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 ABSTRACT 

 

For the past three decades, export manufacturing has played an important role in 

Thailand’s economic success. Among the exporters, the Small and Medium Enterprises 

(SMEs) have increasingly taken part. As a result, export performance at both micro and 

macro level has become of interest to academics, exporting firms, intermediaries and 

Thai government policy makers. Thus, extensive studies concerning determinants of 

export performance are reported in literature on export marketing. However, despite the 

significance of resources in implementing marketing strategies and performance, the 

Resource-Based View (RBV) has not been explicitly and fully explored in this 

literature. Moreover, the vital role of intermediary resources in export performance has 

been also largely ignored. Hence, the applicability of RBV should be examined to 

investigate the effects of firm resources and export intermediary resources on export 

performance. 

 

Similarly, marketing control, in spite of its importance, used by manufacturing 

exporters in relation to their intermediaries, has not been substantially explored. The 

availability of firm and export intermediary resources provides flexibility for 

manufacturing exporters in maintaining marketing control over their intermediaries, 

which in turn, influences export performance. Hence, the aim of the study is to 

investigate the applicability of RBV and marketing control theory in determining export 

performance. Moreover, in the export marketing literature, there are very few studies in 

developing countries, particularly in Southeast Asia: this study, therefore focusses on 

export performance of SMEs in an export-driven, developing economy, Thailand. 

 

During the course of its investigation, this study used the “drop-in questionnaire” 

method of delivering and collecting the questionnaires in person with the purpose of 

enhancing responses from export managers. With respect to their individual export 

ventures, they were asked to provide answers regarding the availability of firm 

resources, their perception of the availability of export intermediary resources, and the 

use of marketing control mechanisms on export intermediaries. Preliminary data 

analysis used Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis 

(CFA) and was followed by the development of a structural model, which was then 

tested with AMOS 4.0 Package. 

 



 ix 

The results from the above analyses substantiate the empirical link between resources, 

firm and export intermediary resources, and strategic export performance, and also 

between the availability of resources and the use of marketing controls. The findings 

show that production and marketing capabilities (firm resources) and good relationships 

and cooperation with exporters (export intermediary resources) have an important direct 

effect on export performance. Hence, the study confirms the applicability of RBV in 

export literature. The results also indicate that firm’s marketing capabilities, export 

intermediary’s relationship and cooperation, and knowledge and experience, influence 

the use of marketing control, thereby supporting the hypotheses that the availability of 

firm and export intermediary resources facilitates the use of marketing control. 

 

Thus, the findings of this research extend theories which have previously had limited 

application in export studies. More importantly, since the task set before Thai export 

managers of SMEs is to make good use of their firm/intermediary resources so that they 

become more competitive and perform better in the international markets, this study 

offers insightful information to assist them in this task. The findings of this study also 

provide useful and practical guidelines by which export managers, export 

intermediaries, Thai government and policy makers can improve export performance, at 

micro level as well as macro level.  
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CHAPTER I 

INTRODUCTION 

 

1.1 Purpose of the study 

 

There have not been sufficient empirical studies in developing countries in Asia on the 

determinants of export performance, even though these Asian economies have grown 

from 13.6% of world exports in 1990 to 19.4 % of world exports in 2001(International 

Monetary Fund, 1992; International Monetary Fund, 2001). More than 95% of the 

previous research on exporting concentrates on developed countries such as the US, 

Canada, Japan and countries from Western Europe (Zou and Stan, 1998). Findings from 

these studies may not accurately reflect the export realities in smaller and emerging 

economies due to the different economic, political and social structures in developing 

countries (Katsikeas, Bell and Morgan, 1998). For example, Raymond, Kim and Shao 

(2001) compared the export behavior of Korean firms and US exporting firms and 

found that developing a positive reputation of a firm is more important in Korea. 

Therefore, it is worthwhile investigating the increasing role and involvement of 

exporters from developing countries (Leonidou and Katsikeas, 1996) as this may lead to 

development of a deeper understanding of exporting behaviour in developing countries. 

 

Advances in transportation, communication, and technologies have resulted in an 

increasing number of Small and Medium Enterprises (SMEs) pursuing opportunities in 

international markets (Knight, 2000). Exporting is the most popular mode of 

international market entry for SMEs (Katsikeas et al., 1998; Leonidou, Katsikeas and 

Samiee, 2002b). As a result, SMEs have become critical players in national economies 

and world trade. However, little is known about how such firms operate and prosper 

under globalization (Acs, 1999; Knight, 2000).  

 

SMEs are particularly important in contributing to exports of manufactured goods in 

Southeast Asia (Sawhney, 1998). Among Southeast Asian nations, Thailand, known as 

the fifth tiger in Asia, is a country where export performance plays a crucial role in its 
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economy, and hence this study focusses on export performance of manufacturing SMEs 

in Thailand. 

 

Although there is a wealth of research in the area of export performance, the existence 

of major inconsistencies is evident and often recognized by researchers (Cavusgil and 

Zou, 1994; Katsikeas et al., 1998; Leonidou et al., 2002b). The typical problems are the 

multiplicity of determinants of export performance, the large number of different 

measures of export performance and the lack of a consistent theoretical framework (Zou 

and Stan, 1998). Moreover, it has been claimed that conceptualization and related 

measurement approaches to capture the essence of export performance are inadequate 

(Katsikeas et al., 1998). Thus, there is little or no agreement among scholars as to the 

major determinants of export performance, due to inconsistent terminologies, 

definitions and operationalisation of variables (Leonidou et al., 2002b). 

 

Many empirical studies have researched the determinants of export performance, such 

as firm characteristics, managers’ characteristics, external environments and marketing 

strategies (see Appendix 2.1 to 2.13). It is well-recognized that, firm resources, are 

crucial in influencing internationalisation of SMEs (Jones, 1999) and important 

determinants of export performance (Leonidou, Katsikeas and Hadjimarcou, 2002a; Zou 

and Stan, 1998). Under uncertain and competitive environments, being equipped with 

valuable and unique resources make the difference to a firm in achieving high export 

performance. Despite the fact that the Resource-Based View (RBV) appears more 

frequently in strategic management literature, Peng’s (2001a) study indicated a lack of 

RBV studies in export and international marketing disciplines (Srivastava, Fahey and 

Christensen, 2001). Most studies have looked at firm resources in general, and hence the 

effects of specific firm resources on export performance need to be researched.  

 

The other important aspect of export literature is the role of the export intermediaries, 

who are assumed to be silent partners and passive recipients of exporters’ offerings 

(Liang and Parkhe, 1997). It has been argued by Liang and Parkhe (1997) that the 

intermediaries’ side of the international exchange equation has received little rigorous 

attention and our knowledge of their behavior remains fragmented and incomplete. 

Moreover, Peng and York (2001) concluded that one of the limitations in their study is 

that it is empirically difficult to demonstrate whether the manufacturer’s export 



 3 

performance is actually improved by employing intermediaries. This is investigated in 

this research.  

 

It was also argued that the utilization of appropriate firm resources and appropriate 

export intermediaries are important for successful SMEs (Knight, 2000). However, 

previous empirical studies have not paid much attention to resource variability, with 

most studies conducted in a Western context. Therefore, this study aims to fill this gap 

by investigating the role and influence of firm and export intermediary resources on 

export performance in Thailand, highlighting the link between the resource-based view 

and export performance.  

 

Previous empirical studies have established the importance of firm and export 

intermediary resources in using marketing control (such as monitoring export activities 

of intermediaries, setting objectives for them). For example, availability of export 

intermediaries’ resources, particularly the intangible resources in the form of export 

experience and market knowledge, helps manufacturing exporters to use marketing 

control on intermediaries, and enhances the coordination of the channels of the 

relationship (Mortanges and Vossen, 1999). The availability of firm resources also 

allows firms to enforce marketing control activities over their trading partners 

(Cespedes, 1988; Sachdev, Bello and Pilling, 1994). Marketing control is often 

associated with other forms of market entry strategy, such as wholly-owned subsidiaries 

and joint ventures (Ding, 1997a; Ding, 1997b; Hennart, 1991; Yeung, 2000). Probably 

because exporting is regarded as a low risk and low control entry mode, very few 

empirical studies on export literature have discussed the importance of marketing 

control in implementing export marketing activities and influencing export performance 

(Bello and Gilliland, 1997; Genctürk and Aulakh, 1995). Therefore, the importance of 

marketing control means deeper understanding is needed of the role of marketing 

control practised by exporting SMEs. 

 

The purpose of this study is:  

1) to examine the effects of both exporter’s and export intermediary’s resource 

availability on export performance;  

2) to investigate how the availability of the above mentioned resources is related to the 

use of marketing control; and  

3) to determine the relationship of marketing control to export performance.  
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The scope of the study covers manufacturing SMEs in Thailand, an important exporting 

economy in Southeast Asia. Section 1.3 and 1.4 discuss the demography and culture and 

economy of Thailand. 

 

1.2 Objectives of the Study 

 

After consideration of previous export literature and limited research on SMEs in 

Southeast Asia, and Thailand in particular, the following research objectives have been 

developed: 

 
1) To provide empirical support for the export performance of manufacturing SMEs in 

Thailand from a resource-based view of the firm; and  

 

2) To examine the effect of marketing control on export performance. 

 

 

The research questions are as follows: 

 

1) What is the relationship between firms’ resources, their export intermediary 

resources and their export performance? 

2) What is the relationship between resources (both firm and export intermediary) 

and marketing control? 

3) What effect does marketing control (formal and informal) have on the firm’s 

export performance? 

 

1.3 Thailand: Demography and Culture 

 

Thailand has a total area of 514,000 square kilometers, bordering Burma (Myanmar), 

Cambodia, Laos, Malaysia, and the Gulf of Thailand and the Andaman Sea, with 40 

operational seaports and five international airports (Country Commercial Guide, 2002; 

Wongtada, Leelakulthanit and Singhapakdi, 1998).   
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In 2002, the population of Thailand reached 62.5 million (Board of Investment, 2003a). 

Approximately 20% lived in urban areas (The World Bank, 2003). Thai is the national 

language and English is the next most commonly spoken language, especially among 

the business community in Bangkok (Country Commercial Guide, 2002). Ninety-five 

percent of the Thai population practises Theravada Buddhism (Morrison, Conaway and 

Douress, 2001).  

 

The Thai population consists of Thais (75%), Chinese (14%), which is the largest ethnic 

group other than Thai in Thailand and others 11% (Central Intelligence Agency, 2003). 

The Chinese (either Chinese immigrants or descendants) play an important role in 

Southeast Asia, as many business owners and managers are Chinese in origin 

(Itthiopassagul and Blois, 2000; Pornpitakpon, 2000; Powpaka, 1998). However, 

Itthiopassagul and Blois (2000) argued that the treatment of Southeast Asia as an entity 

is not appropriate as there are differences between the business practices of Thailand 

and other Southeast Asian countries. For example, in Thailand, the fear of losing face 

and the sensitivity to the considerations of others are more evident than in other parts of 

Southeast Asia (Itthiopassagul and Blois, 2000). However, Thai business practices have 

relative similarities with other Southeast Asian business practices in contrast to those of 

Western countries (Powpaka, 1998). For example, in the West, having a personal 

relationship is rarely a by-product of doing business while it is an essential business 

practice in Asia. Therefore, the Thai exporters could be considered a microcosm of 

exporting firms in Southeast Asia. 

 

The societal values of Thais are highly collectivistic, moderately high in power distance, 

uncertainty avoidance, and femininity, high-context and situation-oriented (Hofstede, 

1980; Pornpitakpon, 2000). The Thai life style fosters easy-going feelings about life and 

social interactions, flexibility and a high degree of tolerance toward deviations from 

norms and commitments (Pornpitakpon, 2000).  

 

The popular Thai phrases “mai pen rai” (meaning “never mind” or “it does not matter”) 

and “krengjai” (sensitivity towards others and reluctance to impose on others) indicate 

their emphasis on avoiding embarrassment and saving face (Morrison et al., 2001; 

Pornpitakpon, 2000). Thai people place a high value on maintaining harmony in 

interpersonal relationships, and believe in the importance of interdependence by 

avoiding direct confrontation and criticism (Pornpitakpon, 2000). Business entertaining 
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is part of developing business relationships (Morrison et al., 2001) and status, seniority 

and personal connections govern social relationships in Thailand (Pornpitakpon, 2000). 

Moreover, repaying favours is also a strong norm in Thailand, and failure to reciprocate 

the favors may damage social and business relationships (Pornpitakpon, 2000). 

 

Generally, it is easier for smaller firms to manage business relationships in Thailand 

than larger firms because managers in larger firms may not make personal commitments 

in the same way as those in smaller organisations (Itthiopassagul and Blois, 2000). 

Maintaining good relationships is considered to be more important than achieving tasks 

in Thailand (Pornpitakpon, 2000). Therefore, for Thais, managing business relationships 

is a highly personalized activity (Itthiopassagul and Blois, 2000).  

 

The understanding of business practices and the culture enhances the competence and 

capabilities of foreign export intermediaries in dealing with Thai exporters. The 

importance of business relationships in Thailand might also influence the choice of 

marketing controls used by exporters. To have a better understanding of export 

operations in Thailand, the next section discusses Thailand’s export economy. 

 

1.4 Thailand: Export Economy 

 

For more than seven centuries, the livelihood of Thai people has been dependent on 

agriculture and trade. Traditional cottage industries and handicrafts such as earthenware, 

ceramics, furniture, textiles and garments evolved over time (The National Identity 

Board, 2000). In the 1970s and the 1980s, policies shifted toward promoting industries 

for export. During the 1970s, the Thai industrial sector grew at an average rate of 9.5% 

per year (The National Identity Board, 2000). Since 1983, the manufacturing sector, 

with such products as computers, automotive and auto parts, home appliances and 

electronics, has become the leading sector in the Thai economy, overtaking the 

contribution of agriculture to the gross national product (GNP) (The National Identity 

Board, 2000).  

 

Thailand has become an export-oriented country where exports account for around 47 % 

of the gross domestic product (GDP) (IMD, 2000). Thailand had the 20
th

 largest export 

market share in the world in 2000 and accounted for the 7
th

 largest gains in market share 
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during 1985-2000 (World Investment Report, 2002). Thailand’s present export structure 

reveals a greater diversity in terms of both products and markets than its competitors 

(The National Identity Board, 2000). Although the US, Europe, Japan and the 

Association of Southeast Asian Nations (ASEAN) are Thailand’s major export markets, 

Thai exporters are encouraged to diversify and explore new export destinations such as 

the Middle East, China, South Asia, Indochina, Australia and Canada (Maneerungsee, 

2003a).  

 

The following three factors highlight the importance of exporting to the Thai economy. 

Firstly, the Thai government has successively pursued export led growth as their basic 

development strategy since the 1970s (East Asia Analytical Unit, 2000). However, the 

manufacturing sector in Thailand started slowing down in 1996 due to fierce 

competition from emerging economies such as China and Vietnam, particularly in the 

labor intensive industries (The National Identity Board, 2000). The decreasing 

competitiveness is due to many enterprises, SMEs in particular, using outdated 

technology and machinery, that required skilled labour, and lacking managerial and 

marketing know-how to compete effectively in export markets (Wongviwatchai, 2000). 

It was further worsened by the devaluation of the Thai baht during the Asian economic 

crisis in 1997, leading to the worst economic crisis that Thailand has experienced since 

World War II period (Dhanani and Scholtes, 2002; East Asia Analytical Unit, 2000). 

Thus, the declining exports in 1996 were the early sign of economic crisis in Thailand 

(Trade Compliance Center, 1999).  

 

Secondly, it is widely accepted that Thailand’s economic recovery partly lies with 

strong export growth, and exports were among the key engines driving Thailand’s 

economic recovery in 2002 (Maneerungsee, 2002). Table 1.1 shows the export growth 

rate in Thailand from 1999 to 2003.  In 2000, export performance in Thailand hit a 

historic high (Ingsrisawang, 2000) and growth in goods export ranked 11
th

 among 47 

countries worldwide (IMD, 2000). In 2001, the growth of Thai exports fell under the 

influence of a slowing global economy (Board of Investment, 2003). However, the 

exports climbed back in 2002 and 2003 (Board of Investment, 2003). Export growth is 

one of the major factors that turned around the Thai economy after the crisis (Country 

Commercial Guide, 2000). Therefore, the impetus of Thai exports is very important and 

certainly worthy of further research. 
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Table 1.1 Export Growth in Thailand (1999 -2003) 

 

Year Export Value 

(Billion US$) 

 Export Growth 

 (Percentage) 

1999 56.8 7.4 

2000 67.9 19.6 

2001 63.2 -6.9 

2002 66.1 4.8 

2003            78.4   18.6 

                Source: Bank of Thailand             

 

Finally, the advantages of low-priced handling, low labour cost compared to other 

economies, inexpensive storage cost offered by Thailand, and its strategic location at the 

centre of Southeast Asia have helped to make it an export platform in Asia (Country 

Commercial Guide, 2002). Although labor cost is now not the lowest in the region, it is 

still cost competitive when it comes to highly skilled workforce compared to other 

countries targeting skilled exports such as Singapore and Malaysia. Moreover, 

Thailand’s workforce is among the most cost-efficient in the world with a reputation for 

diligence and adaptability (Board of Investment, 2003a).  

 

Underpinning the importance of the export sector’s contribution to the Thai economy, 

the manufacturing industry is crucial to export competitiveness and Thai economy. The 

following section focusses the manufacturing industry in Thailand. 
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1.4.1 Manufacturing industry 

 

Manufacturing exports are dependent on conditions in the global economy. For 

example, the growth of Thai manufactured goods exported in 1999 and 2000 was 

explained by the information technology investment boom in the US and the growing 

demand for electronic goods (Dhanani and Scholtes, 2002). However, its decline in 

2001 was the result of reduced external demand and the downturn in the electronics 

business cycle (Asian Development Bank, 2003; Dhanani and Scholtes, 2002). 

Furthermore, Thai manufactured exports face price competition from manufacturers in 

China, Vietnam and Indonesia, but they face little quality competition. However, 

Thailand needs to restructure key export industries to maintain its competitiveness in the 

world market.  

 

For a few decades, export manufacturing has been the driving force behind Thailand’s 

economic success. In 2001, Thailand’s manufacturing sector accounted for 33.3 percent 

of the country’s GDP (Bunyamanee, 2002; The World Bank, 2003) and manufactured 

goods represented about 80% of total exports (Bunyamanee, 2002).  

 

In addition, Thai government leaders have also recognized that the manufacturing sector 

will continue to play a critical role in the Thai economy (Country Commercial Guide, 

2000). In 2002, the growth rate in the manufacturing sector and the export growth of 

manufactured goods was 6.7 % and 3%, respectively (Board of Investment, 2003b; 

Board of Investment, 2003c). The growth of the manufacturing sector is directly related 

to export growth in the manufacturing sector (Bangkok Bank, 2000). It is evident that 

the export manufacturing sector is an important aspect of the Thai economy. Thus, this 

study emphasises on the export manufacturing industry in Thailand. 

 

More than 90% of the total number of establishments in the manufacturing sector in 

Thailand are SMEs (APEC, 2003). Therefore, the Thai government promotes and assists 

SMEs, especially those in the manufacturing sector, to improve export competitiveness 

of Thailand in an increasingly competitive global environment (Japan Bank for 

International Cooperation, 2003). The next section discusses the importance of SMEs. 
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1.4.2 Why study SMEs?  

  

SMEs are important in many countries due to their number, the employment they 

provide and growth opportunities, making them worthy of further research (Moen, 

2000a). Recently, keen interest in small business is emerging in Asian countries, 

probably as a result of the success of small businesses experienced by Japan (Nakaoka, 

Saito and Fujikawa, 1995).  

 

This study aims to focus on SMEs due to the following reasons: 

1) The growing participation of small firms in global markets 

In the Asian economies, SMEs contribute between 25-35% of world exports (OECD, 

2000; World Investment Report, 1999) and provide 35% of direct exports to foreign 

customers (Acs, 1999). The growth is due to the technological advantages in 

telecommunication and transportation and reduced risk as a result of harmonization of 

global regulations (Acs, 1999). 

 

2) The vital role of SMEs in countries’ economies 

During the Third Asia Pacific Economic Cooperation (APEC) ministerial meeting on 

SMEs, the ministers recognised the contributions of SMEs to all APEC economies as 

sources of growth, employment, income and trade. These SMEs contribute 12% to 94 % 

of total employment (average 62%) in APEC economies. Furthermore, more than 90% 

of firms in most ASEAN countries are SMEs (APEC, 1998). 

 

3) The lack of SME studies at firm level in Southeast Asia 

Despite the crucial role of SMEs to a country’s economy, there are only limited, poor 

quality data on SMEs in Southeast Asian countries (Bjerke, 2000). Additionally, most 

research has been anecdotal and few studies have provided empirical validation of their 

findings.  

 

In Thailand, SMEs account for 80% of producers and contribute 70% of all employment 

(Bunyamanee, 2000); they are therefore, important for the Thai economy. However, the 

Asian economic crisis in 1997 badly affected SMEs due to drastic reductions in 

domestic demand and the global slowdown. Therefore, Thai SMEs are now striving to 

develop exports (Regnier, 2000). The Thai government is also putting its efforts into 
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promoting the manufacturing export sector and SMEs (Bangkok Bank, 2001; 

Bunyamanee, 2000). For instance, the government and policy makers are paying special 

attention to the development of SMEs through providing them with financial loans 

(Bunyamanee, 2000). Generally, SMEs have three main roles; job generators, 

innovators and exporters (Fujita, 1998). This study mainly focusses on the role of Thai 

SMEs as exporters. 

 

1.4.3 SMEs’ characteristics and barriers 

 

SMEs in General  

 

Small and medium-sized exporting firms are different from large exporting firms. To 

start with, small exporting firms use less formal market research and planning activity 

and for many small exporters, exporting is a marginal activity (Walters and Samiee, 

1990). Many manufacturing SMEs are engaged in either informal or organised networks 

and the characteristics of small manufacturing business networks are highly 

personalized, informal, flexible and multi-functional (OECD, 1993). In addition, 

decision making in SMEs is likely to be based on individual perception (Buckley, 

1999).  

 

Furthermore, SMEs face more challenges in international markets than large firms 

(Papadopoulos, 1987). For example, SMEs face marketing problems, as they have to 

compete with big companies’ products and imported goods and they tend to lack market 

information (Eiamkanitchat, 1999). Most SMEs lack the capabilities, market power and 

other resources of the traditional multinational enterprises (MNEs) (Knight, 2000). 

Therefore, more research is required to be conducted on SMEs to find out how the 

resource-constrained SMEs achieve success. 

 

However, SMEs have four advantages when compared to large firms: 1) they can 

respond quickly to export opportunities; 2) it is easier to coordinate the administration 

of export activities; 3) the management of a small company tends to be stable, hence, 

foreign customers such as export intermediaries can deal with the same person over a 
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period of time building relationships based on understanding; and 4) they receive 

support from government programs (Young, Hamill, Wheeler and Davies, 1989).  

