

4.27

4.28

4.29

4.30

431

4.32

Correlations between Export Performance and Export Product Adaptation
by Product Type

Correlations between Export Performance and Export Pricing Adaptation

by Product Type

Correlations between Export Performance and Export Distribution Adaptation
by Product Type

Correlations between Export Performance and Export Promotion Adaptation
by Product Type

Correlations between Export Performance and Export Marketing Adaptation
by Product Type

Summary - Correlations between Export Performance and Marketing
Adaptation Variables by Product Type

Correlations between Export Performance and Export Product Adaptation
by Firm Size

Correlations between Export Performance and Export Pricing Adaptation

by Firm Size

Correlations between Export Performance and Export Distribution Adaptation
by Firm Size

Correlations between Export Performance and Export Promotion Adaptation
by Firm Size

Correlations between Export Performance and Export Marketing Adaptation
by Firm Size

Summary - Correlations between Export Performance and Marketing
Adaptation Variables by Firm Size

Correlations between Export Performance and Export Product Adaptation

by Export Experience

Xiii

93

94

95

96

97

98

100

101

102

103

105

106

107



4.33

4.34

4.35

4.36

4.37

4.38
4.39
4.40
441
4.42
4.43
4.44
4.45
Al
A2
A3
A4
A5
A6
AT
A8

A9

Correlations between Export Performance and Export Pricing Adaptation

by Export Experience

Correlations between Export Performance and Export Distribution Adaptation

by Export Experience

Correlations between Export Performance and Export Promotion Adaptation
by Export Experience

Correlations between Export Performance and Export Marketing Adaptation
by Export Experience

Summary - Correlations between Export Performance and Marketing
Adaptation Variables by Export Experience

Standard Multiple Regression Model Summary

Standard Multiple Regression ANOVA

Tolerance and Variation Inflation Factor Coefficients

Export Marketing Adaptation Coefficients

Results Summary of Hypotheses

Hierarchical Multiple Regression Model Summary

Hierarchical Multiple Regression ANOVA

External Market Environment and Export Marketing Adaptation Coefficients
Descriptive Statistics of Export Sales Performance

Descriptive Statistics of Export Profitability

Descriptive Statistics of Export Performance

Reliability Statistics of Export Performance

Cronbach’s Alpha After Item Deletion of Export Performance

Descriptive Statistics of Product Features Adaptation

Descriptive Statistics of Product Quality Adaptation

Descriptive Statistics of Product Brand Name Adaptation

Descriptive Statistics of Product Packaging Adaptation

Xiv

109

111

112

114

115
116
117
118
120
121
122
123
124
160
162
164
166
166
168
170
173

175



A.10
All
A12
A.13
A.l4
A.15
A.16
A.17
A.18
A.19
A.20
A2l
A.22
A.23
A.24
A.25
A.26
A.27
A.28
A.29
A.30
A3l
A.32
A.33
A.34
A.35

A.36

Reliability Statistics of Export Product Adaptation

Cronbach’s Alpha After Item Deletion of Export Product Adaptation
Descriptive Statistics of Pricing Adaptation

Descriptive Statistics of Trade Discounts Adaptation

Descriptive Statistics of Credit Terms Adaptation

Reliability Statistics of Export Pricing Adaptation

Cronbach’s Alpha After Item Deletion of Export Pricing Adaptation
Descriptive Statistics of Distribution Channels Adaptation
Descriptive Statistics of Logistics Adaptation

Descriptive Statistics of Delivery and Installation Adaptation
Reliability Statistics of Export Distribution Adaptation

Cronbach’s Alpha After Item Deletion of Export Distribution Adaptation
Descriptive Statistics of Advertising and Promotion Adaptation
Descriptive Statistics of Personal Selling Adaptation

Descriptive Statistics of Publicity Adaptation

Reliability Statistics of Export Promotion Adaptation

Cronbach’s Alpha After Item Deletion of Export Promotion Adaptation
Descriptive Statistics of Change of Customers’ Preferences
Descriptive Statistics of New Product Search