 

 

SMEs in Southeast Asia 

 

SMEs in Southeast Asia are associated with financing problems, increasing cost of 

production and operation, and are susceptible to fluctuation in local economy (Bjerke, 

2000). They are also weak on developing networks and alliances (Bjerke, 2000). Many 

SMEs are limited in their ability to grow abroad due to the lack of resources such as 

insufficient information, know-how and capital (Kaufmann, 1995). SMEs in Southeast 

Asia are different from those in Western countries and exhibit the following differences 

(Bjerke, 2000).  

 

SMEs in Southeast Asia place a high value on the family, social prestige and loyalty, 

while SMEs in the West value individual initiative and performance achievement. In 

addition, SMEs in the West tend to have formal, factual and detailed plans whereas 

planning is more personalized, opportunistic and intuitive for SMEs in the East. Close 

supervision is more important for SMEs in Southeast Asia than for those in the West. 

Moreover, SMEs in Southeast Asia have very limited knowledge in marketing and 

production and managing finance is considered to be more important (Bjerke, 2000). 

Therefore, export studies of SMEs in the West may not be applicable to SMEs in the 

East and it is important to conduct SME studies in the Southeast Asian context to assist 

SMEs and economic development of Southeast Asian countries. 

 

SMEs in Thailand 

 

The characteristics and barriers of SMEs in Southeast Asia reflect those in Thailand. For 

example, Thai SMEs are characterised by their lean organisational structure, their 

limited resources and their lack of core competencies (Regnier, 2000). SMEs also face 

financial problems due to lack of capital and difficulties in securing credit from formal 

financial institutions (Eiamkanitchat, 1999; Regnier, 2000). They also encounter supply 

constraints and rising input costs due to the depreciation of the Thai baht (Regnier, 

2000). Difficulty in acquiring information, lack of managerial export experience and 

weak formal planning systems are also internal barriers faced by Thai SMEs (Regnier, 
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2000). In addition, most Thai SMEs are family owned and they have limited capabilities 

in financial management, market research, administration, and analysis of markets as 

well as cost benefits (Eiamkanitchat, 1999).  

  

Despite those challenges, SMEs in Thailand represent the backbone of the economy, 

especially in the manufacturing sectors and export-oriented industries (Phuangketkeow, 

2003). Thus, discovering how Thai SMEs operate and perform well in their export 

markets is of vital importance to Thai manufacturing exporters, export intermediaries, 

policy makers and researchers. 

 

Definitions of SMEs 

 

The definition of SMEs varies across countries (APEC, 2002; OECD, 2000) and at 

present, there is no generally agreed definition of SMEs in Thailand (see Table 1.2 for 

more details). The Thai Ministry of Industry’s Department of Industrial Promotion 

(DIP) defines three different categories of SMEs: 1) Production Sector SMEs (including 

agricultural processing, manufacturing, and mining); 2) Service Sector SMEs; and 3) 

Trading Sector SMEs (including wholesale and retail) (Sevilla and Soonthornthada, 

2000). SMEs refers to non-subsidiary, independent firms which employ fewer than a 

given number of employees (OECD, 2000).  

 

Table 1.2 Definitions of SMEs 

 

Firm size Ministry of Industry, 

Thailand 

APEC (Naidu and 

Prasad, 1994; 

Piercy et al., 1998; 

Styles and 

Ambler, 2000) 

Small firm Fewer than 50 employees 

Invested capital not 

exceeding 10 million 

baht (about 250,000 

US$) 

Fewer than 50 employees 

Invested capital not 

exceeding 20 million 

baht (about 500,000 

US$) 

 

Medium 

firm 

Between 50 to 200 

employees 

Invested capital between 

10 to 100 million baht 

(approximately between 

250,000 to 2,500,000 

US$) 

Between 50 to 200 

employees 

Invested capital between 

20 to 100 million baht 

(approximately between 

500,000 to 2,500,000 

US$) 

Fewer than 500 

employees 
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For the purpose of this research, it is not practical to follow the SME definition from the 

Ministry of Industry in Thailand because most exporting firms in the Exporters’ 

Directory are firms with more than 200 employees and this directory is considered the 

most reliable list of exporters in Thailand (Ngansathil, 2001).  Moreover, when looking 

at the literature for some evidence, Julian (2003) mentioned that potential growth in 

exports are greatest among SMEs with fewer than 500 employees. Moreover, there are  

precedents for considering firms with less than 500 employees as SMEs  (Naidu and 

Prasad, 1994; Piercy, Kaleka and Katsikeas, 1998; Styles and Ambler, 2000). By using 

a similar definition, it could allow comparability of data across different studies. Thus, 

for the purpose of this study, SMEs are defined as firms with fewer than 500 employees. 
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1.5 Definitions used in this Study 

 

The definitions provided in this section are only as a preview for which supporting 

discussions will follow in Chapter II. 

 

Export intensity is defined as the ratio of export sales to total sales, a frequently used 

measure in export literature (Leonidou et al., 2002b; Verwaal and Donkers, 2002; Wolff 

and Pett, 2000). 

 

Export intermediaries are defined as specialized service firms that connect domestic 

producers and foreign customers by adding value to the export process (Peng and 

Ilinitch, 1998). The term, “export intermediaries” refers to both agents and distributors 

in this study. 

 

Export managers are individuals who are responsible for exporting a product to 

foreign markets. In SMEs, owners, production managers, general managers and 

marketing managers are often responsible for export. 

 

Export performance refers to the extent to which a firm’s objectives, both economic 

and strategic, with respect to exporting a product into a foreign market, are achieved 

through planning and execution of export marketing strategy (Cavusgil and Zou, 1994). 

 

Export sales refer to the absolute volume of export sales (Zou and Stan, 1998) and 

export sales growth refers to changes in export sales over a period of time. This is 

considered to be an important dynamic measure of export performance (Cooper and 

Kleinschmidt, 1985).  

 

Export venture is defined as “the marketing of a specific product in a specific export 

market” (Myers and Harvey, 2001). It is also referred to as “product-market export 

venture” (Cavusgil and Zou, 1994). 

 

Firm resources in this study refer to the resources available to the export venture, such 

as human resources, physical resources, technological resources, financial resources, 



 16 

organisational capabilities, marketing capabilities and production capabilities. The terms 

“firm”, “manufacturer” and “exporter” are interchangeably used in this study. 

 

Marketing control mechanisms in export contexts refer to specific manufacturer-

initiated directives (such as monitoring export activities of intermediaries, setting 

objectives and goals for them) aimed at influencing export intermediaries to perform 

marketing functions in ways that support the manufacturer’s objectives (Bello, Chelariu 

and Zhang, 2003; Bello and Gilliland, 1997).  

 

Relationship marketing refers to “all marketing activities directed toward establishing, 

developing and maintaining successful relational exchanges” (Morgan and Hunt, 1994). 

  

Resource-based view describes a firm as “ a unique bundle of tangible and intangible 

resources (assets, capabilities, competencies, organisational processes, firm attributes, 

information and knowledge) that are controlled by the firm” (Barney, 2002). 

 

Small and medium-sized enterprises (SMEs) are non-subsidiary, independent firms 

which employ fewer than 500 employees. 
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1.6 Contributions of the Study 

 

This research has two major academic contributions. 

  

Firstly, firm and export intermediary resources do influence the export performance of 

SMEs. The findings add to the export marketing literature that firm resources, such as 

production and marketing capabilities, and export intermediary resources, such as 

relationships and cooperation with exporters, have a particularly important effect on 

export performance. Thus, the understanding and applicability of the resource-based 

view within the export marketing discipline is further extended.  

 

Secondly, this study adds to knowledge about marketing control theory by asserting that 

marketing control does not have any direct effect on export performance. However, it 

does not necessarily mean that marketing control theory is not applicable in export 

context as direct and significant relationships between firm resources, export 

intermediary resources and the use of marketing control are evident. The findings also 

contribute important evidence that establishes the link regarding the use of formal 

marketing control that precedes the use of informal marketing control. 

 

 

1.7 The Organisation of the Thesis  

 

The organisation of this thesis is as follows: 

 

Chapter II (Literature review) is divided into three sections and reviews as follows: 

export performance measures (Section 2.1); resource-based view literature (Section 2.2) 

and marketing control literature (Section 2.3). The relevant propositions are developed 

while discussing the literature review. 

 

Chapter III describes the research methodology used in the study. This chapter includes 

sampling method, data collection, research design, questionnaire design and research 

instrumentation. 

 



 18 

Chapter IV examines the exploratory factor analysis and confirmatory factor analysis by 

using two sample groups to validate the data. 

 

Chapter V reports the empirical findings of the study based on structural equation 

modelling with AMOS 4.0. 

 

Chapter VI discusses the main findings, theoretical contributions and managerial 

contributions. It also addresses study limitations and future research directions. 
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CHAPTER II 

LITERATURE REVIEW AND CONCEPTUAL 

DEVELOPMENT 

2.0 Introduction 

 

A great deal of significant and extensive research on export studies has been carried out 

for many decades. The studies of export business are divided into three parts: 1) export 

development stages; 2) export behaviour studies; and 3) export performance studies. 

This study emphasises export performance studies as they could provide insights to 

SMEs‟ export managers to improve their performance. Previous studies on export 

performance have extensively and frequently examined the determinants of successful 

export performance. For example, most export performance studies extensively 

addressed the impact of the firm‟s characteristics, managers‟ characteristics, external 

environments and marketing strategies on export performance (see Appendix 2.1- 2.13).  

 

However, consistent findings have not been obtained due to the use of different 

measures, different conceptual development and different markets. Many export 

performance studies in similar areas have been conducted in an effort to obtain 

consistent findings. However, new studies with inconsistent findings add more 

confusion and reliable and consistent findings are not likely to be achieved without 

applying standard measures across many countries with a large sample size. 

 

Hence, this study aims to examine different perspectives of export performance 

determinants by exploring theories and practices from other areas of business. Chetty 

(1993) stressed that theory which explains variations in export performance needs to be 

developed within the export literature. Although previous studies in export literature 

developed conceptual frameworks (Cavusgil and Zou, 1994; Genctürk and Kotabe, 

2001; Katsikeas, Piercy and Ioannidis, 1996), applied the internationalisation process 

(Haar and Ortiz-Buonafina, 1995; Wolff and Pett, 2000; Yip, Biscarri and Monti, 2000), 

highlighted strategy-structure-performance (SSP) paradigm (Madsen, 1987) and 

relational paradigms (Styles and Ambler, 1994; Styles and Ambler, 2000), marketing 
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scholars have not paid much attention to the Resource-Based View (RBV) (Srivastava, 

Fahey and Christensen, 2001) with the exception of a few studies such as Myers (1997), 

Peng  and York (2001) and Wolff and Pett (2000). RBV should be tested as to whether 

it is applicable in an export context due to the following four reasons: 

 

1) Importance of firm resources to export performance 

 

RBV plays an important role in export business as it has been claimed that the principal 

determinants of a firm‟s export performance are the internal organisational resources 

(Zou and Stan, 1998) and that exporting firms must optimally allocate their resources to 

achieve superior export performance (Leonidou, Katsikeas and Samiee, 2002b), the 

reason being that the availability of favourable resources allows the firm to exploit 

opportunities and neutralize threats in competitive environments (Michalisin, Smith and 

Kline, 1997). Firms within the same industry tend to face similar external environments 

such as cultural factors, foreign customer requirements, government rules and 

regulations. Only unique firm resources could change firms to become efficient and 

effective by managing and controlling those resources (Barney, 1991). For example, it 

is hard to imitate resources such as international knowledge and experience that 

determine firm performance in global competition (Peng and York, 2001). 

 

 

2) The crucial role of firm resources to SMEs’ operation 

 

Resource-based factors such as research and development, production activities appear 

to be important in influencing the internationalisation of SMEs (Jones, 1999) and 

influence firm performance of small firms (Westhead, Wright and Ucbasaran, 2001). 

Due to limited resources available, it is particularly crucial for SMEs to pay special 

attention to the type of resources that will contribute towards export performance.  

 

3) Importance of export intermediary resources to export performance 

 

Previous studies have indicated that export intermediary resources have an effect upon 

export performance of intermediaries (Peng and York, 2001). The performance of 

export intermediaries depends on whether they can acquire and deploy resources in a 

way that cannot be easily imitated (Peng and York, 2001). For example, distributor 
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know-how is an important resource (Hall, 1992) as the best export intermediaries, with 

their superior knowledge, may be regarded as a unique, intangible resource that cannot 

be easily replicated by competing intermediaries and/or inexperienced exporters (Peng 

and York, 2001). However, the afore-mentioned studies are fragmented and not all 

export intermediary resources are included in a single study. Moreover, the export 

intermediary‟s performance is crucial to the firm‟s export performance as high 

performing intermediaries tend to make a significant contribution to exporters‟ success. 

Therefore, more comprehensive studies on the effect of export intermediary resources 

on export performance need to be carried out. 

 

4) Lack of RBV studies in export marketing literature 

 

There has been a lack of resource-based view studies in export literature (Peng, 2001a). 

While there is a growing interest on RBV in strategic management literature, it has been 

implicitly linked to export performance (Bonaccorsi, 1992; Naidu and Prasad, 1994) 

and explicitly investigated in a few studies (Dhanaraj and Beamish, 2003; Myers, 1997; 

Peng and York, 2001; Wolff and Pett, 2000). The export studies on RBV are 

fragmented and have emphasised resources in general or only a particular resource. For 

example, only firm size, firm‟s export commitment and firm‟s technology intensity are 

used to measure firm‟s resources (Dhanaraj and Beamish, 2003) and in particular, only 

firm size was adopted as a measure of firm resources (Bonaccorsi, 1992). In addition, 

little effort has been made to develop the practical implications of the resource-based 

view (Grant, 1991).  

 

The above four reasons highlight the fact that more studies on the role of both firm and 

intermediary resources on export performance are needed in export literature to have a 

more complete picture of the relationship between resources and export performance. 

The detailed literature review on firm and export intermediary resources is discussed in 

Section 2.2. 

 

Another significant aspect of this study is marketing control mechanisms. Although 

there is extensive literature on marketing control, it mainly emphasises the antecedents 

of marketing control (Agarwal and Ramaswami, 1993; Mortanges and Vossen, 1999; 

Ramaswami, 1996; Sachdev, Bello and Pilling, 1994) and the impact of marketing 

control on employees‟ behaviour (Agarwal and Ramaswami, 1993; Jaworski, 1988; 



 22 

Yeung, 2000). Previous studies highlighted that resource-based view and marketing 

control have important relationships in successful export performance (Celly and 

Frazier, 1996 ; Mortanges and Vossen, 1999). However, previous literature has not 

explored how different types of firm and export intermediary resources impact upon the 

use of marketing control. 

 

Madsen (1987) suggested that an export venture should establish good control 

procedures for monitoring the export activities. According to a meta-analysis conducted 

by Chetty and Hamilton (1993), the impact of marketing control systems on firm export 

performance remains to be confirmed by further research. Their suggestion should be 

taken seriously due to the following two reasons: 

 

1) The growing importance of marketing control used by exporters 

  

The marketing control system is an important mechanism in an organisation; as it has 

been suggested that an effective control system was a key factor for competing in the  

international market due to its strong relationship with export success (Kirpalani and 

Macintosh, 1980; Young, Hamill, Wheeler and Davies, 1989). From a manufacturer‟s 

point of view, intermediaries‟ behaviour and their outcomes appear to be the most 

fundamental elements of marketing channel relationships and it is very important to 

impose marketing control on such intermediaries (Celly and Frazier, 1996). In addition, 

control mechanisms play an important role in the success of manufacturer-export 

intermediary relationships (Cespedes, 1988). Furthermore, export channels 

characterised by marketing control, experienced superior export performance (Bello and 

Gilliland, 1997). The details of the marketing control are discussed in Section 2.3.  

 

2) Lack of comprehensive studies on marketing control in the export literature 

 

Despite the extensive studies on determinants of export performance in export literature, 

few studies (Bello and Gilliland, 1997; Genctürk and Aulakh, 1995; Ling-yee and 

Ogunmokun, 2003; Myers and Harvey, 2001) have focussed on the impact of export 

marketing control on performance of exporting firms as control is often associated with 

other types of market entry mode such as joint ventures and wholly-owned subsidiaries 

(Ding, 1997a; Ding, 1997b; Hennart, 1991; Yeung, 2000). The lack of previous 

empirical studies is due to the low level of control in exporting compared to the other 
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entry modes (Young et al., 1989). However, exporting through foreign middlemen does 

not necessarily mean loss of control over foreign marketing (Sachdev et al., 1994) and 

hence, the use of marketing control on various export intermediaries such as sales 

subsidiaries, agents and distributors was investigated in the literature (Solberg and Nes, 

2002). Nevertheless, the impact of control system on export performance remains to be 

supported by further research (Chetty and Hamilton, 1993). 

 

Among a number of limited empirical studies investigating the impact of marketing 

control mechanisms on export performance, it was found that some emphasised mostly 

on formal rather than informal marketing control (Genctürk and Aulakh, 1995; Myers 

and Harvey, 2001) and those which investigated both formal and informal control did 

not usually include input control and self-control in their study (Bello and Gilliland, 

1997; Mortanges and Vossen, 1999; Sachdev et al., 1994). In Southeast Asia, the extent 

of strategic control and coordination are necessary in manufacturing operations because 

of the capital and technology invested (Yeung, 2000). Therefore, a comprehensive study 

on the use of marketing control on export performance of SMEs in Thailand is 

investigated and presented in this thesis.  

 

The literature review incorporates previous export studies into appropriate firm and 

export intermediary resources and marketing control mechanisms (Figure 2.1). 

Therefore, this study adapts the Resource-Based View (RBV) from strategic 

management literature and focusses on marketing control theory to investigate their 

applicability and contribution to export literature. 
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Figure 2.1 Chart on Literature Review to be discussed in Chapter II. 
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2.1 Export Performance Literature 

 

There is a growing research attention on a firm‟s export performance. There are 

numerous studies conducted on determinants of export performance in export literature. 

These studies have provided theoretical implications and managerial guidelines 

regarding export performance and highlighted critical issues in export literature. These 

issues include inconsistencies among researchers in the use of exporting terms, the 

choice of definitions, the adoption of classification framework and the analytical 

techniques employed (Katsikeas, Bell and Morgan, 1998). It was also highlighted that 

several competing conceptual frameworks, a wide variety of measures and different 

labeling generates confusion and inconsistent findings in the literature (Zou and Stan, 

1998). These inconsistent findings are due to different types of firm size (large, small 

and medium firms), different types of industry (manufacturing versus service) and 

different export markets (developing versus developed countries).  

 

Therefore, it is almost impossible to know whether conflicting results are due to 

independent variables studied or to the use of different measurement scales of export 

performance. The relationship between the variables and export performance differs 

depending on the type of measures they pursue (Cooper and Kleinschmidt, 1985). It was 

concluded that the relevance of export success factors varies according to the way in 

which performance is operationalised (Axinn, 1988). 

 

As examining the export performance of manufacturing SMEs in Thailand is one of the 

main objectives of this study, different export performance studies are discussed in this 

section. Export performance is a crucial issue because exports are considered to be an 

engine of a country‟s economic growth at macro policy level and export performance 

measures are important for the firm‟s competitiveness at micro level (Zou, Taylor and 

Osland, 1998). Export performance is defined as the extent to which a firm‟s objectives, 

both economic and strategic, with respect to exporting a product into a foreign market, 

are achieved through planning and execution of export marketing strategy (Cavusgil and 

Zou, 1994). Export performance at firm level is often conceptualized as a composite 

outcome of a firm‟s international sales (Shoham, 1998). However, there is no uniform 

definition of export performance (Cavusgil and Zou, 1994) and there is a lack of unified 
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export performance measures (Zou et al., 1998) since the conceptual definition of 

performance depends on the research context of a given study (Shoham, 1998).  

 

Export performance, according to Louter et al., (1991), is not an objective term, because 

what one entrepreneur may consider to be an excellent performance, another may 

condemn as rather poor. For this reason, it is important to measure export performance 

by means of more than one indicator (Moini, 1995). Multiple measures are increasingly 

used as they offer a more complete picture of performance (Baldauf et al., 2000; 

Dominguez and Sequeira, 1993) and they are highly recommended as they can reduce 

the impact of random and systematic fluctuation of any given measure (Cooper and 

Kleinschmidt, 1985; Lages, 2000; Shoham, 1998). The next sections discuss three types 

of export performance measures: 1) financial performance; 2) strategic performance; 

and 3) managers‟ satisfaction. 

 

2.1.1 Financial performance 

 

Financial performance refers to the financial outcomes of exporting (Zou et al., 1998). 

Measures such as export sales, export intensity, export sales growth, export market 

share and export profitability are often used as financial performance measures. They 

are often referred to as economic performance, defined as the ability to achieve 

profitability through sales volume, profit margins and return on investment, and overall 

profitability (Myers and Harvey, 2001). The most commonly used measures are export 

sales, export intensity and export growth (Dominguez and Sequeira, 1993). On the other 

hand, export market share was rarely used in export literature due to the difficulty in 

measuring export market share especially for small firms (Katsikeas, Leonidou and 

Morgan, 2000).  

 

One limitation is that perception of SMEs‟ managers regarding export performance 

tends to be very static, narrow and short-term oriented (Madsen, 1998). Therefore, 

actual sales seem to be much more important than the enhancement of the 

organisational capabilities and perspective profits of the firm.  
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In measuring profitability, the profit category consists of absolute measures of overall 

export profitability, relative measures with respect to total profit and domestic profit and 

export profit growth (i.e., changes in export profit over a period of time)(Zou and Stan, 

1998). Return on investment and export profit growth are less common measures of 

export profitability (Lages, 2000). 

 

Moreover, respondents may be reluctant or unable to respond to questions concerning 

absolute export performance measures as management seems to be guided by their 

subjective perception of export performance (Katsikeas et al., 1996; Madsen, 1989). In 

addition, it is understandable that an SME manager could not separate the investment 

and profit in exporting when a firm has both domestic and export sales. Financial 

measures are considered as objective measures and non-financial measures such as 

strategic goal achievement and manager‟s satisfaction with export performance are 

associated with subjective measures (Lages, 2000).  

This study does not use financial performance measures for the following three reasons:  

 

1) There is often no separate report for formal company financial statements of 

firms when exporting is just an expansion of their domestic business (Katsikeas 

et al., 1996). It is widely accepted that export performance assessment is a 

complex and difficult issue as most firms, especially SMEs, do not report the 

financial details of their export activities (Leonidou et al., 2002b); 

 

2) Financial export performance indicators such as sales volume, sales growth and 

market share may have little meaning when the firms surveyed belong to 

different industries as they are exposed to different regulations and different 

external market (Katsikeas et al., 1996); and 

 

3) Export performance measures tend to be difficult to obtain as SMEs were very 

reluctant to disclose sensitive financial information to strangers (Nakos et al., 

1998). 

 

Thus, this study focusses on subjective performance measures such as strategic 

performance measures and managers‟ satisfaction with export performance. 
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2.1.2 Strategic performance  

 

Strategic export performance refers to the extent to which firms achieve their strategic 

goals (Cavusgil and Zou, 1994; Li and Ogunmokun, 2001; Zou et al., 1998) that 

includes improved competitiveness, increased market share and strengthened strategic 

position (Zou et al., 1998). Although most previous studies do not take the firm‟s 

strategic goals into account when measuring export performance, recently there has 

been a growing use of subjective or perceptual measure of integral representation of 

export performance (Katsikeas et al., 1996; Leonidou et al., 2002b). Reasons for this 

might be: 1) managers are often guided by their subjective perception of export 

performance in evaluating their export performance (Katsikeas et al., 1996); 2) the 

limitations associated with the use of financial performance measures (see previous 

section); and 3) the strategic measures are important as firms are not only motivated by 

pure economic gains (Myers and Harvey, 2001). Moreover, Cavusgil and Zou (1994) 

argued that exporting should be viewed as a firm‟s strategic response to internal and 

external forces and thus, the strategic dimensions of export performance should be used. 

 

2.1.3 Managers’ satisfaction with export performance 

 

Managers‟ attitude and perception towards export success are also frequently used 

measures of subjective export performance due to the following reasons (Katsikeas et 

al., 1996; Madsen, 1998; Naidu and Prasad, 1994; Shoham, 2000): 1) management 

action is often prompted by perception of company performance rather than objective 

evaluation of performance; 2) resources allocated to the firm or export venture are based 

on managers‟ perceptions and attitudes towards export performance; and 3) some of the 

limitations associated with the exclusive use of financial measures could be overcome. 

Therefore, SMEs managers are likely to evaluate their performance in relation to 

company‟s expectation and major competitors. Naidu and Prasad (1994)‟s study used 

export performance in relation to the company‟s expectation as a subjective measure. 

Export performance in relation to major competitors as a subjective measure is suitable 

under today‟s uncertain external environments since export performance evaluation on 

absolute financial values is not meaningful. Similar measures were used in the study of 
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Li (1998) which investigated the export performance of Chinese SMEs. Therefore, this 

study used measurement scales from the above mentioned studies to measure managers‟ 

satisfaction with export performance. 

 

2.2 Literature Review on Resource-Based View (RBV) 

 

The Resource-Based View (RBV) describes a firm as a unique bundle of tangible and 

intangible resources (assets, capabilities, competencies, organisational processes, firm 

attributes,  information and knowledge and so forth) that are controlled by the firm 

(Barney, 2002). These resources enable a firm to implement strategies designed to 

improve its efficiency and effectiveness (Barney, 2002; Camelo-Ordaz, Martin-Alcazar 

and Valle-Cabrera, 2003). Moreover, the resource-based approach focusses on the 

bundle of resources and capabilities which constitute firm competencies and how a firm 

utilises this bundle to gain competitive advantage (Moon, 1997). Hence, a firm‟s 

competitive advantage is considered to be a function of its valuable, rare and inimitable 

resources (Barney, 1991). The resource-based view suggests that valuable firm 

resources are usually scarce, imperfectly imitable and lacking in direct substitutes 

(Peteraf, 1993). A firm resource must have four attributes: 1) it must be valuable; 2) it 

must be rare among a firm‟s current and prospective competition; 3) it must be 

imperfectly imitable; and 4) it cannot be substituted for strategically equivalent 

resources (Barney, 1991). 

 

In addition, the availability of firm resources is important to its operations of SMEs. For 

example, a decision regarding international expansion of SMEs is based on the 

characteristics, capabilities and resources of the firm (Jones, 1999). Moreover, a study 

conducted on exporting SMEs in the US and Canada found that firm resources such as 

organisational resources and technological resources are good predictors of export 

strategy, positively influencing firm performance (Dhanaraj and Beamish, 2003). Given 

that firm resources are tightly controlled by SMEs, the RBV approach would be 

consistent with their operating processes. 

 

In contrast to the transaction cost logic, which emphasises cost minimization, the 

resource-based rationale emphasises value maximization of a firm through pooling and 
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utilising valuable resources (Das and Teng, 2000). In addition, distinctive competencies 

of heterogeneous firms are known to be a fundamental component of resource-based 

view (Mahoney and Pandian, 1992).  

 

Grant (1991) differentiates between resources and capabilities by suggesting that a 

capability is the capacity for a team of resources to perform some tasks or activities. A 

key ingredient in the relationship between resources and capabilities is the ability of an 

organisation to achieve cooperation and coordination within teams (Grant, 1991). 

Although, acquisition of resources may gain capability, resources themselves do not 

constitute a distinctive competitive base but must be coordinated to produce superior 

returns in the company‟s operation (Grant, 1991).Hence, while resources are the source 

of a firm‟s capabilities, capabilities in turn are the main source of competitive advantage 

(Grant, 1991).  

 

It is also viewed that these capabilities and competencies are gained through factor 

market imperfections, the heterogeneity of firms, their varying degrees of specialization 

and the limited transferability of corporate resources (Moon, 1997). However, the terms 

“resources” and “capabilities” are often used interchangeably as it is likely that they will 

become badly blurred in practice (Barney, 2002; Peng and York, 2001). Hence, 

following those previous studies, the term “resources” and “capabilities” are used 

interchangeably in this study. The term, “firm resources” in this study refers to the 

resources allocated to a particular export venture, and this constitutes the unit of 

analysis in this study. The term, “export intermediary resources” refers to resources 

such as export knowledge, financial abilities and marketing relationship developed and 

controlled by export intermediaries. More detailed explanation on firm resources and 

export intermediary resources will be given in the following section. 

 

2.2.1 Previous studies on RBV  

 

There is a controversial issue on whether the resource-based view should be recognized 

as a theory (Priem and Bulter, 2001). While some researchers applied the “Resource-

Based Theory” in their studies (Andersen and Kheam, 1998; Conner, 1991; Das and 

Teng, 2000), some conservative academics just use the term “ Resource-Based View 

(RBV)” and regard it as a potential theory (Barney, 2001; Collis, 1991; Mahoney and 
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Pandian, 1992; Michalisin et al., 1997; Miller and Shamsie, 1996; Pettus, 2001; Priem 

and Bulter, 2001) arguing that many RBV studies are not empirically grounded 

(Conner, 1991; Das and Teng, 2000; Grant, 1991; Peteraf, 1993).  

 

However, there are some empirical studies that constitute direct tests of the resource-

based theory (Barney, 2001). For example, the performance of property-based and 

knowledge-based resources in changing and stable environments was empirically tested 

and their results supported resource-based view of the firm (Miller and Shamsie, 1996). 

On the other hand, some researchers used those two terms “View” and “Theory” 

interchangeably (Moon, 1997). Since there is very limited application and empirical 

studies of RBV in export literature, this study uses the term “Resource-Based View 

(RBV)” to be conservative. 

 

The RBV is often used and applied in combination with other theories. For example, 

transaction cost economics and internationalisation theory complemented the resource-

based view in determining foreign entry mode (Pak, 2000). In addition, the resource-

based view is applied to explain the internal forces while industrial organisation-based 

theory is adopted to discuss external forces of the firm (Myers, 1997).  

 

The RBV was often applied to explain the growth and diversification of firms 

(Andersen and Kheam, 1998; Mahoney and Pandian, 1992; Pettus, 2001). For example, 

the resource-based view is concerned with the rate, direction and performance 

implications of diversification strategy that are areas of considerable focus in the 

strategy field (Mahoney and Pandian, 1992). A firm may achieve advantages not 

because it has better resources but rather the firm‟s distinctive competence involves 

making better use of its resources.  

 

The resource-based view in strategic management literature is frequently linked with 

competitive advantage (Barney, 1991; Grant, 1991; Hall, 1993; Michalisin et al., 1997; 

Peteraf, 1993) but not with performance. Although resource-based view scholars believe 

that resources are the main drivers of firm performance and assert that ownership or 

control of strategic assets determine which firms earn superior profits and which firms 

do not, there is little empirical research to support the premise (Michalisin et al., 1997). 

In addition, little effort has been made to develop the practical implications of the 

resource-based view (Grant, 1991). 
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The resource-based approach to strategy is concerned not only with the deployment of 

existing resources, but also with the development of the firm‟s resource base (Grant, 

1991) since the strategy is constrained by, and dependent on, the current level of 

resources (Collis, 1991). Thus, the sequential development of resources and capabilities 

can make a firm‟s advantage inimitable (Pettus, 2001). Consequently, it is likely to 

improve the firm‟s performance. 

 

Although it is understood that the resource-based view focusses internally on the firm 

and its resources (Jarema, 1996), a fundamental idea in the resource-based view is that a 

firm must continually enhance its resources and capabilities to take advantage of 

changing conditions (Pettus, 2001). A firm can change to acquire new competencies that 

can shift the competitive environment in its favor (Pettus, 2001).  

 

 

2.2.2 Classifications based on RBV 

 

The strategic management literature provides different classifications of resources. 

Some empirical studies used simple classifications such as tangible and intangible 

resources (Michalisin et al., 1997). The resource-based advantage is driven by 

intangible resources such as organisational culture, employee know-how and social 

relationship (Michalisin et al., 1997). Human resources, technological resources, 

reputation and organisational assets are also categorized as intangible resources 

(Andersen and Kheam, 1998). On the other hand, Penrose (1959) claimed that the firm 

is a collection of productive resources: physical and human resources. However, 

physical, tangible resources are not necessarily rare resources because they are often 

purchasable on the open market (Michalisin et al., 1997). Thus, intangible resources 

receive more attention from researchers as they are difficult to imitate (Hall, 1993; 

Michalisin et al., 1997; Miller and Shamsie, 1996). For instance, some empirical studies 

classified two resource types, namely, property-based and knowledge-based based on 

inimitability of resources (Das and Teng, 2000; Miller and Shamsie, 1996). 

 

In a similar vein, Chatterjee and Wernerfelt (1991) classify resources into three 

categories: physical, intangible and financial resources. Grant (1991) categorized 
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resources into six classes: financial resources, physical resources, human resources, 

technological resources, reputation and organisational resources. Hall (1993) classifies 

intangible resources as either assets or competencies. Information-based capabilities 

also represent invisible assets of firms (Andersen and Kheam, 1998). Guillen (2000)  

suggested that entrepreneurs and firms need to gain access to three types of resources 

when entering an industry and they are 1) input such as labor, capital, and raw 

materials; 2) process-related knowledge, including technology and operational know-

how; and 3) markets, including distribution channels and contracts with foreign and 

domestic customers.  

 

Due to the wide range of applications of the resource-based view, the boundaries 

between the concepts of resources, skills and capabilities are not clear (Andersen and 

Kheam, 1998). Thus, firm resources‟ categories are made up of a combination of 

classifications in the above mentioned studies. Table 2.1 summarises the classification 

of resources that could have positive relationships with export performance. 
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Table 2.1 Classification of Firm Resources 

 

Author (s) /year Resource-based categories 

Barney (1991) Physical resources (availability and access to raw 

material resources, plants, equipments and geographic 

location, physical technology) 

Guillen (2000) and  

Westhead et al., (2001) 

Financial resources (availability of initial capital and 

ability to acquire financial capital) 

Barney (1991), Michalisin 

et al., (1997) and  Peng and 

York (2001) 

Human resources (employees know-how in export 

business, training, international knowledge and  

experience, judgment, intelligence, relationships and 

insights of individual managers and workers in a firm) 

Andersen and Kheam 

(1998), Conner (1991) , 

Guillen (2000) and Rangone 

(1999) 

Technological resources (technology know-how, 

research and development and innovation capability) 

Andersen and Kheam 

(1998), Collis (1991), 

Guillen (2000) , Hall 

(1992), Hall (1993), 

Michalisin et al, (1997; 

Rangone, 1999) 

Organisational capabilities (the acquisition of 

information, intellectual property, contacts with foreign 

customers, reputation, organisational structure, culture, 

and organisational networks) 

Katsikeas et al., (1996) and 

Rangone (1999) 

Marketing capabilities (familiarity with customer 

requirements and characteristics in export market, 

familiarity with local business conditions, language and  

culture in the export market, necessary knowledge and 

skills to promote the product in the export market)    

Andersen and Kheam 

(1998), Katsikeas et al., 

(1996), Madsen (1989) 

 

Production capabilities (conformity to the product 

specifications in overseas market, quality control process, 

superior product quality and advanced production 

equipment and new product development capabilities) 
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2.2.3 The effect of firm resources on export performance 

 

The following comprehensive classification is developed based on the resource-based 

literature. In the following propositions after each classification, the firm refers to the 

SME in Thailand. 

 

Physical resources 

 

Physical resources refer to the physical technology used in a firm, plants and equipment, 

its geographic location and its access to raw materials (Barney, 1991). Although 

physical resources such as proprietary process and equipment may be imitated in the 

long term (Schroeder, Bates and Junttila, 2002), continuous development and 

improvement of resources and capabilities could help the firm to maintain its 

competitive advantage. Moreover, superior export performance is linked to advantages 

in physical resources (Piercy, Kaleka and Katsikeas, 1998). Therefore, the following 

proposition has been developed.  

 

P1a: There is a positive relationship between the firm’s physical resources and its 

export performance. 

 

Financial resources 

 

Firms need to gain access to one of the important resources, capital input, in entering an 

industry (Guillen, 2000). The availability of capital and ability to acquire financial 

capital allows the firm to overcome problems and to pursue a broader range of activities 

(Westhead et al., 2001). It was found that the amount of capital contributed a positive 

association with marginal survival and growth (Cooper, Gimeno-Gascon and Woo, 

1994) as financial resources are basic requirements to implement business operations. 

Moreover, adequate financial resources are positively associated with high level of 

performance (Piercy et al., 1998). This leads to the following proposition. For the 

purpose of this study, a firm‟s financial resources refer to its initial capital and its ability 

to acquire financial capital. 

 

P1b: There is a positive relationship between the firm’s financial resources and its 

export performance. 
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Human resources 

 

Despite the fact that the role of human resource management is an internal determinant 

of export performance, it has not been explicitly examined in the literature (Gomez-

Mejia, 1988). Human capital resources refers to the training, experience, judgment, 

intelligence, relationships, and insight of individual managers and workers in the firm 

(Barney, 1991; Camelo-Ordaz et al., 2003).  

 

RBV suggests that human knowledge and skills are the most important resources to 

many business operations (Wang and Olsen, 2002). The firm may make better use of 

human capital by correctly assigning workers to where they have higher productivity in 

the organisation (Mahoney and Pandian, 1992). It was also found that know-how of 

managers and non-managers had a positive and significant effect on firms‟ performance 

(Michalisin, Kline and Smith, 2000). Human resources in this study focus on managers 

rather than employees since the availability of educated and experienced individuals 

(especially decision- makers with a wide variety of skills and networks) is regarded as a 

key factor influencing business survival and development (Bjerke, 2000; Westhead et 

al., 2001).  

 

There are a considerable number of studies that demonstrate the importance of 

managers‟ perception and attitudes toward exporting (Aaby and Slater, 1989; Donthu 

and Kim, 1993; Walters and Samiee, 1990). For example, managers‟ attitude towards 

exporting is positively related to export performance (Donthu and Kim, 1993). In 

addition, managers‟ perception of the relative advantage of exporting with less 

complexity is a significant indicator of firm export performance (Aaby and Slater, 

1989). Successful exporters are found to be less concerned about the importance of 

export obstacles such as strength of international competition and internal obstacles 

(Christensen, da Rocha and Gertner, 1987). Alternatively, perception of exporting 

problems such as information/communication with export markets is inversely related to 

export performance (Katsikeas et al., 1996). 

 

Furthermore, perceived importance of exporting had the strongest relationship with 

export intensity (Walters and Samiee, 1990). It was also found that the decision makers 

who considered exporting as a major daily task achieved better performance (Kaynak 

and Kuan, 1993). Moreover, firms with decision makers who considered exporting as a 
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profitable business enjoyed a high level of export profitability and more favourable 

managers‟ perception of profit expectation were more likely to generate higher 

percentage of export sales (Cavusgil, 1984; Kaynak and Kuan, 1993).  

 

Management support was mainly indicated by the export commitment of top 

management (Madsen, 1987) and  top management commitment and effort were found 

to be crucial factors that contributed to export success (Kirpalani and Macintosh, 1980). 

Thus, top management support and export commitment were inseparable. Generally, 

most studies revealed that management or export commitment was a major determinant 

of export performance (Atuahene-Gima, 1995; Cavusgil and Zou, 1994; Dominguez and 

Sequeira, 1993; Nakos, Brouthers and Brouthers, 1998). Sixteen out of 27 studies 

reviewed by Chetty and Hamilton (1993) also indicated that there was a positive and 

significant relationship between management commitment and export performance. 

 

Even though the impact of export commitment on export performance appeared to be 

consistent, sometimes the performance of export venture might depend on the country 

selected. For example, a positive and significant relationship between exporters‟ 

commitment to its distributors and the export performance was found in the UK while 

no association appeared to occur in Australia (Styles and Ambler, 2000). Therefore, 

although management support for export activities was often strongly associated with 

export performance, the direction of causality was difficult to determine (Madsen, 

1987). 

 

Export motives of managers also played an important role in explaining export 

behaviour and export performance in past studies (Baldauf, Cravens and Wagner, 2000; 

Katsikeas and Piercy, 1993; Katsikeas et al., 1996; Luz, 1993; Tesar and Moini, 1998). 

It was learned that export motives tended to vary according to the economic 

development of the country. For example, Korean exporting firms (from an emerging 

country) had stronger motives and expected to gain more from exporting compared to 

the US, an established industrialized country (Raymond et al., 2001). It was also found 

that Korean export firms had greater growth expectation than US firms (Raymond et al., 

2001). One of the most common export motivators for Thai small exporting firms is 

management‟s desire to pursue growth (Koh, Chow and Smittivate, 1993). 
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Regarding the age of managers, firms with young managers were likely to enjoy high 

export sales (Kaynak and Kuan, 1993) and high export profitability (Kaynak and Kuan, 

1993). On the other hand, Nakos et al. (1998) found that the age of managers had no 

significant relationship with percentage of export sales generated by firms but had a 

significant and negative relationship with the profitability measures. 

 

Educational level of managers has also been found to contribute towards export 

performance (Koh, 1991; Nakos et al., 1998). It was strongly supported that exporters 

that employed executives with formal training enjoyed higher export growth than 

exporters that did not (Luz, 1993). However, Axinn (1988) argued that educational level 

did not seem to have an effect on percentage of export sales. Kaynak and Kuan (1993) 

also found that the domestic education of managers had a negative relationship with 

export profitability. Similarly, Holzmüller and Kasper (1991) revealed there to be a 

weak effect of the level of education on export performance. Briefly stated, the export 

literature review provides inconsistent findings regarding the impact of manager‟s age 

and level of education. 

 

Managers‟ international experience and knowledge through either extensive travel or 

expatriate experience certainly contributes to more successful exporting and higher sales 

volume (da Rocha, Christensen and Cunha, 1990; Kaynak and Kuan, 1993). A positive 

relation was found between the percentage of a firm‟s managers with overseas work 

experience and firm export performance (Axinn, 1988). It was also supported that 

international experienced managers also contributed to high levels of export 

performance (Nakos et al., 1998). Similar findings across different studies have 

highlighted the importance of manager‟s export experience in export success. 

 

Regarding the managers‟ fluency of foreign language, firms with managers who have a 

good command of foreign languages tend to have higher export performance (Kaynak 

and Kuan, 1993; Nakos et al., 1998; Schlegelmilch and Crook, 1988). However, Kaynak 

and Kuan (1993) found that no significant relationship was found between managers‟ 

fluency of foreign language and export performance. Holzmüller and Kasper (1991)‟s 

finding also indicated that there was only a low effect of foreign language 

comprehension and export performance. Hence, a solid conclusion could not be made. 
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It was also supported that human capital such as international work experience, 

international business education and personal network relationships are positively 

associated with the internationalisation of SMEs (Manolova, Brush, Edelman and 

Greene, 2002). The manager‟s international experience, competence and commitment to 

a particular export venture contribute to export performance (Cavusgil and Zou, 1994). 

 

In conclusion, the export literature on manager‟s characteristics suggested that 

managers play an important role but conclusive findings have not yet been reached due 

to the various measures of export performance, diverse industry settings and different 

market contexts (Appendix 2.6 and 2.7).  

 

For the purpose of this study, human resources refers to the manager‟s level of 

education, experience and knowledge in international business, exporting know-how 

and the network relationship that are an integral part of firm‟s human resources. This 

study examines how these valuable human resources, in other words, managerial 

characteristics, contribute to export performance in the Asian context. 

 

 

P1c: There is a positive relationship between the firm’s human resources and its 

export performance. 

 

 

Technological resources 

 

Process-related knowledge such as technology and operational know-how are important 

firm resources (Guillen, 2000). A high technological intensity was indicated by a high 

research and development expenditure and technology know-how (Dhanaraj and 

Beamish, 2003). Evidence on the effect of technology intensity on export performance 

was mixed (see Appendix 2.13). For example, technology content of product did not 

exhibit any direct relation with export performance (Kirpalani and Macintosh, 1980; 

Madsen, 1987; Madsen, 1989). On the other hand, some studies indicated a positive 

relationship between technology intensity of product and export performance (Cavusgil 

and Zou, 1994; Holzmüller and Kasper, 1991; Walters and Samiee, 1990) while others a 

negative association (Kaynak and Kuan, 1993). Therefore, the role of technological 

resources in export performance has not been clearly demonstrated. However, it was 
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claimed that firms with high technology competencies perform better at exporting 

(Chetty and Hamilton, 1993) and the intensity of research and development is a 

prominent export success factor (Gemünden, 1991; Kotabe, Srinivasan and Aulakh, 

2002). Thus, it is worth investigating how technological resources influence export 

performance of SMEs in the Thai context. For this study, a firm‟s technological 

resources refer to technological know-how, research and development, and knowledge 

of production process. 

 

P1d: There is a positive relationship between the firm’s technological resources 

and its export performance. 

 

 

Organisational capabilities 

  

Intangible resources such as reputation of firms, products and services and 

organisational culture are positively associated with future performance (Michalisin et 

al., 2000). Intangible resources and capabilities such as close relationships with 

customers, close cooperation among managers and a sense of loyalty to the firm are 

productive assets that are difficult to observe, describe and value but that can have a 

significant impact on a firm‟s performance (Barney, 2002). 

 

One aspect of organisational capabilities that has been researched in the export literature 

is organisational structure (see Appendix 2.4). It is assumed that organisations with 

efficient and effective structures are able to achieve consistent performance. According 

to Leonidou et al. (1998), one of the important (yet largely neglected) factors in the 

export literature is organisational structure. Empirical studies suggested that firms with 

flatter organisational structures delegate more responsibility to lower hierarchical levels 

and seem to improve their export performance (Christensen et al., 1987; Kaynak and 

Kuan, 1993). Good organisational structure could enhance the firm‟s ability to manage 

change and team working abilities, both of which are an important part of organisational 

resources (Hall, 1993). 