Descriptive Statistics of Price Sensitivity

Descriptive Statistics of New Customers’ Demand

Descriptive Statistics of New Customers’ Product Needs

Descriptive Statistics of Same Past Customers

Reliability Statistics of Market Turbulence

Cronbach’s Alpha After Item Deletion of Market Turbulence
Descriptive Statistics of Cut-throat Competition

Descriptive Statistics of Promotion Wars

XV

178
178
179
181
183
186
186
187
189
191
193
193
195
197
199
201
201
203
205
207
209
212
214
216
216
218

220



A.37
A.38
A.39
A.40
A4l

A.42

Descriptive Statistics of Marching Competitive Offer
Descriptive Statistics of Price Competition
Descriptive Statistics of Daily New Competitive Move
Descriptive Statistics of Weak Competitors

Reliability Statistics of Competitive Intensity

Cronbach’s Alpha After Item Deletion of Competitive Intensity

XVi

222
224
227
229
231

231



Figure

11
1.2
1.3
1.4

1.5

3.1
4.1
4.2

5.1

Al
A2
A3
A4
A5
A.6
A7
A8
A9
A.10
All
Al2

A.13

LIST OF FIGURES
Title
Malaysia GDP Growth Rate (%)

Malaysia Export Growth and Contributions Rate (%)

Malaysia Goods Exports over GDP (%)

Asia Pre-Crisis and Post-Crisis Exports Share of GDP (%)

Different Economies Share of Global Exports by Stage of Economic

Development
Research Framework
Normal P-P Plot of Regression Standardised Residual

Scatterplot of Regression Standardised Residual

Model for Marketing Adaptation Strategy and Export Performance of

Malaysian Manufacturers moderated by External Market Environment

Histogram of Export Sales Performance

Normal Q-Q Plot of Export Sales Performance
Boxplot of Export Sales Performance

Histogram of Export Profitability

Normal Q-Q Plot of Export Profitability

Boxplot of Export Profitability

Histogram of Prospects of Export Performance
Normal Q-Q Plot of Prospects of Export Performance
Boxplot of Prospects of Export Performance
Histogram of Product Features Adaptation
Normal Q-Q Plot of Product Features Adaptation
Boxplot of Product Features Adaptation

Histogram of Product Quality Adaptation

XVii

Page

12

46

118

119

129
161
161
162
163
163
164
165
165
166
168
169
170

171



A.l4
A.15
A.16
A.17
A.18
A.19
A.20
A2l
A.22
A.23
A.24
A.25
A.26
A.27
A.28
A.29
A.30
A3l
A.32
A.33
A.34
A.35
A.36
A.37
A.38
A.39

A.40

Normal Q-Q Plot of Product Quality Adaptation
Boxplot of Product Quality Adaptation

Histogram of Product Brand Name Adaptation
Normal Q-Q Plot of Product Brand Name Adaptation
Boxplot of Product Brand Name Adaptation
Histogram of Product Packaging Adaptation

Normal Q-Q Plot of Product Packaging Adaptation
Boxplot of Product Packaging Adaptation

Histogram of Pricing Adaptation

Normal Q-Q Plot of Pricing Adaptation

Boxplot of Pricing Adaptation

Histogram of Trade Discounts Adaptation

Normal Q-Q Plot of Trade Discounts Adaptation
Boxplot of Trade Discounts Adaptation

Histogram of Credit Terms Adaptation

Normal Q-Q Plot of Credit Terms Adaptation
Boxplot of Credit Terms Adaptation

Histogram of Distribution Channels Adaptation
Normal Q-Q Plot of Distribution Channels Adaptation
Boxplot of Distribution Channels Adaptation
Histogram of Logistics Adaptation

Normal Q-Q Plot of Logistics Adaptation

Boxplot of Logistics Adaptation

Histogram of Delivery and Installation Adaptation
Normal Q-Q Plot of Delivery and Installation Adaptation
Boxplot of Delivery and Installation Adaptation

Histogram of Advertising and Promotion Adaptation

Xviii

172
172
174
174
175
176
176
177
180
180
181
182
182
183
184
184
185
188
188
189
190
190
191
192
192
193