 

Another aspect of organisational capabilities that has been extensively researched is that 

of information usage and marketing research (see Appendix 2.5). Acquisition of useful 

information about customers and export markets are important sources of firm 
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intangible resources (Hall, 1993; Michalisin et al., 1997) and fundamental to successful 

foreign market expansion, particularly for resource-constrained SMEs (Liesch and 

Knight, 1999).  

 

Nevertheless, exporters rarely selected foreign markets abroad based on systematic 

market research. Instead, awareness of foreign market opportunities is commonly 

acquired through social contact linking decision makers with others abroad (Ellis, 2000; 

Ellis and Pecotich, 2001; Leonidou and Adams-Florou, 1999). Hence, personal visits to 

foreign markets are important for gathering export information (Reid, 1984). The same 

is also true in Thailand as the study found that 82% of international market research was 

obtained through personal visits to foreign markets and all responding firms in the Thai 

study agreed that international marketing research is important (Koh et al., 1993). 

Moreover, a review of 50 studies conducted in 18 countries concluded that export-

oriented information activities had a positive relationship with export success 

(Gemünden, 1991).  

 

Overall company reputation, meeting delivery dates, personal contact with 

intermediaries, and matching customer specifications to their satisfaction are top 

success factors for exporters (Katsikeas et al., 1996; Styles and Ambler, 1994). The 

intangible organisational assets that could be protected by law include intellectual 

property rights of patents, trade marks, copyright and registered designs as well as 

contracts, trade secrets and data bases (Hall, 1993). However, some intangible assets 

such as organisational networks, reputation of product and company, information in the 

public domain could not be protected by law (Hall, 1993). Nevertheless, differential 

endowment of organisational capabilities is an important determinant of firm strategy 

and performance (Liesch and Knight, 1999). Therefore, it can be expected that 

organisational capabilities have a positive relationship on export performance. This 

leads to the following proposition. For this study, a firm‟s organisational capabilities 

refer to its adequate information about the export market, intellectual property rights, 

reputation, good relationships with suppliers, intermediaries, and employees and its 

ability to manage change and to work as a team. 

 

P1e: There is a positive relationship between the firm’s organisational capabilities 

and its export performance. 
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Marketing capabilities 

 

The export literature suggested that exporting firms seeking opportunities in the world 

market should develop their own marketing capabilities (Haar and Ortiz-Buonafina, 

1995). There are different definitions for marketing capabilities (Weerawardena, 2003). 

For example, marketing capability refers to the quality of the firm‟s customer service, 

advertising effectiveness, quality of sales force, strength of distributor networks, market 

research abilities, speed of new product introduction and ability for product 

differentiation products (Weerawardena, 2003). On the other hand, marketing capability 

is simply defined as a company‟s ability to market and sell its products effectively and 

efficiently (Rangone, 1999). The second definition is used for this study which 

differentiates between production and marketing capabilities. 

 

The previous empirical studies found that marketing capability in terms of a firm‟s 

export knowledge and expertise were found to be directly responsible for export 

profitability (Pope, 2002; Wang and Olsen, 2002). Moreover, export market/marketing 

knowledge, promotional efforts and assessment of export market developments are 

found to have a positive relationship with export performance (Katsikeas et al., 1996).  

 

One particular aspect of marketing capabilities that has been extensively researched is a 

firm‟s export experience and its relationship to export performance (see Appendix 2.3). 

In export literature, successful export marketing management was facilitated by export 

experience in general and to an even larger extent by country-specific export experience 

(Madsen, 1989).  

 

In a review of 17 empirical studies, Madsen (1987) concluded that there was support for 

the positive impact of export experience on the firms‟ export performance, particularly 

in export sales. Similarly, firms that were internationally active for a longer time span 

displayed higher export intensity (Baldauf et al., 2000). Atuahene-Gima (1995) and 

Kirpalani and Macintosh (1980) also found that international market experience has a 

strong impact on export performance.  

 

Research has also found negative associations between export experience of firms and 

export profitability (Kaynak and Kuan, 1993). Firms that had fewer than ten years of 

international experience were more flexible in performing their marketing, 
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manufacturing and financial activities which in turn contributed to export success (Li 

and Ogunmokun, 2000). It was assumed that younger firms which were not pre-

occupied with export know-how are more likely to adapt to and succeed in turbulent 

export environments. Similarly, it was found that the length of export experience was 

negatively correlated with favourable export performance (Naidu and Prasad, 1994).  

 

There are often mixed findings regarding firm‟s export experience on export 

performance depending on different export markets (US versus Korea) and the export 

measures used (profit versus sales) (Raymond et al., 2001). Nevertheless, previous 

studies have clearly indicated the importance of export experience to export 

performance (see Appendix 2.3). Export experience is part of a firm‟s intangible 

resources as it enhances familiarity with export markets, thus broadening the marketing 

capabilities. Therefore, it can be expected that marketing capabilities have a positive 

relationship with export performance and leads to the following proposition. For the 

purpose of this study, a firm‟s marketing capabilities refer to a company‟s ability to 

market and sell its products effectively and efficiently. It is measured in terms of a 

firm‟s familiarity with customers, local market conditions, and its necessary knowledge 

and skills to promote the product in the export market. 

 

P1f: There is a positive relationship between the firm’s marketing capabilities and 

its export performance. 

 

 

Production capabilities 

 

Previous studies have strongly argued that production capabilities such as acquisition of 

appropriate production equipment and proprietary process are an important contribution 

to firm performance (Schroeder et al., 2002). Production capabilities are often measured 

in terms of superior technology of products, new product development capabilities, 

superior product quality, warranty and service arrangements and the use of advanced 

production equipment (Andersen and Kheam, 1998; Katsikeas and Morgan, 1994).  

 

A review of previous studies concluded that product strength (which was measured in 

terms of product uniqueness, product quality, design, before and after sales service) had 

a positive relationship with export performance (Madsen, 1987; Pope, 2002). 
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Conformity to specification is also identified as an important production capability in 

the literature (Rangone, 1999). In addition, possessing product quality was a distinctive 

characteristic of successful exporters (Bilkey, 1987a; Christensen et al., 1987; Louter, 

Ouwerkerk and Bakker, 1991). Furthermore, it was stressed that successful exporters in 

general had stronger quality control departments (Christensen et al., 1987).  

 

Moreover, new product development skills, improvement and modification to existing 

products, adoption of new products and ideas in the production or manufacturing 

process are associated with a high level of export performance (Piercy et al., 1998). 

Previous studies conducted in the Western countries consistently indicated the 

importance of production capabilities to export performance and the same could be true 

for manufacturing exporters in Thailand. Thus, the following proposition has been 

developed. For the purpose of this study, a firm‟s production capabilities are measured 

in terms of its conformity to the customer‟s product specification, quality control 

process, superior product quality and possession of advanced production equipment. 

 

P1g: There is a positive relationship between the firm’s production capabilities and 

its export performance. 

 

 

Hence, the resource-based literature indicates that the availability of resources is 

important to gain competitive advantage and affects firm performance. However, most 

studies do not include a comprehensive classification of resources. Thus, it is crucial to 

highlight the applicability of resource-based view in explaining export performance. 

Figure 2.2 shows a partial model that presents the relationships of firm resources and 

export performance and the full model is pulled together in the summary Figure 2.8. 
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2.2.4 The effect of intermediary resources on export performance 

 

The export literature suggests that export intermediaries play an important role in the 

marketing of many manufacturers‟ goods in export markets (Munro and Beamish, 1987; 

Rosson and Ford, 1982). Exporters seek to gain access to valuable assets and resources 

of intermediaries such as their market knowledge, skills and networks (Wilkinson and 

Nguyen, 2003). The value, uniqueness, and difficulty of imitating resources and 

capabilities provide a rationale for the existence of export intermediaries (Peng and 

Ilinitch, 1998). Small and medium sized exporters who lack necessary skills in 

operations, financial resources and international marketing experience tend to depend 

on export intermediaries, making them particularly important for SMEs (Ford and 

Rosson, 1982; Peng and Ilinitch, 1998; Rosson, 1987). Even some large firms which are 

unwilling to commit to a certain market rely on export intermediaries (Peng and York, 

2001). Hence, in order to achieve their full potential, exporters must pay special 

attention to the distinctive competencies of intermediaries (Ling-yee and Ogunmokun, 

2001). 

 

However, although the majority of world trade is handled through independent 

intermediaries (Mortanges and Vossen, 1999), most studies examined only the 

characteristics associated with exporters, and consequently, export intermediaries have 

become a missing link in export literature (Peng and Ilinitch, 1998). Less research 

attention has been devoted to export intermediaries due to the shift toward the 

management of multinationals, the difficulty of obtaining data on intermediaries, and 

lack of conceptual framework (Peng and Ilinitch, 1998). Therefore, the resource-based 

perspectives are undertaken to examine how export intermediary resources contribute to 

export success.  

 

Types of export intermediaries 

 

There are two main international channel choices; integrated channel and independent 

channel (Ramaseshan and Patton, 1994). An integrated channel refers to distribution via 

a company-owned distribution channel while distribution via independent channel is 

known as an independent channel (Anderson and Coughlan, 1987). Integrated channels 

are likely to be pursued when substantial transaction-specific assets are available 
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(Anderson and Coughlan, 1987). In addition, integrated channels have full control over 

distribution activities and they ensure that services will be performed to satisfy the 

customers (Ramaseshan and Patton, 1994).  

 

On the other hand, an independent channel enables the exporters to tap the benefits of a 

distribution specialist but it provides limited control over its international distribution 

channel and has no link with the end users (Ramaseshan and Patton, 1994; Root, 1994). 

Thus, an independent distribution channel limits the extent of learning about target 

markets and their complexities (Shipley, Cook and Barnett, 1989). 

 

In addition, many studies classify the independent channel in terms of direct exporting 

and indirect exporting (Root, 1994; Young et al., 1989). The key distinction among 

these entry modes is the presence or absence of independent export agencies located in 

the home country (Root, 1994).  

 

Exporting through domestic-based intermediaries is known as indirect exporting as 

exporters do not undertake exporting on their own and have only a marginal role in 

exporting their products (Root, 1994; Seyoum, 2000; Young et al., 1989). Indirect 

exporting is most suitable for a firm that wishes to enter a foreign market for the first 

time (Root, 1994) as it offers many advantages for companies that lack resources and 

foreign market knowledge (Cateora, 1996). Export Management Companies (EMC), 

trading companies, manufacturer‟s export agents and buying offices are examples of 

domestic-based intermediaries (Cateora, 1996). 

 

Direct exporting is pursued by first establishing contacts with foreign-based 

intermediaries (Root, 1994). Direct exporting results when the manufacturer performs 

the bulk of the export channel functions itself through its own export department or 

sales subsidiaries in foreign target market (Chan, 1992; Walsh, 1993). Direct exporting 

requires the exporters to handle most of the exporting procedures within the 

organisation including market contact, export documentation preparation and 

arrangement (Chung, 2001). International marketers seeking greater control over the 

distribution process tend to deal directly with foreign-based intermediaries due to its 

advantage of shorter channels and their presence in the foreign market (Cateora, 1996). 

Manufacturer‟s representatives, foreign-based distributors, brokers and import jobbers 

are examples of foreign-based intermediaries (Cateora, 1996). 
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Moreover, the entry mode determines the degree of a company‟s control over the 

marketing program in the target country (Root, 1994). For example, although indirect 

exporting gives the manufacturers immediate access to foreign markets through the 

marketing networks of export management companies (EMCs) and other export 

intermediaries, the manufacturers lack control over their foreign sales (Root, 1988; 

Root, 1994). In some cases, exporters using independent distributors experience great 

difficulty in controlling them (Albaum, Strandskov, Duerr and Dowd, 1989). 

 

In the study of SMEs, it was found that smaller firms tended to rely on the indirect 

exporting and larger firms pursued the multiple use of indirect and direct method (Chan, 

1992). Many exporters, particularly the large exporters, may pursue different 

combinations of the features of the direct and indirect distribution systems (Chan, 1992; 

Ramaseshan and Patton, 1994). Based on previous discussion, the differences between 

direct and indirect exporting could be summarised as follows and will be discussed in 

more detail in later section.. 

 

Table 2.2 Differences between Direct and Indirect Exporting 

 

                                                                            Type of exporting 

                                                            Direct   Exporting         Indirect Exporting 

Intermediary-based   Foreign  Domestic 

Exporters‟ involvement  Active Marginal 

Suitability Large firms SMEs 

Degree of Control High Low 

Type of intermediaries Manufacturer‟s 

representatives, foreign-

based distributors, brokers, 

import jobbers 

Export Management 

Companies (EMC), 

trading companies, 

manufacturer‟s export 

agents and buying offices 

Resource availability  High Low 

 

 

 

There are two main types of export intermediaries: agents and distributors. Agents do 

not take title to the goods and are paid on a commission basis while distributors accept 

the risks involved in the purchase of the product and take the responsibilities for sales in 
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the market (Young et al., 1989). Studies in export literature mostly investigated the role 

of foreign distributors (Bello, Chelariu and Zhang, 2003; Ford and Rosson, 1982; 

Leonidou and Kaleka, 1998; Piercy, Katsikeas and Cravens, 1997). However, this study 

emphasises on both distributors and agents and similar to the study of Solberg and Nes 

(2002), the term, “export intermediaries” which refers to both agents and distributors is 

used in this study. Export intermediaries are defined as specialized service firms that 

connect domestic producers and foreign customers by adding value to the export 

process (Peng and Ilinitch, 1998). Export intermediaries are usually involved in two 

main types of export entry mode, indirect and direct exporting methods. 

 

Export Entry Mode 

 

While choosing export intermediaries, an SME should consider the export entry mode it 

pursues. Many studies have investigated the factors that affect the choice of export entry 

mode. For example, transaction specificity of assets, product differentiation, and the 

existing distribution channel could discriminate between the use of integrated channel 

and independent channel (Anderson and Coughlan, 1987). In addition, ownership 

advantages (such as firm size, experience, ability to develop differentiated products), 

geographical location advantages (such as market potential, investment risk) and 

internalization advantage (such as contractual risk) affected the choice of entry mode 

(Agarwal and Ramaswami, 1992). Moreover, the use of independent intermediaries 

tends to be influenced by the length of international business experience, number of 

foreign countries served and the number of product lines introduced (Kwon and Hu, 

2001).  

 

Moreover, studies that investigated the impact of export entry mode in relation to 

performance resulted in mixed findings. For example, it was suggested that selling 

directly to an end user and exporting through a firm‟s own export department/unit 

enhanced its export profitability (Beamish, Craig and McLellan, 1993; Koh and 

Robicheaux, 1988) and achieved higher degree of strategic goal (Solberg and Nes, 

2002). On the other hand, successful exporters used more intermediaries (such as 

trading companies) than unsuccessful exporters (Christensen et al., 1987). Similarly, it 

was found that firms with high export intensity tended to use independent channels 

rather than integrated channels (Ramaseshan and Patton, 1994).  
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As mentioned in the export literature, the determinants of export performance are 

mainly focussed on the manufacturer‟s characteristics, types of entry mode, marketing 

strategy, managerial characteristics and external environments. Hence, it is very crucial 

to consider both sides of the international trading partnerships (Katsikeas and Piercy, 

1991) for the following reasons: firstly, trading partners (manufacturers and 

intermediaries) are interdependent on each other (Bello et al., 2003); secondly, small 

and medium manufacturers tend to rely on export intermediaries (Moen, 2000a) and 

hence, require commitments of intermediaries who possess superior distributing 

capabilities (Li, 2003); and finally, limited empirical studies have been conducted on the 

intermediary side of the international exchange process (Skarmeas and Katsikeas, 

2001). 

 

Although previous studies indicated that the choice of export intermediaries and entry 

mode are important to export performance, there are few or possibly no studies that 

examine the availability of export intermediaries‟ resources and capabilities and their 

impact on export performance. Hence, intangible resources of export intermediaries 

such as their network relationships, cooperation, market knowledge, export experience 

and export capabilities require special attention. Certain characteristics of export 

intermediaries, as assessed by manufacturers, are trading areas covered, size of 

intermediaries, intermediaries‟ experience, quality of sales force, knowledge and use of 

promotion, reputation of intermediaries, their market knowledge and willingness to 

cooperate with manufacturers (Young et al., 1989). Hard-to-imitate resources such as 

export knowledge, financial abilities, existing in-market relationships appear to be key 

factors behind export intermediary success, although developing such resources takes a 

long time (Peng and York, 2001). Together with the characteristics of export 

intermediaries, their relationships with manufacturing firms should be observed. 

 

 

Relationship between export intermediaries and manufacturers 

 

Recently, the subject of relationship marketing has received growing attention from the 

researchers. Many studies highlight the importance of relationship marketing in today‟s 

business world (Chetty and Holm, 2000; Ellis, 2000; Ellis and Pecotich, 2001; Reid, 

1984; Styles and Ambler, 2000). Relationship marketing refers to “all marketing 

activities directed toward establishing, developing and maintaining successful relational 
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exchanges” (Morgan and Hunt, 1994). There is a growing body of literature supporting 

the association between export performance and the nature of the relationships between 

the manufacturing exporter and its intermediaries (Ellis, 2000). For example, it was 

found that relationship marketing, especially long term relationship commitment 

between exporter and intermediaries, has positive and significant relationship with 

export performance of UK exporters (Styles and Ambler, 2000).  

 

Many studies on export intermediaries focussed on the relationship between 

manufacturers and intermediaries (Rosson and Ford, 1982; Skarmeas and Katsikeas, 

2001) as good manufacturer/intermediaries relationships are important to business 

performance (Ambler, Styles and Xiucun, 1999; Styles and Ambler, 1994). Firms‟ skills 

in building and managing distribution channel and dealer networks form the basis of a 

potentially important core competence (Markides and Williamson, 1996). Although 

most of the above mentioned literature were conducted within a Western context, it is 

quite consistent with Asian values. For instance, Thai managers invest a great deal of 

time and effort to maintain a good relationship with trading partners, and they prefer to 

do business with export intermediaries who commit time to cultivate the relationships 

(Itthiopassagul and Blois, 2000).  

 

Social ties are likely to be more relevant when conducting business in developing 

countries (Ellis, 2000). Relationship building and trust were more important in 

Southeast Asia than in Western countries (Chetty and Holm, 2000). In addition, 

personal visits to foreign markets are an important source to gather export information 

(Reid, 1984) and personal contacts and close relationships with foreign customers (i.e. 

intermediaries) enhanced the firm‟s capability for careful planning and control of export 

activity which in turn affected export performance (Madsen, 1989). However, the prior 

existence of channel relationships does not necessarily mean the presence of relational 

exchanges because often, the manufacturers tend to reduce costs at the expense of 

effective interfirm coordination (Frazier and Antia, 1995). 

 

Interfirm coordination could result in maintaining ongoing distribution arrangements in 

the export market and is positively linked to export performance (Beamish et al., 1993 ; 

Lye, 1998). Moreover, export intermediaries‟ networks are found to be positively 

associated with export performance (Katsikeas et al., 1996 ; Peng and York, 2001). 

Furthermore, a strong association was found between export performance and 
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relationship developed between manufacturers and oversea distributors (Piercy et al., 

1997; Rosson and Ford, 1982; Yeoh and Jeong, 1995) leading to the following 

proposition. In this proposition and others, manufacturing firms refers to SMEs in 

Thailand and export intermediaries‟ intangible resources refers to the perception of 

export managers of manufacturing SMEs on the availability of export intermediaries‟ 

resources. 

 

P2a: Good relationship between export intermediaries and manufacturing firms 

has a positive relationship with the export performance of the manufacturing 

firms. 

 

 

Cooperation between export intermediaries and manufacturers 

 

As channel cooperation leads to better export performance (Leonidou and Kaleka, 

1998), the channel cooperation between exporters and export intermediaries is 

considered very important (Ling-yee and Ogunmokun, 2001). Substantial cooperation 

between exporters and overseas distributors involves considerable information exchange 

(Ling-yee and Ogunmokun, 2001). Moreover, export intermediaries who were active in 

formulating and coordinating the firm‟s marketing plan tended to improve export 

performance (Munro and Beamish, 1987). There is strong evidence that channel 

cooperation enhances a firm‟s success (Hillebrand and Biemans, 2003; Hunt, Ray and 

Wood, 1985) and exerts a positive effect on export performance (Ambler et al., 1999).  

 

P2b: Cooperation undertaken between export intermediaries and manufacturing 

firms has a positive relationship with the export performance of the manufacturing 

firms. 

 

 

Knowledge shown by export intermediaries 

 

Superior know-how by export intermediaries is regarded as an intangible resource (Hall, 

1993; Michalisin et al., 1997). For example, export intermediaries with extensive 

knowledge about foreign markets and export process, their long-standing connection 

and networks within those markets are regarded as intangible resources that could not 
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be easily replicated (Peng and Ilinitch, 1998). These intangible resources are regarded as 

highly important criteria in choosing export intermediaries from the perspective of 

manufacturers (Shipley et al., 1989). The reason behind this might be the fact that 

export intermediaries with foreign market knowledge and developed export processes 

are positively associated with the intermediary‟s export performance (Peng and Ilinitch, 

1998; Peng and York, 2001). Moreover, it is more effective for manufacturers to 

manage the export intermediaries with market knowledge and experience (Mortanges 

and Vossen, 1999) and it is likely to achieve high export performance. Thus, the 

following proposition has been developed. 

 

P2c: Knowledge displayed by export intermediaries has a positive relationship 

with the export performance of the manufacturing firms. 

 

 

Export capabilities displayed by export intermediaries 

 

Export intermediaries‟ export capabilities are important for successful business 

operations for export intermediaries as well as exporters. For example, their ability to 

handle export negotiation with foreign customers, their marketing management 

expertise and good reputation in foreign market are important selection criteria for 

manufacturers/exporters (Toyne and Walters, 1993). In addition, export intermediaries 

must be financially sound and should have financial strength such as credit standing and 

a consistent cash flow position to perform their functions (Jain, 1989). Moreover, export 

intermediaries endowed with financial resources can take title of the goods and hence, 

reduce manufacturer‟s risk (Peng and York, 2001). Consequently, the intermediary‟s 

ability to take title of goods and its involvement with products enhance export 

performance (Peng and York, 2001).  

 

P2d: Export capabilities displayed by export intermediaries have a positive 

relationship with the export performance of manufacturing firms. 

 

 

Overall, previous studies clearly indicated that the importance of intangible resources 

possessed by export intermediaries must be considered as important factors that affect 

export performance. Thus, this study investigates the role and effect of export 

intermediaries in determining the manufacturer‟s export performance. Figure 2.3 shows 
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a partial model that presents the relationships of intermediary resources and export 

performance and the full model could be found in the summary Figure 2.8. 
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2.3 Literature Review on Marketing Control  

 

Control considerations are especially important when managing intra- and inter-

organisation exchanges across diverse national environments (Aulakh and Genctürk, 

2000). Leonidou and Katsikeas (1998) suggested that future research should focus on 

planning, organising, leading and controlling as those functions are crucial in business 

initiation, development and performance. In addition, an effective control system is a 

key factor for competing in international markets due to its prominent role in the 

success of manufacturer-export intermediary relationships (Cespedes, 1988) as well as 

its strong relationship with export success (Kirpalani and Macintosh, 1980).  

 

Hence, there is no exception with Thai manufacturing SMEs which would like to 

control export marketing activities. The effective management of channel members is 

particularly important for small and medium exporting firms to achieve superior export 

performance (Yeoh and Jeong, 1995). It might be arguable that SMEs have a relatively 

low level of resources compared to large firms and they might not have effective control 

over marketing activities of intermediaries. However, control mechanisms could be 

utilized in various forms, such as formal control or informal control, which will be 

discussed later in this section. For example, SMEs with a low level of resources may 

pursue informal control mechanisms such as developing a good relationship with 

intermediaries to seek their cooperation. 

 

In the managerial literature, control is defined as the process by which managers assure 

that resources are used effectively and efficiently in the accomplishment of the 

organisation‟s objectives (Keegan, 1995). In other words, the purpose of control is to 

direct operations to achieve desired objectives (Terpstra and Sarathy, 1997). Marketing 

control is defined as a set of activities designed to increase the probability that specified 

marketing plans are implemented properly and desired outcomes are achieved 

(Jaworski, 1988; Jaworski and MacInnis, 1989). Control is best viewed as an outcome 

of power and results when a firm is successful in modifying its partner‟s behaviour 

(Mohr, Fisher and Nevin, 1996). From an export context, control refers to specific, 

manufacturer-initiated mechanisms aimed at influencing export intermediaries to 

perform marketing activities in ways that support the manufacturer‟s objectives (Bello 

and Gilliland, 1997; Myers and Harvey, 2001). Compared to intra-organisational 
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control, specifying, monitoring and evaluating independent intermediaries are 

considered to be relatively difficult tasks (Celly and Frazier, 1996). 

 

Control may apply to organisations (e.g., intermediaries), a group of individuals (e.g., 

sales force), or to individuals (e.g., salesperson) (Aulakh and Genctürk, 2000). For 

instance, some studies have examined the practice of utilising control mechanisms on 

sales force employees (Anderson and Oliver, 1987; Cravens, Ingram, LaForge and 

Young, 1993; Oliver and Anderson, 1994), export intermediaries (Bello, Zhang and 

Sachdev, 1996; Mortanges and Vossen, 1999) and the enforcement of control 

mechanisms to modify employee behaviour (Agarwal and Ramaswami, 1993; 

Ramaswami, 1996).  

 

Furthermore, control has proven to be more prevalent in integrated distribution channels 

rather than independent distribution channels (Bello et al., 1996). Exporting through a 

non-integrated channel reduces a manufacturer‟s control over foreign marketing and can 

inhibit export performance (Bello et al., 1996). Nevertheless, it does not necessarily 

mean that independent intermediaries are unimportant in export channels as type of 

intermediary does not affect financial performance (Solberg and Nes, 2002). 

Furthermore, exporting firms could obtain a certain degree of influence on the 

marketing activities performed by an independent foreign distributor (Mortanges and 

Vossen, 1999; Seyoum, 2000). 

 

Regardless of its critical impact on the success of a firm in foreign market, only a few 

studies have examined control in an export channel setting (Raven, Tansuhaj and 

McCullough, 1993) and most studies examining control variables in export literature are 

only general in nature (Genctürk and Aulakh, 1995; Madsen, 1987; Madsen, 1989). In 

addition, most studies that discuss “control” are narrow in scope, as they mainly 

emphasise just one type of control (Hibbert, 1985; Patrick, 1998). There is a lack of 

studies on the use of “various control mechanisms” in international marketing literature 

(Aulakh and Genctürk, 2000). Hence, specific marketing variables have been neglected 

(Myers and Harvey, 2001). It was also commented that marketing control had not 

achieved much managerial, research or text book attention (Merchant, 1988). Therefore, 

this study investigates multiple control mechanisms (i.e., the effect of marketing control 

mechanisms on export performance and resource antecedents). 
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The two main types of marketing controls (formal control and informal control) (see 

Figure 2.4) and their respective forms of control mechanisms proposed by Jaworski 

(1988) are discussed in the following two sections:  

 

2.3.1 Formal controls 

 

Formal controls are a written, management-initiated mechanism. They influence the 

behaviour of individuals and groups that support the stated marketing objectives of the 

firm (Jaworski, 1988). With little deviation from the previous definition, formal controls 

are defined as management-initiated mechanisms that are designed to regulate 

organisational activities to ensure their conformance to established expectations 

(Genctürk and Aulakh, 1995).  

 

In this study, the definition of formal control is adopted from Genctürk and Aulakh 

(1995) as their study focusses on the marketing control mechanisms pursued by 

exporting firms on intermediaries. There are three kinds of formal control; input, 

process and output control (Jaworski, 1988). Formal controls are also known as 

unilateral controls.  

 

Input controls are measurable actions taken by the firm prior to implementation of an 

activity (Jaworski, 1988). Input control involves carefully selecting, training and 

developing individuals to ensure that they have requisite abilities and understand the 

values and goals of the organisation (Snell and Youndt, 1995). For example, 

manufacturers provide information concerning proprietary products, changes in product 

design or marketing strategy to their intermediary (Sachdev et al., 1994). In other 

words, input control refers to the degree of information sharing on the part of the 

manufacturers (Noordewier, John and Nevin, 1990; Sachdev et al., 1994). Input control 

can help create goal congruence between a firm and another organisation (Snell and 

Youndt, 1995). However, the possible disadvantage of pursuing input control is that the 

manufacturers‟ investment in training an intermediary will not be recovered if they 

terminate the cooperation (Li, 2003) and the use of input control might limit the idea 

generation among individuals (Snell and Youndt, 1995).  
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Process control in this study refers to monitoring, modifying and evaluating marketing 

activities performed by export intermediaries. For example, export managers might 

monitor and evaluate the extent to which the foreign intermediaries follow established 

procedures. It is considered important as closer supervision ensures that standardized 

procedures are carried out as specified (Snell and Youndt, 1995) and it influences the 

importance of the task being monitored (Sachdev et al., 1994). The process control is 

exercised when the firm attempts to influence the means to achieve desired ends 

(Jaworski, 1988). Moreover, process control allows firms to ensure certain activities 

consistent with company strategy are carried out and periodically adjusted for 

uncontrollable factors (Anderson and Oliver, 1987). However, the enforcement of 

process control may lead to complexity and subjectivity of evaluation (Anderson and 

Oliver, 1987). 

 

Output control requires a reliable and valid measure (Ouchi, 1977) and it is practised 

when performance standards are set, monitored and the results evaluated (Jaworski, 

1988). Output control was used to directly influence the ends achieved by the export 

intermediary (Bello and Gilliland, 1997). Hence, exporting firms that pursue output 

control are required to set standards for desirable and expected performance (Mortanges 

and Vossen, 1999).  

 

The enforcement of output control requires fewer resources compared to the use of 

process control and it is relatively easy to measure the performance of the parties 

involved (Anderson and Oliver, 1987). Thus, output control is more efficient than 

process control for it conserves organisational resources. It also transfers the risks of 

goal achievement to export intermediaries (Aulakh and Genctürk, 2000; Mortanges and 

Vossen, 1999) and reduces the need for management to cater for a wide range of 

contingency plans (Agarwal and Ramaswami, 1993). However, failing to closely 

monitor the activities of salespeople or intermediaries might lead the firm to focus on 

short-term results only, as the performance is measured against the achievement of 

goals (Anderson and Oliver, 1987). In addition, compared to process control, output 

control is less flexible and less adaptable to particular control needs (Ouchi, 1977) 

because using output control makes it difficult for intermediaries to adjust to sudden 

changes in external environments. 
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Furthermore, process control tends to result in a supportive yet more bureaucratic and 

formalized relationships than output control (Aulakh and Genctürk, 2000). The process 

or behavioural controls are referred to as personal surveillance, while output controls 

are referred to as a measurement of outcomes (Genctürk and Aulakh, 1995). Thus, from 

the perspective of an export intermediary, process control is more suitable in a changing 

business environment (Mortanges and Vossen, 1999). 

 

In the study of process control and output control on sales people, it was found that the 

enforcement of process control generates more organisational commitment from sales 

people due to its formal nature that reduces role stress and role conflict (Oliver and 

Anderson, 1994). Thus, the process controls enhance clarity when dealing with sales 

people (Oliver and Anderson, 1994). The same benefits could be true for export 

intermediaries. However, managers may have a preference for output control because 1) 

it is generally more convenient to implement; 2) it reduces the need for management to 

develop a wide variety of direct plans; and hence, leads to more efficiency; and 3) it is 

perceived to be more complete and objective by individuals (Agarwal and Ramaswami, 

1993). 

 

Among three types of formal controls, only process and output controls are discussed in 

most studies (Bello and Gilliland, 1997; Genctürk and Aulakh, 1995; Jaworski, 

Stathakopoulos and Krishnan, 1993). Moreover, the role of monitoring (process control) 

appears to be more pronounced than exchange of information (social control) (Sachdev 

et al., 1994). 

 

Based on literature, input control was not widely used possibly due to requirement of 

long-term investment in time, money and effort. Moreover, it seemed that export 

managers mostly preferred to enforce output control although process control was also 

in operation.  
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2.3.2 Informal controls 

 

Informal control receives less attention compared to formal marketing control (Jaworski 

et al., 1993). Informal controls are unwritten, typically worker-initiated mechanisms that 

influence the behaviour of individuals or groups in marketing units and they are 

constructed by workers (Jaworski, 1988). Self-control and social (or professional) 

control and cultural control are known as informal controls (Jaworski, 1988). 

 

Self-control refers to individuals who establish personal objectives, monitors their 

attainment and adjusts their behaviours (Jaworski, 1988). In other words, self-controls 

are based on individuals taking responsibility for their jobs and taking credit (or blame) 

for the results of their work (Ramaswami, 1996). Self-control is considered to be the 

best form of marketing control as it is based on the premise that people will correct 

mistakes more quickly and effectively (Sutcliffe, 1975). There is a tendency that self-

control is associated with certain positive managerial outcomes such as satisfaction 

(Jaworski, 1988). However, the encouragement of self-control over export 

intermediaries is almost non-existent in research on export literature. 

 

Informal control seems to be more favourable for employees as they express less job 

tension and dysfunctional behaviour in pursuit of informal controls. Moreover, these 

controls do not demand explicit monitoring of their behaviour or outcomes (Agarwal 

and Ramaswami, 1993). The same could be true for marketing controls exercised over 

an export intermediary.  

 

Social control represents an informal control mechanism based on prevailing social 

perspectives where monitoring occurs through interpersonal interactions (Aulakh and 

Genctürk, 2000). Socially controlled relationships are characterised by shared values 

and a common sense of well-being among members (Aulakh and Genctürk, 2000). The 

social controls are established when exporters build up cooperation with their export 

intermediaries. Working and cooperating closely with one another establishes relational 

norms (Hillebrand and Biemans, 2003), alleviates bureaucratic pressure and enhances 

feelings of belonging to a unified organisation (Agarwal and Ramaswami, 1993).  
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In this study, cultural control and relational control are referred to as social control. It 

seems that bilateral controls are preferred to unilateral control as the former influences 

the export intermediary without directly indicating what goal to action is desirable 

(Mortanges and Vossen, 1999). The use of social control in terms of cooperative 

activities and collaboration communication creates a positive relationship between 

manufacturers and intermediaries (Mohr et al., 1996). Social control is particularly 

important in Thailand since Thai business firms tend to rely on informal control such as 

engaging in cooperative relationships and business networks (Itthiopassagul and Blois, 

2000; Pornpitakpon, 2000). Despite its importance, and efforts to control inter- as well 

as intra-organisational exchange relationships, social control was not widely studied due 

to the definitional and measurement problems in marketing studies (Aulakh and 

Genctürk, 2000). 

 

Manufacturers must rely on both unilateral and bilateral control mechanisms to organise 

and manage their export relationship with export intermediaries (Seyoum, 2000). 

Various combinations of formal and informal controls are likely to be in use at the same 

time (Jaworski, 1988; Jaworski et al., 1993). For example, the combination of high level 

formal and low level informal controls are named a  “bureaucratic system” and it was 

found that large strategic business units (SBU) tend to use more bureaucratic control 

systems than other combinations of control systems (Jaworski et al., 1993). It was also 

revealed that the high level of formal control and high level of informal controls, called 

high control systems, produce the strongest positive effect on job satisfaction when 

compared to other control combinations (Jaworski et al., 1993). 

 

There is no single „best‟ control mechanism. A lot depends upon the firms‟ 

circumstances. Control is most effective when the mechanisms are a skillful blend of 

process control, output control and social control. When firms exert these controls upon 

their intermediaries, these mechanisms could be viewed as complementary constructs 

(Mortanges and Vossen, 1999). It was also evident that firms tend to use the mixture of 

control mechanisms in Southeast Asian operations (Yeung, 2000). 

 

The simultaneous use of marketing control mechanisms is not surprising as those 

controls are strongly correlated to each other (Mortanges and Vossen, 1999). For 

example, it was indicated that process and output control are correlated to social control 

(Mortanges and Vossen, 1999) and the form of process control tends to influence the 
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development of the output system (Jaworski, 1988). Furthermore, monitoring activities 

(process control) are believed to precede the exchange of information (social control) as 

manufacturers want to ensure that their intermediaries are trustworthy and loyal prior to 

providing extensive information to another firm (Sachdev et al., 1994).  

 

Overall, the literature indicates that input control and self-control are not widely used 

marketing control mechanisms. The reason could be due to the requirement of time, 

money and effort to pursue input control and due to the prerequisites that manufacturers 

must have absolute trust in their export intermediaries to use self-control. The following 

diagram shows the types of marketing control mechanisms. 

 

 

 

 

Figure 2.4: Marketing Control Mechanisms: based on the concept of Jaworski (1988)  

 

 

2.3.3 The effect of marketing control on export performance 

 

The findings of many studies have indicated the direct impact of marketing control on 

export performance (Aaby and Slater, 1989; Bello and Gilliland, 1997; Christensen et 

al., 1987; Genctürk and Aulakh, 1995; Luz, 1993; Myers and Harvey, 2001). However, 

their discussion on marketing control was brief and their empirical findings cover only 

one aspect of the marketing mix, that is, either pricing or distribution (Bello and 

Gilliland, 1997; Myers and Harvey, 2001).  

 

Marketing Control  

Formal Controls  

 Input control  

 Process control 

 Output control  

Informal Controls 

 Self-control 

 Social control 
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Marketing controls are often associated with export channel performance in terms of 

meeting economic goals, achieving a high level of selling performance and establishing 

marketing strategies for the foreign market (Bello and Gilliland, 1997). Furthermore, the 

results from previous studies indicated that the use of either process or output control 

was not a critical predictor of a unit‟s performance in its foreign market. Instead, 

complementarity or consistency of the formal control within its context is deemed 

necessary for good performance (Genctürk and Aulakh, 1995). Table 2.3 summarises 

the effect of marketing control mechanisms on export performance. 

 

Successful exporters were likely to place a great deal of reliance on formal control 

systems for monitoring export performance (Aaby and Slater, 1989). Among the three 

different types of formal control, input control is less widely discussed in the marketing 

literature. The reasons might be because input controls such as training export 

intermediaries are valuable only if  the manufacturer continues to export through the 

same intermediary long-term (Sachdev et al., 1994). However, it was suggested that 

input control regarding human resource management has a positive effect on the firm‟s 

performance and the value of input control is the highest when process or output control 

is not feasible to use (Snell and Youndt, 1995). Input control in the form of intermediary 

support via training and promotional support is also critical for export performance 

(O'Cass and Julian, 2003). Thus, it is likely that there will be a positive relationship 

between the use of input control and export performance. 

 

P3a: There is a positive relationship between the use of input control mechanisms 

with export intermediaries and export performance. 

 

Another aspect of formal control is process control. Close monitoring and contact 

reduces the distance between manufacturers and export intermediaries improving export 

performance (Rosson and Ford, 1982). For example, it was found that export growth 

was mainly affected positively by close monitoring of market changes (Madsen, 1989).  

 

Marketing control on sales personnel indicated that in a process control system, sales 

personnel have higher levels of job satisfaction but do not perform at a higher level than 

those in an output control system (Oliver and Anderson, 1994). However, Madsen 

(1987) argued that close monitoring of export activities appears to be important for 

export performance as exporting generally takes place under relatively high uncertainty 
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and turbulent environments. In addition, Li (1998) found significant differences 

between successful and unsuccessful export venture regarding the use of process control 

in the area of product design, product development, distribution and promotion with 

exporters using process control to be more successful. Therefore, the following 

proposition is proposed. 

 

P3b: There is a positive relationship between process control enforcement over 

export intermediaries and export performance. 

 

Output control, which is measured based on objectives and planning, effectively 

controls activities (Keegan, 1995). Setting export objectives for export intermediaries 

tends to impose responsibilities on export intermediaries, which could lead to 

dissatisfaction and dysfunctional behaviour. It is well noted that reliance on output 

control to coordinate marketing activities of intermediaries could negatively affect 

channel performance if there is a lack of understanding of the foreign market (Aulakh 

and Genctürk, 2000). However, in export literature, it was found that the use of output 

control improves distributor productivity leading to export channel performance (Bello 

and Gilliland, 1997). This is consistent with the study of Li (1998) where the use of 

output control in product, promotion and pricing activities differentiates between 

successful and unsuccessful exporters. Generally speaking, relations between trading 

partners tends to be more formalized in high performance relationships (Rosson and 

Ford, 1982). Hence, it is expected that output control is positively associated with 

export performance. 

 

P3c: There is a positive relationship between the enforcement of output control 

mechanisms over export intermediaries and export performance.  

 

 

Regarding informal control, individuals with a high level of self-control are likely to 

express high levels of commitment and willingness to take responsibility for their jobs. 

It is argued that people with high levels of self-control modify and correct their work 

behaviour on their own providing that they are equipped with sufficient information and 

knowledge (Agarwal and Ramaswami, 1993). Hence, self-control is associated with less 

dysfunctional behaviour (Jaworski and MacInnis, 1989) and likely to lead to better 

performance. 
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P4a: There is a positive relationship between the use of self-control over export 

intermediaries and export performance.  

 

 

It was evident that network relationships such as strong family and informal networks 

are important for firms in Southeast Asia (Haley and Tan, 1999). In addition, social 

networks play an important aspect in exporting SMEs and the long-term success of the 

exporting SMEs is positively related to social relations between trading partners (Ellis 

and Pecotich, 2001). Monitoring effective channel partnership in terms of joint decision 

making and close and frequent contact with distributors is important for export success 

(Yeoh and Jeong, 1995). Furthermore, there is a positive relationship between the use of 

social control and channel performance (Aulakh and Genctürk, 2000). Building 

collaborative relationships between trading partners affects intermediary performance 

which in turn improves export performance (Piercy et al., 1997).  

 

P4b: There is a positive relationship between the use of social control over export 

intermediaries and export performance.  

 

Hence, in order to provide a better picture of the influence of marketing control on 

export performance, this study examines the control over all marketing mixes and their 

subsequent effect on export performance. Figure 2.5 presents a partial model that 

indicates the relationships of marketing control mechanisms and export performance 

and Figure 2.8 shows the full model.  
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Table 2.3: Summary of Studies concerning the Effect of Firms’ Marketing Control 

on Export Performance 

 

Author(s

), year 

Population/ 

industry 

Method/ 

usable 

responses 

Analytical 

approach 

Dependent 

variables 

Relevant results and 

conclusion 

Aulakh 

and 

Genuturk 

(2000) 

Fortune 500 

US industrial 

firms 

Mail survey, 

257 informants 

Confirmatory 

Factor 

Analysis 

(CFA), 

regression 

Agent 

compliance, 

flexibility 

and 

economic 

performance 

The use of output control is 

negatively related to 

economic performance but 

the enforcement of process 

control fails to influence 

economic performance. 

There is a positive 

relationship between social 

control and economic 

performance. 

Bello 

(1997) 

US export 

manufacturers 

Systematic 

random 

sampling 

160 usable 

surveys 

CFA, 

Correlation 

matrix 

Chi-square 

Process 

control, 

output 

control, 

flexibility 

and export 

performance 

The use of output control 

and flexibilities by the 

parties in export channel 

enhance the export 

performance but process 

control does not directly 

contribute to channel 

performance outcome.  

Genctürk 

(1995) 

US based 

international 

firms located 

in a large 

Midwestern 

state. 

Mail survey 

Random 

sampling 

Usable 

responses from 

78 business 

units in 42 

firms 

Multiple 

regression 

analysis and 

deviation score 

procedure 

Process and 

output 

control and 

unit 

performance 

(satisfaction 

and relative 

performance

) 

The use of either process or 

output control is not a 

critical predictor of a unit‟s 

performance. The proper 

alignment between 

perceived host market                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                          

attractiveness and process 

controls leads to better 

performance. 
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Table 2.3: Summary of Studies concerning the Effect of Firms’ Marketing Control 

on Export Performance. (continued) 

 
Author(s), 

year 

Population/ 

industry 

Method/ 

usable 

responses 

Analytical 

approach 

Dependent 

variables 

Relevant results and 

conclusion 

Li (2000) Small, medium 

and large firms 

in China 

Mail survey 

Random 

sampling 

Complete 

survey from 

111 exporting 

firms 

Multiple 

regression 

analysis 

Export 

performance 

(sales, growth, 

profitability) 

Organisational control 

system moderates the 

relationship between 

flexibility and export 

performance. The 

relationship is stronger 

for organisations that 

have a high level of 

informal process 

control than for 

organisations that have 

a low level of informal 

process control on 

foreign marketing 

activities. 

Madsen 

(1989) 

Danish 

exporters 

manufacturing 

industries 

(60% 

industrial 

products and 

40% consumer 

products) 

Mail survey 

134 responses 

from SMEs  

Step-wise 

multiple 

regression 

analysis 

Export 

performance 

(export sales, 

growth and 

profitability) 

A significant 

relationship between 

planning and control 

intensity and export 

performance was found 

in this study. It was 

found that export 

growth was mainly 

effected by close 

monitoring of market 

changes and export 

profitability was 

primarily affected by 

the extent of budgeting. 

Myers 

(2001) 

US 

manufacturing 

industries 

Mail survey 

Export venture 

as a unit of 

analysis 

297 responses 

Confirmatory 

factor analysis 

and multiple 

regression 

analysis 

Export pricing 

control and 

export 

performance 

The impact of 

organisational factors 

and strategic factors on 

export pricing control is 

investigated. It was 

found that the greater 

the degree of pricing 

control, the lower the 

strategic performance. 