195



A4l
A42
A43
A4
A.45
A.46
AAT
A48
A.49
A50
A51
A52
A53
A54
A55
A.56
A57
A58
A59
A.60
A61
A.62
A.63
A.64
A.65
A.66

A.67

Normal Q-Q Plot of Advertising and Promotion Adaptation
Boxplot of Advertising and Promotion Adaptation
Histogram of Personal Selling Adaptation

Normal Q-Q Plot of Personal Selling Adaptation
Boxplot of Personal Selling Adaptation

Histogram of Publicity Adaptation

Normal Q-Q Plot of Publicity Adaptation

Boxplot of Publicity Adaptation

Histogram of Change of Customers’ Preferences
Normal Q-Q Plot of Change of Customers’ Preferences
Boxplot of Change of Customers’ Preferences
Histogram of New Product Search

Normal Q-Q Plot of New Product Search

Boxplot of New Product Search

Histogram of Price Sensitivity

Normal Q-Q Plot of Price Sensitivity

Boxplot of Price Sensitivity

Histogram of New Customers’ Demand

Normal Q-Q Plot of New Customers’ Demand
Boxplot of New Customers’ Demand

Histogram of New Customers’ Product Needs
Normal Q-Q Plot of New Customers’ Product Needs
Boxplot of New Customers’ Product Needs
Histogram of Same Past Customers

Normal Q-Q Plot of Same Past Customers

Boxplot of Same Past Customers

Histogram of Cut-throat Competition

Xix

196
197
198
198
199
200
200
201
204
204
205
206
206
207
208
208
209
210
211
211
213
213
214
215
215
216

218



A.68
A.69
A.70
ATl
A.72
A.73
AT74
A.75
A.76
ATT
A.78
A.79
A.80
A8l
A.82
A.83

A.84

Normal Q-Q Plot of Cut-throat Competition
Boxplot of Cut-throat Competition

Histogram of Promotion Wars

Normal Q-Q Plot of Promotion Wars

Boxplot of Promotion Wars

Histogram of Matching Competitive Offer
Normal Q-Q Plot of Matching Competitive Offer
Boxplot of Matching Competitive Offer
Histogram of Price Competition

Normal Q-Q Plot of Price Competition

Boxplot of Price Competition

Histogram of New Daily Competitive Move
Normal Q-Q Plot of New Daily Competitive Move
Boxplot of New Daily Competitive Move
Histogram of Weak Competitors

Normal Q-Q Plot of Weak Competitors

Boxplot of Weak Competitors

XX

219
219
221
221
222
223
223
224
225
226
226
227
228
228
230
230

231



CHAPTER ONE: INTRODUCTION

1.1 Background of Study

The increasing international trade has led to the importance of exporting for national
economies in this era of globalisation. As such, research interest witnessed an increase in
the field of export performance and difficulties faced by exporters (Sousa, Martinez-Lopez,
& Coelho, 2008). Navarro, Losada, Ruzo and Diez (2009) stress that exporting has
become instrumental in ensuring survival of firms and that they attain competitive
advantage in overseas markets to sustain present and future business performance through

exporting. Therefore, firms are focusing their effort and resources to export their products.

The advent of globalisation of markets has led to companies seeking opportunities beyond
traditional local markets not only for growth but, increasingly important, for survival. Due
to lower resources requirements, the attractive mode of international market entry is
exporting. The resources commitment is not as high as compared to green field
investments or international joint ventures (Sousa & Lengler, 2009). In the economic
development of a country, exports are also essential in Government’s economic planning
to develop national industries, enhance productivity as well as creating employment
(Czinkota, 1994). As a consequence, the role of exporting to companies is becoming
increasingly important (Leonidou & Katsikeas, 1996). Given the importance of export
markets, the area of export performance has been given more emphasis and attention by
both academicians and managers (Sousa, 2004). As a result, the significance of exporting
has led to more research focused on the issue of export performance in the immediate past

years (Sousa & Lengler, 2009).
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