But there is a positive 

relationship between 

pricing control and 

economic performance 

when there is high 

economic volatility. 
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Figure 2.5 The Effect of Marketing Control on Export Performance 
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2.3.4 The antecedents of marketing control  

 

The antecedents of marketing control mechanisms seem to be fragmented in marketing 

control literature. In marketing control literature, the antecedents of marketing control 

are classified into four factors: 1) resource dependency 2) asset specificity 3) degree of 

channel dependency; and 4) macro environment. Similarly, according to the study of 

Celly and Frazier (1996), the antecedents of marketing control are categorized into three 

factors: 1) firm characteristics; 2) distributor characteristics; and 3) environmental 

characteristics. The discussion on antecedents of marketing control is based on the 

second classification, but the antecedents in the first classification are included (see 

Table 2.4). Table 2.5 summarises the studies concerning the antecedents of marketing 

control in export literature. 

 

Table 2.4 Classification of the Antecedents of Marketing Control 

 

First classification  Second Classification 

Resource dependence  Firm characteristics 

Asset Specificity 

Channel dependence Distributor characteristics 

Macro environment Environment characteristics 

 

Firm characteristics 

 

The literature revealed that a firm‟s control over its foreign marketing strategies varied 

according to its stage of exporting (Leonidou and Katsikeas, 1996; Wortzel and 

Wortzel, 1981) and the degree of internationalisation affects the use of process and 

output control (Genctürk and Aulakh, 1995). For example, it was found that firms in 

higher export stages are less aggressive than those in lower export stages in 

strengthening control over foreign marketing operations (Moon and Lee, 1990). 

Moreover, depending on the type of exporting (direct versus indirect), the degree of 

control over the foreign marketing plan would also differ (Cavusgil and Ghauri, 1990). 

The firm characteristics include resource dependency and asset specificity. 
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The nature of firm characteristics would be made clear by linking antecedents such as 

asset specificity and resource dependency to marketing control. Asset specificity refers 

to the extent to which investments are specialized to a specific exchange relationship 

(Sachdev et al., 1994). It was found that asset specificity of Dutch manufacturing firms 

has positive linkages with marketing control mechanisms such as social control, process 

control and output control (Mortanges and Vossen, 1999). A similar result was found 

within a Southeast Asia context in which high asset specificity in high technology 

manufacturing firms leads to the use of formal control (Yeung, 2000). 

 

Other research found that the level of asset specificity has a positive association with 

process control but no influence on input control in terms of information shared by 

manufacturing firms (Sachdev et al., 1994). Myers and Harvey (2001) found that the 

asset specificity decreases the tendency for the firm to use pricing control (i.e., process 

control) to preserve relationships with export intermediaries. The difference between 

these two studies could be explained by Sachdev et al., (1994) who examined the 

monitoring activities on export intermediaries in general while Myers and Harvey 

(2001) investigated specific monitoring activities (i.e., pricing strategy). 

 

In addition, previous studies discovered that the availability of resources affects the 

use of marketing control mechanisms over export intermediaries (Bello and Gilliland, 

1997; Frazier and Antia, 1995; Mortanges and Vossen, 1999; Sachdev et al., 1994). For 

example, resource inadequacy reduces the use of process control (Bello and Gilliland, 

1997 ; Celly and Frazier, 1996), limits the enforcement of output control (Celly and 

Frazier, 1996) and inhibits the development of strong working relationships influencing 

the use of social control (Bello et al., 2003).  

 

Firm size is often used as an indicator for firm resources (Bello et al., 1996; Dhanaraj 

and Beamish, 2003). It was found that firm size has a positive relationship with the 

enforcement of process control as large firms tend to possess the endowments needed to 

increase control over their export activities (Myers and Harvey, 2001; Sachdev et al., 

1994). Therefore, SMEs with a lower resource base may not have the capability to 

implement process control. However, no association was found between the firm size 

and the use of social control (Sachdev et al., 1994). In addition, it was also found that  

size of business unit is positively associated with higher use of output control but has no 

relationship with the use of process control (Genctürk and Aulakh, 1995). 
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Furthermore, manufacturers‟ familiarity with the market place enables them to pursue 

process control (Celly and Frazier, 1996). There is a consistent finding concerning the 

relationship between market knowledge and use of formal control. For example, an 

exporter‟s market knowledge can lead to greater use of output control and process 

control (Agarwal and Ramaswami, 1993; Jaworski and MacInnis, 1989; Mortanges and 

Vossen, 1999). A lack of export market knowledge hinders exporters to effectively 

monitor and provide relevant information (Sachdev et al., 1994) and a lack of 

familiarity with the export market such as differences in languages, custom and values, 

reduces the use of output controls over export intermediaries (Bello and Gilliland, 

1997). Therefore, the availability of resources has an effect on the use of formal 

marketing control. 

 

Mixed results were found regarding the use of social control. For instance, a firm‟s 

knowledge in its relevant activities does not predict the use of informal control within 

the same organisation in a domestic market context (Jaworski and MacInnis, 1989) but  

the exporter‟s market knowledge is positively correlated with the use of informal 

control (social control) over export intermediaries (Mortanges and Vossen, 1999). The 

inconsistent finding may be due to different contexts in these two studies. It seems that 

acquisition of firm‟s knowledge regarding operating procedures is more important and 

prevalent in the export market.  

 

Furthermore, the firm‟s cost leadership strategy had a positive impact on export pricing 

control as lack of control on pricing decision might not meet profit margin required by 

low cost manufacturers (Myers and Harvey, 2001). Having more overseas experience is 

associated with a tendency for exporters to gain more control over the marketing mix 

elements (Leonidou and Katsikeas, 1996; Myers and Harvey, 2001).  

 

The firm‟s level of dependence on exporting is also positively linked to monitoring the 

activities of its intermediaries as well as the use of social control by sharing and 

exchanging information with intermediaries (Sachdev et al., 1994). However, it was 

found that the degree of channel interdependence does not allow manufacturers to exert 

export pricing control on export intermediaries (Myers and Harvey, 2001). 
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Generally, manufacturers like to have direct control over more complicated products to 

ensure on-time delivery of good quality product and service (Cespedes, 1988). It was 

further confirmed that the use of output control was positively influenced by the product 

complexity (Bello and Gilliland, 1997). From this discussion, it can be seen that the 

availability of the firm resources and capabilities is associated with the use of control 

mechanisms. 

 

 

Distributor characteristics 

 

Distributor characteristics are related to the degree of channel dependence in the first 

classification. Distributor dependence on manufacturers puts manufacturers in a strong 

position to use process and output control (Celly and Frazier, 1996).  

 

Moreover, distributor experience is positively related to the enforcement of output 

control and shows no relationship with the application of process control (Celly and 

Frazier, 1996). The reason might be that manufacturers are interested only in positive 

performance outcomes as they do not need to monitor the activities of experienced 

intermediaries (Celly and Frazier, 1996). The degree to which a distributor contributes 

to the value of manufacturer‟s product has a positive association with the enforcement 

of process control as added distributor value is important for manufacturers (Celly and 

Frazier, 1996). However, it did not have any effect on the use of output control (Celly 

and Frazier, 1996). 

 

Furthermore, the degree of marketing control depends on the type of export channel 

such as integrated and independent channel members (Solberg and Nes, 2002). For 

instance, independent intermediaries may resent the manufacturer‟s use of process 

control and social control due to unwanted intrusion into their work-related activities 

and their independences (Aulakh and Genctürk, 2000).  

 

Despite their resentment, intermediaries may not be able to protect unwanted intrusion 

when they happen to depend on the resources of the manufacturer. In such a situation, 

resource dependency theory plays an important role. Resource dependency theory 

explains that the organisation‟s lack of self-sustaining resources, the organisation‟s 

awareness of possible resources in other organisations where the needed resources could 
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be obtained, and the organisation‟s compatible goals with other organisations are likely 

to seek an inter-organisational relationship (Van de Ven, 1976). According to the 

theory, the firms that possess the resources, which are attractive to the other party, gain 

power in business operation (Luo, 2003). Power is the ability to alter another‟s behavior 

and exercised power or control is the actual alteration of another‟s behavior (Gaski, 

1984). 

 

According to El-Ansary and Stern (1972), Brown, Lusch and Nicholson (1995), 

marketing channel power refers to an ability of one channel member (e.g. 

manufacturing exporter) to control the decision variables in the marketing strategy of 

another member at a different level of distribution (e.g. intermediary).  However, the 

manufacturer‟s power will not be included in this study as availability of resources does 

not necessarily constitute gaining power and there are other factors rather than the 

manufacturer‟s power that influence the use of control over marketing activities of  its 

intermediaries. For example, distributor characteristics such as the number of 

intermediaries in the distribution channel affects the manufacturer‟s ability to influence 

them as it is difficult to exercise control on a large number of intermediaries (Cespedes, 

1988). 

 

 

Environmental characteristics 

 

Environmental characteristics are related to the macro environment in the first 

classification. Macro environment influences the choice of control as well as mediating 

the impact of controls on consequences such as performance and individual effects 

(Jaworski, 1988). Moreover, it seemed that environmental uncertainty urges managers 

to enforce process control and output control (Celly and Frazier, 1996). Specifically, the 

level of environmental uncertainty in terms of existing customers and competition in 

foreign market (i.e., diversity) has a positive association with process control while 

difficulty in predicting change in a foreign environment (i.e., dynamism) inhibits the 

manufacturer from pursuing significant control over an exchange relationship 

(Mortanges and Vossen, 1999; Sachdev et al., 1994).  

 

Nevertheless, compared to other variables that affect the export performance, there are 

relatively few studies that look at the external market variables and their influence on 
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export performance since exporting seems to face the least environmental risk compared 

to other modes of market entry such as foreign direct investment (Root, 1977; Young et 

al., 1989). Moreover, most studies that addressed the influence of external environment 

on export performance reported non-significant findings (Zou and Stan, 1998). With the 

firm‟s total exports on focus, it is hard to define the external environment clearly 

because the same firm can export to many markets with different characteristics. 

Furthermore, since the environmental issues are outside the scope of this research, these 

issues will not be addressed in the conceptual development.   

 

 

Table 2.5 Summary of Studies concerning the Antecedents of Marketing Control  

 

Author(s), 

year 

Population/ 

industry 

Method/ 

usable 

responses 

Analytical 

approach 

Dependent 

variables 

Relevant results and 

conclusion 

Bello 

(1997) 

US export 

manufacturers 

Systematic 

random 

sampling 

160 usable 

surveys 

Confirmatory 

factor analysis 

Correlation 

matrix 

Chi-square 

Process 

control, output 

control , 

flexibility and 

export 

performance 

Resource inadequacy 

reduces the use of 

process control and 

psychic distance 

inhibits the 

enforcement of 

output control. 

Product complexity 

increases the use of 

process and output 

control. 

Celly 

(1996) 

US 

manufacturing 

industries 

(machinery, air 

compressors, 

packaging 

equipment ) 

Four stage data 

collection. 

MANOVA Outcome-

based and 

behaviour-

based 

coordination 

efforts 

Outcome and 

behaviour-based 

coordination efforts 

are influenced by 

environmental, 

supplier and 

distributor 

characteristics. 

Genctürk 

(1995) 

US based 

international 

firms located 

in a large 

Midwestern 

state. 

Mail survey 

Usable 

responses from 

78 business 

units in 42 

firms 

Multiple 

regression 

analysis and 

deviation score 

procedure 

Process and 

output control 

and unit 

performance 

(satisfaction 

and relative 

performance) 

Business unit size, 

internationalisation, 

horizontal 

independence and 

perceived host 

market attractiveness 

are associated with 

formulating formal 

control especially 

output control.  
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Table 2.5: Summary of Studies concerning the Antecedents of  

Marketing Control (continued) 

 
Author(s), 

year 

Population/ 

industry 

Method/ 

usable 

responses 

Analytical 

approach 

Dependent 

variables 

Relevant results and 

conclusion 

Mortanges 

and Vossen 

(1999) 

Manufacturing 

Dutch 

exporters 

122 usable 

responses  

CFA, multiple 

regression 

analysis 

Relational 

control, 

outcome 

control and 

behavioural 

control 

The results indicate 

the effects of market 

knowledge, 

distributor 

experience, 

environment 

uncertainty, asset 

specificity and 

resource dependency 

on the marketing 

control mechanisms. 

Myers 

(2001) 

US 

manufacturing 

industries 

Mail survey 

Export venture 

as a unit of 

analysis 

297 responses 

Confirmatory 

factor analysis 

and multiple 

regression 

analysis 

Export pricing 

control and 

export 

performance 

The degree of 

international 

experience, firm size 

and degree of channel 

dependence have a 

positive association 

with the degree of 

pricing control used 

by the manufacturer. 

However, the degree 

of manufacturer asset 

specificity has a 

negative impact on 

the use of pricing 

control. In addition, 

pursuing cost 

leadership strategy 

requires the use of 

pricing control 

Sachdev et 

al. (1994) 

US exporters Mail survey 

Random 

sampling 

248 usable 

responses 

Factor analysis 

Multiple 

regression  

Process 

control 

(monitoring 

activities) and 

input control 

(provision of 

information) 

The impact of asset 

specificity, 

environmental 

uncertainty, level of 

dependence on 

exporting and firm‟s 

size has a significant 

impact on the use of 

process control. But 

only the level of 

dependence on 

exporting influences 

input control. 
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2.3.5 The relationship between firm resources and marketing control  

 

It is anticipated that the issue of control in conjunction with resources is likely to 

become a more salient aspect of channel design in the future (Cespedes, 1988) as the 

availability of resources enables the exporters to exert control over their trading partners 

(Sachdev et al., 1994). With respect to formal control, previous research findings 

indicate that resource availability plays an important role to antecedents of process and 

output control (Bello and Gilliland, 1997; Celly and Frazier, 1996). For instance, the 

negative relationship between resource dependency (i.e., financial resources and human 

resources) and the use of marketing control (Mortanges and Vossen, 1999) implied that 

lack of firm resources limited the use of process and output control (Celly and Frazier, 

1996). In a similar vein, firms with sufficient resources tend to invest more in use of 

input control (such as training and providing information to export intermediaries) as 

human and financial resources are necessary to absorb the increased costs associated 

with gathering information and monitoring export activities (Myers and Harvey, 2001). 

Fundamentally, financial resources are required to enforce marketing control especially 

the input control and process control. Moreover, organisational capabilities such as 

information about export markets, intermediaries, organisational structure, and ability to 

conduct export negotiation are also vital in pursuing the input control. In addition, 

organisational capabilities also enable the firm to closely monitor the marketing 

activities of intermediaries and to set appropriate goals and objectives for 

intermediaries. 

 

Human resources (i.e. managers‟ export knowledge and experience) capture the firm‟s 

marketing capabilities  (i.e. the manufacturer‟s level of familiarity with the foreign 

market place) (Sachdev et al., 1994). With more experience, manufacturers could 

enhance their marketing capabilities and gain greater control in managing their 

international marketing activities (Wortzel and Wortzel, 1981). It was also found that 

manufacturers with more international experience tend to exert greater degree of 

process control on pricing activities (Myers and Harvey, 2001). Moreover, lack of 

marketing capabilities hinders exporters to effectively monitor and provide relevant 

information (Sachdev et al., 1994) with inexperienced exporters having a difficult time 

monitoring the efforts of intermediaries (Peng and York, 2001). In addition, further 
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research findings confirmed that resource inadequacy reduces the use of process control 

over export intermediaries (Bello and Gilliland, 1997). Briefly stated, manufacturers 

with sufficient resources and capabilities tend to pursue unilateral relationships such as 

formal control (Frazier and Antia, 1995). 

 

Marketing capabilities such as familiarity with business customs, culture and customers‟ 

needs in foreign markets are necessary when using process and output control 

(Mortanges and Vossen, 1999). Manufacturers who were familiar with customer 

requirements tend to pursue higher levels of process control (Celly and Frazier, 1996). 

On the other hand, marketing capabilities in terms of exporter product-market 

familiarity are positively related to process control but have no significant relationship 

with output control (Celly and Frazier, 1996). The reason for this discrepancy could be 

because output controls are much less influenced by the level of resources than process 

control (Bello and Gilliland, 1997). For example, firms that lack human resources are 

not likely to use output control (Celly and Frazier, 1996) probably because inadequate 

export managers might not be able to establish the meaningful goals and objectives for 

intermediaries. It is also logical to say that exporters should have marketing capabilities 

to set the desirable outcomes and standards for export intermediaries, in other words, to 

enforce output control on export intermediaries. 

 

Regarding informal control, manufacturers with low levels of commitment to 

intermediaries are not likely to improve interfirm coordination (Frazier and Antia, 1995) 

and hence, less likely to use social control. Similarly, manufacturers lacking resources 

were not likely to develop strong working partnerships which in turn could influence the 

use of social control such as cooperation with export intermediaries (Bello et al., 2003). 

Exporters with intangible resources such as market knowledge, experience, familiarity 

with local market conditions enjoy the use of social control, that is in terms of 

harmonious business relationships with foreign partners (Leonidou, Katsikeas and 

Hadjimarcou, 2002a).  

 

The literature has established a relationship between firm resources and use of 

marketing control. However, most studies used firm general resources rather than 

comprehensive cover of specific firm resources. Although previous studies have 

implicitly stressed that firm resources are related to export performance, little or no 

study has indicated a relationship between physical resources, technological resources 
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and production capabilities and the use of marketing control. These resources are more 

relevant to production activities. Logically, the availability of these resources are less 

likely to affect the use of marketing control compared to other firm resources such as 

human resources, financial resources, organisational capabilities and marketing 

capabilities. Therefore, as shown in Figure 2.6, it is proposed that sub-components of 

firm resources (financial resources, human resources, organisational capabilities and 

marketing capabilities) have an effect on the use of marketing control. 

   

P5: There is a positive relationship between firm resources (financial resources, 

human resources, organisational capabilities and marketing capabilities) and use 

of formal control such as  

5a) Input control; 

5b) Process control; and 

5c) Output control. 

 

P6: There is a positive relationship between firm resources (financial resources, 

human resources, organisational capabilities and marketing capabilities) and use 

of social control. 
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Figure 2.6 The Relationship between Firm Resources and Marketing Control                                                                   
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2.3.6 The relationship between intermediary resources and marketing 

control  

 

Marketing control mechanisms are crucial when coordinating channel relationships 

(Frazier and Antia, 1995). The important role of export intermediaries necessitates that 

exporting firms have some control to ensure compliance with the desired marketing mix 

in the foreign market (Mortanges and Vossen, 1999).  

 

It was suggested that input control rather than informal control such as coordination of 

activities should be pursued when working with inexperienced intermediaries 

(Mortanges and Vossen, 1999). However, manufacturers were reluctant to invest in 

input control due to a considerable amount of financial resources, human resources and 

organisational capabilities involved and export intermediaries‟ tendency to change 

suppliers (Cespedes, 1988). Moreover, there are no previous studies investigating the 

relationship between input control and intermediaries‟ resources. For this study, input 

control will be included for the purpose of completeness and it is considered that no 

relationship between the use of input control and intermediaries‟ resources exists until 

shown otherwise. 

 

Mortanges and Vossen (1999) found that export intermediaries‟ level of experience and 

sufficient knowledge of the product/market situation in export markets increased the use 

of process control as they were able to perform marketing activities specified by the 

exporters. The previous study investigated Dutch exporters. However, process control is 

considered less important in Southeast Asian firms as they tend to maintain certain 

freedoms with their partners due to strong trust and personal relationships (Yeung, 

2000). In addition, imposing process control such as price control on distributors could 

jeopardize the relationships with distributors (Myers and Harvey, 2001). Moreover, 

Celly and Frazier (1996) argued that experience of intermediaries was not related to the 

use of process control. Therefore, it is suggested that there is no relationship between 

the use of process control and export intermediaries‟ resources. 

 

Similar to the study of Celly and Frazier (1996), Mortanges and Vossen (1999) found 

that export intermediaries‟ level of experience increases the use of output control. 

Export intermediaries equipped with a high level of resources (such as their export 
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knowledge and experience, their good relationship and cooperation) make export 

managers entrust them and consequently, export managers are likely to use output 

control instead of closely monitoring the export intermediaries. 

 

Therefore, it seems that export managers of SMEs are interested in outcomes providing 

that intermediaries have sufficient resources to perform their functions. Therefore, 

propositions are developed as follows (Figure 2.7): 

 

P7a: There is no significant relationship between export intermediaries’ resources 

and use of input control. 

P7b: There is no significant relationship between export intermediaries’ resources 

and use of process control. 

P7c: There is a positive relationship between export intermediaries’ resources and 

use of output control. 

 

In a study of small and medium exporters, communication to trading partners was often 

through social ties such as prior personal contact (Ellis and Pecotich, 2001). Investing 

time and effort to establish personal relationships was found to be a crucial business tool 

in Thailand as Thai managers feel comfortable to deal with business partners with 

whom they have established personal relationships (Itthiopassagul and Blois, 2000). In 

addition, manufacturers‟ high levels of interdependency on intermediaries will lead to a 

good deal of interfirm coordination to build up a long term relationship (Frazier and 

Antia, 1995). Exporters prefer to build up their relationship and mutual commitment 

with intermediaries who possess superior capabilities (Li, 2003).  

 

Moreover, export managers will tend to use social control if they receive cooperation 

from export intermediaries since cooperation could lead to complementary coordinated 

actions taken by firms to achieve desired outcomes (Anderson and Narus, 1990 ; Bello 

and Gilliland, 1997). Furthermore, it was found that the use of informal control such as 

cooperation between export intermediaries and exporters would be effective when 

intermediaries had sufficient product/market knowledge (Mortanges and Vossen, 1999). 

Furthermore, export managers are likely to use self-control given that they have good 

relationship with their intermediaries and trust the marketing capabilities of 

intermediaries. Thus, it is proposed that high availability of intermediaries‟ resources 

will influence the use of informal control. 
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P8: There is a positive relationship between export intermediary resources and use 

of informal control. 

 8a) Self-control 

 8b) Social-control 
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2.4 Summary of Propositions 

 

The summary of the propositions are discussed in this chapter is as follows. 

2.4.1 Relating to firm resources 

 

P1a: There is a positive relationship between the firm‟s physical resources and its export 

performance. 

P1b: There is a positive relationship between the firm‟s financial resources and its 

export performance. 

P1c: There is a positive relationship between the firm‟s human resources and its export 

performance. 

P1d: There is a positive relationship between the firm‟s technological resources and its 

export performance. 

P1e: There is a positive relationship between the firm‟s organisational capabilities and 

its export performance. 

P1f: There is a positive relationship between the firm‟s marketing capabilities and its 

export performance. 

P1g: There is a positive relationship between the firm‟s production capabilities and its 

export performance. 

 

2.4.2 Relating to export intermediary resources 

 

P2a: Good relationship between export intermediaries and manufacturing firms has a 

positive relationship with the export performance of the manufacturing firms. 

P2b: Cooperation undertaken between export intermediaries and manufacturing firms 

has a positive relationship with the export performance of the manufacturing firms. 

P2c: Knowledge displayed by export intermediaries has a positive relationship with the 

export performance of the manufacturing firms. 

P2d: Export capabilities displayed by export intermediaries have a positive relationship 

with the export performance of manufacturing firms. 
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2.4.3 Relating to marketing formal control 

 

P3a: There is a positive relationship between the use of input control mechanisms with 

export intermediaries and export performance. 

P3b: There is a positive relationship between process control enforcement over export 

intermediaries and export performance. 

P3c: There is a positive relationship between the enforcement of output control 

mechanisms over export intermediaries and export performance.  

 

2.4.4 Relating to marketing informal control 

 

P4a: There is a positive relationship between the use of self-control over export 

intermediaries and export performance.  

P4b: There is a positive relationship between the use of social control over export 

intermediaries and export performance.  

 

2.4.5 Relationship between resources and control 

 

P5: There is a positive relationship between firm resources (financial resources, human 

resources, organisational resources and marketing capabilities) and use of formal 

control. 

5a) Input control 

5b) Process control 

5c) Output control. 

 

P6: There is a positive relationship between firm resources (financial resources, human 

resources, organisational resources and marketing capabilities) and use of social control. 

P7a: There is no significant relationship between export intermediaries‟ resources and 

use of input control. 

P7b: There is no significant relationship between export intermediaries‟ resources and 

use of process control. 

P7c: There is a positive relationship between export intermediaries‟ resources and use of 

output control. 
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P8: There is a positive relationship between export intermediaries‟ resources and use of 

informal control. 

 8a) Self-control 

 8b) Social-control 

 

 

Summary 

 

According to Figure 2.1 (chart on literature review linking to conceptual development), 

this chapter reviews literature on the resource-based view (RBV) which presented firm 

and export intermediary resources and their effects on export performance. In addition, 

the literature review on marketing control mechanisms, the antecedents of marketing 

control and effect of marketing control on export performance were expanded. This 

literature was linked to propositions and conceptual development of this study.  

 

After the literature review, a comprehensive conceptual framework was formed and is 

now presented in Figure 2.8. Firm resources were divided on two parts based on 

conceptual development: Firm resources I have only a direct impact on export 

performance while firm resources II have both direct and indirect impact influence on 

export performance. The propositions and conceptual development indicated that firm 

and export intermediary resources have direct effect on export performance and indirect 

effect on export performance through the use of marketing control. It was also expected 

that the use of marketing control has direct influence on export performance. It was 

assumed that the relationship between firm and export intermediary resources was not 

significant and is not considered in this study. The next chapter discusses research 

methodology that is developed based on the literature review. 
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FIGURE 2.8 Conceptual Development  

 

 

 

 

 

 

E 

X 

P 

O 

R

T  

 

 

 

P

E

R

F

O

R

M

A

N

C

E 

 

 

 

 

M

E

A

S

U

R

E

S 

FIRM RESOURCES I 

 

Physical resources 

 

Technological resources 

 

Production capabilities 

FIRM RESOURCES II 

 

Financial resources 

 

Human resources 

 

Organisational capabilities 

 
Marketing capabilities 

FORMAL CONTROL 

 

 

Input control 

 

Process control 

 

Output control 

INFORMAL CONTROL 

 

 

Self-control 

 

Social control 

INTERMEDIARIES’ 

RESOURCES 

 

Networking relationship 

 

 

Cooperation 

 

 

Knowledge and experience 

 

 

Export capabilities 

 

P1a 

P1d 

P1g 

P1b 

P1c 

   P1e 

   P1f 

  P3a 

  P3b 

  P3c 

P4a 

P4b 

P2a 

   P2b 

   P2c 

   P2d 

P 5a,5b, 5c 

P6 
  P7a 

  P7b 

P7c 

P8a, 8b 

 = No Relationship 
 

= Positive Relationship 



 88 

 

 

 

 



 88 

CHAPTER III 

RESEARCH METHODOLOGY 

 

3.0 Introduction 
 

Chapter III presents a discussion on the research and methodology used in this study. 

Even though there are increasing numbers of international market research, there are 

relatively fewer studies compared to the research conducted in the US. Since the 

research tactics of international market research tend to differ from those of US market 

research, this study expects to raise some methodological issues in the Asian context 

which are different from Western countries. This chapter discusses research techniques, 

sampling procedure, operationalisation of key constructs, questionnaire design, 

pretesting, the data collection methods in the model used for this study. In addition, this 

chapter discusses data collection development suited to the cultural conditions of 

Thailand. 

 

This chapter focusses on the following parts in conducting the research in Thailand: 3.1) 

Exploratory interviews; 3.2) Designing the questionnaires; 3.3) Sampling: design and 

procedures; 3.4) Dealing with non-response. 

 

3.1 Exploratory Interviews 
 

The purpose of this section on the exploratory interviews is to provide greater 

understanding of the export context in Thailand. In July 2001, six exploratory personal 

interviews were conducted with Thai exporters at the SME Trade Fair held at Queen 

Sirikit Convention Centre in Bangkok, Thailand. More than 400 SMEs participated in 

the fair and most of them were exporters. Six firms were chosen based on the following 

research criteria: 

 

1) the respondents must be manufacturing exporters; 
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2) they must employ less than 200 employees; [During the exploratory interview stage, 

the definition of SMEs  used in this study followed the definition of the Ministry of 

Industry in Thailand and that of the Asia Pacific Economic Cooperation discussed in 

Table 1.2. However, the definition of SMEs was adjusted during the final data 

collection process. (see Section 3.3.2) ] 

  3) they must be independent business firms; and  

 4) they must have at least 3 years’ export experience. 

 

When the firms met the above criteria, export managers or managers who are 

responsible for export operations were requested for a short interview. The interview 

consisted of open-ended questions to investigate their opinions on determinants of 

export performance and their export performance measures. Protocols for exploratory 

interviews are shown in Appendix 3.1. Open-ended responses are most beneficial when 

the researcher is conducting exploratory research (Zikmund, 1997) as respondents could 

provide their feedbacks on the key factors that influence export performance and the 

export performance measures used without pre-empting their responses.  

 

Results of exploratory interviews 

 

The information gathered from the informal interviews provided useful insights in 

setting research objectives and improving the design of the structured questionnaire for 

further research. Interviews were not structured based on the conceptual development. 

The interviewees who were responsible for exporting products overseas were mainly 

asked about their opinions on key success factors of exporting and their export 

performance measures.  

 

Using the information given by the respondents, their discussions were categorised to 

consider key success factors and export performance measures. Most key success 

factors cited by the respondents were more relevant to the firm resources and 

intermediaries’ resources rather than the use of marketing control. 

 

Three interviewees mentioned that organisational resources such as management’s good 

relationships with intermediaries were important. In addition, the respondents from two 

firms mentioned that organisational resources such as good product reputation, good 

company reputation, long-term relationships with their customers (i.e. their 
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intermediaries) were the main success factors of these two companies which had been 

established for 20 years and 50 years respectively. An owner-manager from a 

silverware company which had been established for 50 years stressed the factors behind 

its success as follows: 

 

“Our company was established a long time ago and it is famous in Chiangmai (capital 

city in Northern Thailand) and overseas. Since we have different styles of products, our 

old customers (intermediaries) come to us, look at our products and place an order”. 

 

According to the above statement, the owner-manager placed the organisational 

resources (i.e. firm’s reputation, good relationships with customers) and production 

capabilities (i.e. variety of products) as key important success factors to the company 

rather than the firm’s marketing capabilities such as having necessary knowledge and 

skills to promote the product and familiarity with business conditions in export markets. 

 

Interviewees from the gift company and the candle company, established three years 

ago, stressed that physical resources such as the quality of raw materials, production 

capabilities such as unique design of the products and good quality products were 

behind their success.  

 

It seemed that firms with less export marketing experience tend to depend on 

production capabilities for success and firms with more export experience tend to base 

success on their organisational resources such as their long-term relationships with 

customers, reputation and production capabilities such as variety of products. 

 

Moreover, interviewees from the gift company and the candle company believed that 

joining trade shows which helps exporters establish connections with the government is 

another important factor to their success. However, one respondent stressed that it is 

costly to participate in many trade shows and exporters could seek useful information 

from the government on particular trade shows in a foreign market that were useful. In 

addition, he also mentioned that foreign market information from government sources 

and understanding foreign market environments based on their own experience (i.e., 

they used to study and live in foreign countries) have triggered their success.  
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However, one senior marketing manager of gifts products cautioned that the importance 

of quality depends on the export markets and shared his experience as follows: 

 

“The main concern of the US market is pricing. They don’t care much about quality. 

Pricing is number one and quality is second. But in European countries, they care more 

about quality rather than price. Even though the price is a little bit high, if your product 

has good quality, they might buy it from you”. 

 

Another interviewee discussed that the importance of technological support was crucial 

for the competitiveness and success in foreign markets. A company, which has 100% 

export sales volumes, stressed the importance of investment in observing consumers’ 

behaviour and research and development to come up with new product design and 

produced the products strictly based on the customer requirements. These responses 

highlight the importance of technological resources, marketing capabilities and 

production capabilities. 

 

One interviewee also stated that product and marketing capabilities rather than personal 

relationships with intermediaries influence export performance. In addition, one 

interviewee also pointed out that the company’s strong financial management skills 

played an important role for its rapid sales growth. 

 

Most exporting SMEs did not conduct market research and they usually responded to 

inquiries from foreign customers (i.e., intermediaries) rather than proactively looking 

for potential customers. Thus, their choice of channels depends on the opportunities that 

arise. However, three respondents cited the importance of intermediaries’ distribution 

capabilities to the success of their companies. An owner-manager from the Silver 

Jewelry company pointed out that one success factor is close cooperation with her 

distributors. The company produced the products strictly following customers’ (i.e. 

intermediaries) specifications. Moreover, the intermediaries also shared market 

information such as the price of silver and fashion trends in their respective markets. 

The company is targeting its products mainly in Chinese speaking countries such as 

Taiwan, Hong Kong and China and customers in these countries closely follow the 

fashion trend in Japan. Hence, the distributors’ capabilities and understanding of the 

markets are important for their business operations. 
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According to exploratory interview, managers did not explicitly mention about the use 

of marketing control over their distributors. Most interviewees mainly stressed about the 

importance of the firm’s production capabilities, marketing capabilities and 

intermediaries’ capabilities in their operations (see Table 3.1). These are the main 

success factors that come to their mind when asked about the reasons behind their 

success.  

 

Table 3.1 Summary Table for Key Success Factors and Export Performance 

Measures 

 

Key Success Factors Frequency Quotation highlighting factors 

Organisational capabilities (good 

relationships with intermediaries) 

3 “We produced our products according to our 

customers’ specifications. We provide different 

product design based on their requirements. We have 

been in this business for 20 years and our old 

customers come back”. (Furniture company) 

Organisational capabilities 

(company reputation)  

2 “Our company was established a long time ago and it 

is famous in Chiangmai (capital city in Northern 

Thailand) and overseas. Since we have different styles 

of products, our old customers (intermediaries) come 

to us, look at our products and place an order”. 

(Silverware company) 

Production capabilities (Product 

design and good quality product) 

3 “The great idea and use of modern art make our 

product unique. We also use good quality raw 

materials to produce superior product”. (Candles 

company) 

Marketing capabilities 

(participating in Trade show to 

establish the contact with 

customers and understand the 

market) 

2 “We are promoted by Department of Culture and 

Department of Export Promotion. They provide the 

information about the trade shows we should 

participate in”. (Gift company) 

Technological resources 

(investment in research and 

development) 

2 “Our export performance is better than our 

expectation. We got a lot of customers. We need to 

change and improve some products. R&D is a big 

help”. (Gift company) 

Intermediaries’ distribution 

capabilities (intermediaries with 

good marketing skills) 

2 “It is great to have distributors who could help 

penetrate the market. Having distributors with good 

marketing skills reduce our costs in participating the 

trade shows”. (Gift company) 

Export performance measures 

(sales volume in unit) 

3 “We measure our export performance based on sales 

volume. It is easy to measure the sales units”. 

(Hardware company) 

Export performance measures 

(use of managers’ judgment based 

on many factors)) 

1 “We have to consider many factors to evaluate our 

export performance. For example, we look at our 

investment. How long does it take to recover?. We 

look at our cash flow, customers’ interest, brand name 

recognition etc.” (Gift company) 

 

 

The interview results assisted with questionnaire development as they included some 

factors that influence export performance (e.g., product quality and reputation of 
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product and relationship with export intermediaries) and eliminated some export 

performance measures (e.g., export profitability and export growth) as managers could 

not provide those indicators. Three firms measured their performance based on their 

sales volume in units. After the exploratory interviews, it was evident that subjective 

performance measures such as their perception of competitiveness and achievement in 

markets was widely used. One reason is that export managers did not have figures for 

export performance levels or they were reluctant to reveal these figures. Moreover, 

perceived social values might be more relevant than objective ones because 

management is often guided by their subjective perceptions rather than by perfect, 

objective knowledge about the world and many respondents were unlikely to respond to 

the questions about absolute values (Madsen, 1989). Thus, perceived values were used 

as a proxy of export performance measures to enable respondents to answer the 

questionnaire easily. Most questions were designed to measure the managers’ attitude 

towards the statements regarding the availability of firm resources, export intermediary 

resources, the use of marketing control and export performance. Therefore, objective 

performance measures were not included in the questionnaire. 

 

3.2 Questionnaire Design  
 

The final data collection mainly focussed on quantitative techniques due to the nature of 

the research which examines the relationship between variables and wants to generalize 

the findings based on an acceptable sample size of firms. Quantitative techniques 

consist of two main types: experiment and survey (Creswell, 1994). An experiment 

refers to a research method in which conditions are controlled so that one or more 

variables can be manipulated in order to test a hypothesis while a survey is defined as a 

method of gathering primary data based on communication with a representative sample 

of individuals (Zikmund, 2003). Among different types of survey techniques, a 

structured survey was chosen as it reduced a researcher’s bias during data collection and 

analysis (Sayre, 2001; Skinner, Tagg and Holloway, 2000). It also provides quick, 

relative inexpensive, efficient and accurate means of assessing information about the 

respondents (Zikmund, 2003).  

 

Based on the interview results, the questionnaire was developed. The questionnaire 

consisted of six parts and included 114 questions (see Appendix 1.1). The six parts of 
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the questionnaire are as follows: Part I) General information about the company; Part II) 

Firm resources; Part III) Marketing control; Part IV) Export intermediary’s resources; 

Part V) Export performance measures; and Part VI) Personal information concerning 

respondents and business owners. The survey questionnaire includes two cover letters, a 

copy of questionnaire and a form for requesting the results of the study. Questionnaire 

layout was designed to enable the respondents to complete the questionnaire easily. 

Respondents were offered a summary of the research findings as an incentive to 

complete the questionnaire. 

 

A cross-sectional analysis of Thai SMEs was conducted and provided a snapshot of the 

variables of interest at a single point in time. Although many researchers recommended 

the use of longitudinal studies, they are rarely carried out because it is difficult and 

expensive to administer due to the need to find the same respondents (Boyce, 2002). 

Maintaining the same respondents is extremely difficult because some respondents 

might decide not to continue and some companies might have closed down or have 

changed their addresses (see Section 3.4). Therefore, a cross-sectional design was used 

due to the limited time and budget. Many studies in export literature used a similar 

approach (see Baldauf, Cravens and Wagner, 2000; Katsikeas, Deng and Wortzel, 1997; 

Prasad, Ramamurthy and Naidu, 2001). However, the adoption of a cross-sectional 

design limits the potential to detect cause-effect inferences (Katsikeas et al., 1997). 

 

The questionnaire used a Likert scale which is very popular and easy to administer 

(Zikmund, 1999). Most interval level scales have either 3 or 5 or 7 or 9 anchor points. 

Many researchers use items with 5 or 7 point rating scales (Maxim, 1999). The 

respondents were asked to indicate their attitudes by rating how strongly they agree or 

disagree with the statements. This study used a 5 point Likert scale similar to previous 

research conducted in export performance studies (see Baldauf et al., 2000; Nakos, 

Brouthers and Brouthers, 1998; Prasad et al., 2001; Sangsuwan, 1992). Most questions 

in the questionnaire were in the form of a statement and respondents were asked to 

indicate their level of agreement with each statement by circling a response. Most 

questions regarding the firm resources were developed for this study and the other 

questions were developed based on previous studies. The overview of the questionnaire 

development is discussed in Section in 3.2.1 to 3.2.6. 
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Two versions of questionnaires (Thai version and English version) were developed as 

some Thai export managers preferred to answer the questionnaire in Thai. Five steps 

were followed in the development of the Thai questionnaires. Firstly, the questionnaire 

was first written in English and then translated into Thai by a translator-cum-lecturer in 

business and management. Secondly, a consultant working in the export and marketing 

field translated the Thai questionnaire back into English. Thirdly, variations in meaning 

and terms were discussed with the former translator and the questionnaire was modified 

by rephrasing a few sentences and using some terms in English. For example, “Hazard 

Analysis Crucial Control Point (HCCP), Good Manufacturing Practices (GMP) and ISO 

certificates” are used in the Thai questionnaire due to lack of equivalent terms in the 

Thai language and to retain the original meaning. Fourthly, to ensure its validity, the 

modified questionnaire was again read concurrently in Thai and English by a bilingual 

lecturer in business studies. Finally, two lecturers teaching Thai language and literature 

proof read the questionnaire. Similar back translation and follow-up discussion 

techniques have been used previously (see Herkenhoff (2000) and Li (1998)). The final 

questionnaire in English was submitted to Human Ethics Committee at the University of 

Western Australia to meet the ethical requirements of the research (see Appendix 1.1). 

 

Unit of Analysis 

 

Many studies on exporting have been conducted at the overall firm level (see Bijmolt 

and Zwart, 1994; Chan, 1992; Katsikeas and Morgan, 1994; Leonidou, Katsikeas and 

Samiee, 2002). This study examines individual export ventures rather than the firm as a 

unit of analysis similar to studies conducted by Cavusgil and Zou (1994), Myers and 

Harvey (2001) and Piercy et al., (1998). It may be erroneous and difficult to examine a 

common pattern of determinants and export performance at the firm level (Li and 

Ogunmokun, 2001) and individual product-market export venture allows a more precise 

measurement of the factors that influence export performance (Cavusgil and Zou, 

1994).  

 

A firm level of analysis provides a useful macro view of the relationships between 

determinants and export performance but it also potentially involves an averaging effect 

over the different product-market settings of individual firms (Prasad et al., 2001). In 

this study, the questionnaire was designed for an export venture rather than for the firm 

as a whole. Therefore, the questionnaire instructed respondents to focus on one of the 
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company’s products that was exported in the last three years and to use that export 

venture as the source of reference when answering the questions. 

 

3.2.1 Part I. General information  

 

The questionnaire begins with general and simple questions as the first questions are 

crucial and respondents should not find them threatening in any way (Churchill, 1995). 

Questions in Part I start with general information on the type of ownership of business 

utilising an ordinal scale (see Table 3.2). Five questions concerning firm characteristics 

(Question 1,2,3,5 and 6) from Part I were used to test for differences between 

respondents and non-respondents. These questions include type of ownership, number 

of exporting countries and years of export experience, current number of employees and 

type of product category. 

 

Questions 8 and 9 in Part I include names of the countries or regions the export venture 

is exporting to, and the type of channel used. These questions indicate whether the 

export venture uses direct or indirect export channel and the countries/regions to which 

they are currently exporting. The items in the questionnaires, their measurement scales 

and previous studies that use similar scales could be found in Table 3.2. 
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Table 3.2 Scales of Measurements for General Information 

 

Part I. General Information 

 
No Constructs Definition Measurement scales Studies that 

used similar 

measurement 

scales 

1 Type of ownership This question asks 

whether the export 

venture was operated as a 

family or non-family 

owned business  

1 =  Family-owned business 

2 =  Non-family owned 

business 

(Yeung, 2000) 

(this item has 

been added 

after pretest) 

2 Number of 

countries exported 

The current export market 

of this export venture.  

1 = 1-5 countries 

2 = 6-10 countries 

3 = 11-15 countries 

4 = 16 - 20 countries 

5 = More than 20 countries 

(Cavusgil and 

Zou, 1994; 

Lee and Yang, 

1990; Li and 

Ogunmokun, 

1998) 

3 Export 

experience 

Number of years this 

product has been exported 

1 = 1-5 years, 2 = 6-10 years,  

3 = 11-15 years, 4 = 16-20 

years, 

5 = over 20 years 

(Ramaseshan 

and Patton, 

1994) 

4,5 Number of 

employees in the 

firm when the firm 

was established  

and current number 

of employees 

 1. 1-9 employees 

2. 10 to 19 employees 

3. 20-49 employees 

4. 50-99 employees 

5. 100-199 employees  

6. 200 employees plus 

(Li, 1998) 

6 Product category This category was 

classified according to the 

sections listed in the 

Exporters’ Directory 

(2001/2002) 

1 = Agricultural 

products/Mineral and Fuels 

2 = Food  

3 = Automotive/Auto parts 

and Accessories 

4 = Chemicals, Cosmetics, 

Toiletries, Medical supplies, 

Hygiene products  

5 = Building 

materials/Hardware items  

6 = Electronics, Electrical 

products and parts 

7 = Textile, Garment and 

Fashion accessories 

8 = Furniture 

9 = Toys and Games 

10 = Household products 

11 = Gems and Jewelry 

12 = Leather/ PVC and other 

products/Footwear/Traveling 

and Sporting Goods  

13 = Gifts/Decorative 

items/Handicrafts 

14 = Printing 

Services/Packaging 

15 =  Pet Food/ Stationery and 

Others 

Thailand 

Exporters’ 

Directory  

( 2001/2002) 

(This question  

has been 

modified after 

pretest) 

7 Nature of product  1 = Business goods 

2 = Consumer goods 
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Table 3.2 Scales of Measurements for General Information (continued)  

 

Part I. General Information continued. 

 

No Constructs Definitions Measurement scales Studies that used 

similar 

measurement 

scales 

8 Regions the 

venture is 

exporting to 

 1. United States 

2. Canada 

3. Europe 

4. Australia/ New Zealand 

5. Scandinavia 

6. Japan 

7. Former Soviet Union 

8. China 

9. Korea 

10. Southeast Asia 

11. Other Asia-pacific 

countries 

12. Middle East 

13. South America 

14. Central America 

15. Africa 

16. Others (please specify)  -

------------------- 

(Li, 1998) 

9 

 

 

 

Channel 

structure 

Export channel 

structure refers to the 

type of distribution 

channel used by 

export venture in 

foreign markets. 

Which of the following 

channel structure best 

represents the distribution 

strategy used for exporting 

this product? ( Select one 

option only) 

1.Domestic-based buyers/ 

buying agents 

2.Domestic-based merchants 

3. Domestic-based export 

agents 

4.Foreign-based agents 

5.Foreign-based merchants 

6.Firm’s foreign sales 

offices/subsidiaries 

7. Others 

(Chan, 1992; Li, 

1998) 
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3.2.2 Part II. Firm resources 

 

Despite the fact that Resource-Based View (RBV) is accepted to a larger scale in 

strategic management literature and as important to firm resources to export 

performance, Peng’s (2001a) and Srivastava et al.’ s (2001) studies reveal a lack of 

RBV studies in export literature. Thus, Part II of the questionnaire was designed to 

investigate whether resources utilised for international marketing operations influenced 

the level of export performance in small and medium sized enterprises (SMEs). 

 

Part II of the questionnaires classified resources and capabilities into 7 groups (Question 

1 to 7): physical resources; financial resources; human resources; technological 

resources; organisational capabilities; marketing capabilities; and production 

capabilities. Most of the measurement scales were adapted from previous literature with 

the papers being theoretical and exploratory except the studies of Katsikeas et al., 

(1996), Madsen (1989), Manolova et al., (2002). Cronbach’s alpha values of items in 

the questionnaire could not be revealed due to the lack of empirical studies in RBV 

which are suitable for this study and those items taken from empirical studies are too 

fragmented to be categorised in firm resources.  

 

A minimum of 3 items is used in each construct and the respondents were asked to rate 

the extent of the availability of resources in a particular export venture with 5-point 

Likert rating scale (1= available to a small extent and 5 = available to a large extent) 

(refer to Table 3.3 for more details on the items utilised). 
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Table 3.3 Scales of Measurements for Firm Resources 

 

Part II. Firm Resources 

 
No Constructs Dimensions Measurement 

scales 

Measures were 

developed based 

on theoretical 

discussion in 

previous studies 

1 Physical 

resources 

i) Access to quality raw material 

ii) Suitable plant and equipment 

iii) Good geographic location of 

firm 

1= Available to a 

small extent 

5 = Available to a 

large extent 

(Barney, 1991) 

2 Financial 

resources 

i) Initial capital 1= Available to a 

small extent 

5 = Available to a 

large extent 

(Guillen, 2000) 

ii) Initial capital from outside 

sources such as friends and 

financial institutions  

1= Available to a 

small extent 

5 = Available to a 

large extent 

 

iii) Ability to acquire financial 

capital  

1= Available to a 

small extent 

5 = Available to a 

large extent 

(Westhead, 

Wright and 

Ucbasaran, 

2001) 

3 Human 

resources 

i) Managers with knowledge in 

international business management 

ii) Managers  with experience in 

exporting 

iii) Managers who have network 

relationship overseas 

iv) Manager with good  level of 

education  

1= Available to a 

small extent 

5 = Available to a 

large extent 

(Kaynak and 

Kuan, 1993; 

Manolova et al., 

2002) 

v) Managers with know-how 

regarding export product. 

 

1= Available to a 

small extent 

5 = Available to a 

large extent 

(Hall, 1993; 

Michalisin, 

Smith and Kline, 

1997) 

4 Technological 

resources 

 i) Technological know-how 

 ii) Research and development 

 iii) Knowledge of production     

       process 

1= Low level 

5 = High level 

(Madsen, 1989) 
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Table 3.3 Scales of Measurements for Firm Resources (continued) 

 

Part II. Firm resources 

 
No Constructs Dimensions Measurement 

scales 

Studies that used 

similar 

measurement 

scales 

5 Organisational 

capabilities 

 i) We have adequate information 

about the export market. 

 ii) We have adequate information 

about the distributors/agents. 

iii) We have intellectual property 

rights (such as patents, copy right, 

trademark).  

iv) Our products have safety labels 

and certificates. 

v) Our product has a good 

reputation in the export market. 

vi) Our brand name has a good 

reputation in the export market. 

vii) Our company has a good 

reputation in the export market. 

viii) We have strong personal 

relationships with 

distributors/agents. 

ix) We have good relationships 

with our suppliers. 

x) We have good relationships 

with our employees.                      

xi) We have ability to manage 

change. 

xii) We have staff who can work as 

a team.    

1= Agree to a small 

extent 

5 = Agree to a 

large extent 

(Hall, 1992; 

Hall, 1993; 

Michalisin et al., 

1997) 

 

(Question viii, 

ix and x have 

been modified 

after pretest) 

6 Marketing 

capabilities 

i) Our organisation is familiar with 

customer requirements and 

characteristics in export market. 

ii) Our organisation is familiar 

with local business conditions, 

language and culture in the export 

market.  

iii) Our organisation has the 

necessary knowledge and skills to 

promote the product in the export 

market.    

1= Agree to a small 

extent 

5 = Agree to a 

large extent 

(Katsikeas et al., 

1996; Rangone, 

1999) 

7 Production 

capabilities 

i) We conform to the product 

specifications in overseas 

 market. 

ii)  We have quality control 

process.  

iii)  We have superior product 

quality. 

iv) We acquire advanced 

production equipment.  

1= Agree to a small 

extent 

5 = Agree to a 

large extent 

(Andersen and 

Kheam, 1998; 

Katsikeas et al., 

1996; Madsen, 

1989) 
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3.2.3 Part III. Marketing control activities  

 

Marketing controls are important mechanisms to measure goal achievement in 

organisations (Aulakh and Genctürk, 2000; Bello and Gilliland, 1997; Genctürk and 

Aulakh, 1995; Jaworski, 1988). As discussed in Chapter II, this study examines the 

effect of marketing control on export performance and how resources influence the use 

of marketing control. Details of measurement scales and items used in the study are 

available in Table 3.4. 

 

In Part III, Question 1 asked about the different use of input control by export venture 

and Question 2 assessed the use of process control.  

 

Based on previous studies, the statements regarding output control in Question 3 are 

revised and compiled. Output control was measured by a 5-item scale that captures the 

extent to which the manager specifies, monitors, evaluates, provides feedback and bases 

rewards on the performance goals achieved (see Table 3.4 for more details). 

 

Question 4 measured the use of self control and social control in export venture. The 

respondents were asked to rate the statements according to their degree of agreement by 

using 5-point Likert scale (refer to Table 3.4 for more details). 
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Table 3.4 Scales of Measurements for the Marketing Control Mechanisms 

 

Part III. Marketing Control Mechanisms (input control and process control) 

 
No Constructs Dimensions Measurement 

scales 

Studies that used 

similar 

measurement 

scales 

1 Input control i) We made significant investments  

in training the distributor’s personnel 

ii) We supply information about our 

operations so the distributor/agent 

can have long-term plans. 

iii) We inform the distributor/agent 

well in advance of any changes in 

our marketing strategy. 

iv) We provide the distributor/agent 

with a detailed explanation of our 

future plans. 

5 point Likert 

scale was used to 

rate the 

importance of 

the item. 

1 = strongly 

disagree 

5= strongly agree 

(Mortanges and 

Vossen, 1999) 

 

(Sachdev, Bello 

and Pilling, 1994) 

 

2 Process 

control 

 

i) We evaluate the marketing 

activities  which are used by 

 distributors/agents to accomplish a 

given task.  

1 = strongly 

disagree 

5= strongly agree 

(Jaworski, 

Stathakopoulos and 

Krishnan, 1993)  

(Ramaswami, 

1996)  

 
ii) We modify the marketing 

activities when desired results are not 

obtained. 

1 = strongly 

disagree 

5= strongly agree 

iii) We modify the marketing 

activities when there are any changes 

in the external environment. 

Theoretical study (Tadepalli, 1992) 

iv) Distributors/agents received 

feedback on how they implement 

their marketing activities. 

1 = strongly 

disagree 

5= strongly agree 

(Jaworski et al., 

1993)  

(Ramaswami, 

1996)  

v) A formal evaluation process is 

used to assess distributor/agent’s 

performance 

1 = strongly 

disagree 

5= strongly agree 

(Sachdev et al., 

1994) 

 

vi) We closely monitor the extent to 

which the foreign distributors/agents 

follow established procedures. 

1= strongly 

disagree 

5 = strongly 

agree 

(Aulakh and 

Genctürk, 2000) 

 

vii) Distributors/agents have control 

over the final price of the product. 

1 = strongly 

disagree 

5= strongly agree 

(Myers, 1997) 

viii) Distributors/agents are 

responsible for promotional activities 

in our export market. 

1 = strongly 

disagree 

5= strongly agree 

 

ix) Export product is modified based 

on the specification of 

distributors/agents.  

1 = strongly 

disagree 

5= strongly agree 

 

x) The product is modified to meet 

customer requirements in export 

market. 

1 = strongly 

disagree 

5= strongly agree 

 

xi) Our distributors/agents are 

provided with explicit procedures 

that tell them exactly how to respond 

in all situations. 

1 = strongly 

disagree 

5= strongly agree 

(Ramaswami, 

1996) 
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Table 3.4 Scales of Measurements for Marketing Control Mechanisms (continued)  

 

Part III: Marketing Control Mechanisms (output control) 

 
No Constructs Dimensions Measurement scales Similar measures 

in previous 

studies  

3 Output 

control 

i) We establish specific performance 

goals for our distributors/agents. 

1 = strongly disagree 

5= strongly agree 

(Jaworski et al., 

1993)  

(Ramaswami, 

1996)  
ii) We monitor the extent to which 

performance goals are attained by 

distributors/agents. 

1 = strongly disagree 

5= strongly agree 

iii) Distributors/agents are needed to 

provide an explanation if 

performance goals are not met. 

1 = strongly disagree 

5= strongly agree 

(Jaworski and 

MacInnis, 1989)  

 

iv) Feedback is given to 

distributors/agents concerning the 

extent to which they achieve their 

performance goals. 

1 = strongly disagree 

5= strongly agree 

(Ramaswami, 

1996) 

 

v) Rewards to distributors (such as 

price discount, credit extension) are 

based upon how their performance 

compares with their goals.  

1 = strongly disagree 

5= strongly agree 

(Jaworski and 

MacInnis, 1989) 

 

vi) Our future relationship with this 

foreign agent is contingent on 

achieving specified goals. 

1= strongly disagree 

5 = strongly agree 

(Aulakh and 

Genctürk, 2000) 

 

vii) The extent of territorial coverage 

that this agent needs to  

attain for our products is clearly 

specified. 

1= strongly disagree 

5 = strongly agree 

(Aulakh and 

Genctürk, 2000) 

 

viii) Corrective actions are taken if 

performance goals are not achieved 

at the end of the financial year. 

1= strongly disagree 

5 = strongly agree 
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Table 3.4 Scales of Measurements for Marketing Control Mechanisms (continued)  

 

Part III. Scales of Measurements for Marketing Control Mechanism (self-control  

               and social control) 

 
No Constructs Dimensions Measurement 

scales 

Studies that 

used similar 

measurement 

scales 

4 Self control i) Our distributors/agents take credit 

or blame for the results of this export 

venture. 

1= strongly 

disagree 

5 = strongly agree 

(Jaworski and 

MacInnis, 

1989) 

 

ii) Our distributors/agents have their 

own export goals for this product. 

1= strongly 

disagree 

5 = strongly agree 

New scale 

developed for 

this study. 

iii) Our distributors/agents tend to 

ignore certain marketing activities for 

this product export venture simply 

because they are not monitored by 

our management. 

1= strongly 

disagree 

5 = strongly agree 

(Ramaswami, 

1996) 

 

 Social 

control 

iv) We encourage cooperation 

between export employees and 

distributors/agents. 

1= strongly 

disagree 

5 = strongly agree 

(Jaworski and 

MacInnis, 

1989) 

 

v) We have meetings to coordinate 

planning and implementation 

activities among our export venture 

and distributors/agents. 

1= strongly 

disagree 

5 = strongly agree 

(Sangsuwan, 

1992) 

(Aulakh and 

Genctürk, 

2000) 

vi) We usually ask for 

distributors’/agents’ opinions on 

issues related to the distribution of 

our export product.  

1= strongly 

disagree 

5 = strongly agree 

 

(Ramaswami, 

1996) 

 

vii) We frequently send our 

managers to this foreign country to 

update our agents about 

technological/product changes. 

1= strongly 

disagree 

5 = strongly agree 

(Aulakh and 

Genctürk, 

2000) 
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3.2.4 Part IV. Distributors’/Agents’ Resources and Capabilities  

 

Part IV addresses the role of distributors’/agents’ resources in exporting. There is 

fragmented literature on how distributors’/agents’ resources and capabilities have 

contributed to export performance (Ambler et al., 1999; Leonidou and Kaleka, 1998; 

Lye, 1998; Peng and York, 2001). For example, Ambler et al., (1999) and Leonidou and 

Kaleka (1998) stress the importance of business and personal relationships, cooperation, 

trust and commitment while Bello, Urban and Verhage (1991) pay more attention to 

distributors’/agents’ product knowledge and market knowledge. In an attempt to 

determine the comprehensive list of intermediaries’ resources and capabilities, the 

following items were revised and compiled based on previous studies (see Table 3.5 for 

more details). 

 

Table 3.5 Scales of Measurements for Distributors’/Agents’ Resources  

 

Part IV. Distributors’/Agents’ Resources 

 
No Constructs Dimensions Measurement 

scales 

Studies that 

used similar 

measurement 

scales 

1 

 

Distributors’

/agents’ 

resources 

and 

capabilities  

i) Our distributor/agent has adequate 

experience for selling our product. 

ii) Our distributor/agent is 

knowledgeable of the requirements 

of potential customers. 

iii) The overall experience of the 

distributor/agent with respect to the 

market for our product is good.  

1= strongly 

disagree,  5= 

strongly agree 

(Mortanges 

and Vossen, 

1999) 

 

iv) The distributor/agent has enough 

knowledge about our product to do 

the best possible job in the export 

market. 

1= strongly 

disagree 5= 

strongly agree 

(Bello et al., 

1991) 

 

v) The distributor/agent supplies 

enough market information. 

1= strongly 

disagree 5= 

strongly agree 

vi) The distributor/agent has financial 

strength to perform its functions. 

1= strongly 

disagree 5= 

strongly agree 

New scale 

developed for 

this study. 

vii) The distributor/agent has ability 

to handle export negotiation. 

1= strongly 

disagree 5= 

strongly agree 

New scale 

developed for 

this study. 
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Table 3.5 Scales of Measurements for Distributors’/Agents’ Resources (continued) 

 

Part IV. Distributors’/Agents’ Resources 

 
No Constructs Dimensions Measurement 

scales 

Studies that 

used similar 

measurement 

scales 

1 Distributors’/ 

agents’ resources 

and capabilities 

viii) The distributor/agent has a good 

network relationship with players (such as 

customers, suppliers, competitors) in the 

market.  

ix) Our distributor/agent has a good 

reputation in the foreign market. 

x) Our distributor/agent strongly commits 

in distributing our products. 

xi) The promotional activities pursued by 

our distributor/agent are effective in 

export market. 

xii) Our distributor/agent could adjust 

well to the changing environments. 

1= strongly 

disagree 5= 

strongly agree 

(Hall, 1992; 

Hall, 1993; 

Michalisin et 

al., 1997) 

These items 

were developed 

for this study  

based on 

previous studies  

xiii) There is a strong trust between our 

firm and distributors/agents. 

xiv) Our relationship with 

distributors/agents is based on long-term 

commitments. 

xv) Personal relationship is important in 

dealing with our distributors/agents. 

xvi) We are satisfied with our 

distributors. 

xvii) We and our distributor cooperate in 

strategy development. 

xviii) We and our distributor cooperate in 

gathering market information. 

xix) We and our distributor cooperate in 

product development. 

1= strongly 

disagree,  5= 

strongly agree 

(Ambler et al., 

1999) 

 

(These 

questions have 

been added 

after pretest) 
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3.2.5 Part V. Export performance measures  

 

As discussed in Chapter II, this study captures different facets of the strategic and 

operational phenomena and they are complementary to one another (Katsikeas, 

Leonidou and Morgan, 2000). Using multidimensional measures should, according to 

literature (e.g Cavusgil and Zou, 1994; Cooper and Kleinschmidt, 1985; Louter, 

Ouwerkerk and Bakker, 1991; Moini, 1995), provide a more accurate indication of 

overall performance rather than relying on one aspect of performance. According to the 

findings from the exploratory interview, specific numerical values were avoided in the 

questionnaires and subjective measures were adopted to determine export performance.  

 

This study mainly emphasises subjective measures such as the manager’s performance 

satisfaction in relation to major competitors and the company’s expectation and 

strategic measures to explain the export venture performance. 

 

 

Question 1 and 2: Managers’ satisfaction with export performance (performance 

relative to major competitor and company’s expectations) 

 

Managers’ satisfaction with export venture is an important dimension of the export 

performance (Zou, Taylor and Osland, 1998). The indicators of satisfaction with export 

performance include perceived success of the venture and the extent to which the export 

venture is meeting its expectation. In order to measure the managers’ satisfaction with 

export performance, perceptual or attitudinal measures were used since they allow the 

managers to rate their performance compared to their major competitors and to rate 

overall performance of the export venture in relation to their company’s expectations. 

The measurement scales from previous studies were used in this study (see Table 3.6). 
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Question 3: Achievement of strategic goals 

 

Katsikeas et.al. (2000) pointed out that one of the shortcomings in export performance 

literature is neglecting important strategic variables in measuring export performance. It 

has been argued that the attainment of strategic goals should be considered an integral 

part of export performance (Zou et al., 1998). Although the most frequently used export 

performance measures appeared to be economic measures, the importance of strategic 

measures has been addressed in export literature (Cavusgil and Zou, 1994). For 

instance, when evaluating outcomes of export performance, Li and Ogunmokun (2001) 

and Myers and Harvey (2001) used achievement of strategic goals. Similar measures of 

the above studies were used in this study. 

  

Table 3.6 Scales of Measurements for Export Performance Measures 

 

Part V. Export Performance Measures 
 

No Constructs Dimensions Measurement scales Studies that used 

similar 

measurement 

scales 

1 Export 

performance 

compared to your 

major competitors 

i) Export volume 

ii) Export growth 

iii) Profitability 

 iv) Customer 

satisfaction 

1 = much worse 

5= much better 

(Li, 1998) 

2 Export 

performance in 

relation to 

company’s 

expectation 

i) Profitability 

objectives 

ii) Market penetration 

objectives 

iii) Sales growth 

objectives 

iv) Building image 

overseas 

1= far below expectation 

5 = far exceeds expectation 

(Naidu and 

Prasad, 1994) 

3 The extent to 

which strategic 

goals are achieved. 

i) To gain a foothold in 

export market 

ii) To increase the 

awareness of our 

company 

iii) To improve our 

market share position 

iv) To increase 

profitability of 

company 

v) To gain new 

technology/expertise 

vi) To respond to 

competitive pressure 

1= achieved a small extent 

5= achieved completely 

(Cavusgil and 

Zou, 1994; Li, 

1998) 

 

 

 

 

 

 

 

(Myers and 

Harvey, 2001) 
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3.2.6 Part VI. Personal data 

 

In Part VI, the questions asked include personal title, ethnicity, gender of respondents, 

age, education level and export experience of both respondents and owners to identify 

the demographic characteristics of respondents and owners. Both ordinal and interval 

scales were used for the alternatives given to the respondents (see Table 3.7). 

 

Table 3.7 Scales of Measurements for Personal Data 

 

Part VI. Personal Data 

 

No Constructs Measurement scales Studies that used 

similar measurement 

scales 

A Personal title 1= General Manager 

2= Sales manager 

3= Production Manager 

4= Export Manager 

5=  Product Manager 

6=Others 

(Li, 1998) 

B,I Highest level of 

education attained 

by the 

respondents/owner-

managers 

1= Primary school 

2= secondary/high school 

3= Vocational Diploma 

4= Bachelor Degree  

5= Higher than a bachelor degree 

C Nationality/ 

Ethnicity 

1= Thai , 2= Thai-Chinese 

3=Chinese, 4= Others 

D Export experience 

of 

respondents/owner-

managers 

 

1= less than one year 

2= 1-5 years 

3= 6-10 years 

4=11-15 years 

5= more than 15 years 

E Income level 1 =Less than 20,000 baht ( i.e. less than 500 

US$) 

2 =20,000 baht – 39,999 baht (i.e. between 

500 and 1,000 US$) 

3= 40,000 baht -59,999 baht (i.e. between 

1,000 and 1,500 US$) 

4= 60,000 baht -80,000 baht (i.e. between 

1,500 US$ and 2,000 US$) 

5= 80,000 baht plus (i.e. above 2,000 US$) 

F,H Age of 

respondents/ 

owner-manager 

1= 20-30 years old 

2= 31-40 years old 

3 = 41-50years old 

4=51-60 years old 

5=more than 60 years old 

G Gender 1 = Male, 2= female 
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3.2.7 Pretesting 

 

Pretesting was conducted to detect ambiguity or bias in the questions (Zikmund, 1997) 

and to ensure that respondents understood the questionnaire, and are familiar with terms 

used in the questionnaires (Mortanges and Vossen, 1999). For long and complex 

questionnaires, it is recommended that 25 pretesting firms are needed (Kumar, Aaker 

and Day, 1999). Therefore, 24 exporting firms were chosen for the pretest stage and 24 

responses were justified. Due to time and budget limitation, a pretest sample size of 24 

was considered a reasonable size (Kumar et al., 1999). The respondents were asked to 

complete structured questionnaires followed by personal interviews discussing items, 

design, wording and length of questionnaire (Kumar et al., 1999). The research criteria 

for choosing the respondents were the same as those in the exploratory interview (see 

Section 3.1). 

 

Pretesting firms were chosen from firms that participated in two trade shows namely: 

the Health and Beauty show (2002), the 30
th

 Bangkok Gems and Jewellery Fair (2002) 

and firms that located their showrooms in Thailand’s Export Mart; thus, they are 

undoubtedly active exporters. Three export managers completed the questionnaires at 

the trade show while others allowed the researcher to make an appointment for 

scheduling the questionnaires at a later date. Interviewees not only completed the 

questionnaire but also provided more information including challenges they faced in 

their businesses through real life examples. From that information, it was discovered 

that some questions were practically based and some were theoretically based. At the 

end of the interview, the Assumption University key chains were presented as a 

souvenir and as a token of appreciation to the interviewees.  

 

The pretest results and interviews suggested some minor changes. 

Part I. Question 1 regarding type of ownership was included in the questionnaire to see 

if respondents and non-respondents have any differences regarding the type of 

ownership. The terms and order of each product category was rearranged in Question 4. 

Initially, the product category was based on industry code and later the terms were 

changed based on the industry section in the Exporters’ Directory (2001/2002) as 

respondents were more familiar with the latter category. However, there was only slight 

variation between two categories. For example, the category “textiles, clothing, 

footwear and leather manufacturing” was divided into two sections (textiles, garment 
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and fashion accessories as one category and footwear and leather manufacturing as 

another category). 

 

Some modifications were made on Part II. Question 5, item viii, ix and x had some 

modification. Initially, it was written that exporting firm has a good relationship with 

distributors/agents/suppliers and foreign customers. To be more specific and clear for 

the respondents, the term “personal relationship” was used instead of relationship. 

 

Part IV included 7 more items as about half of respondents stressed the importance of 

their relationships with distributors/agents. These items were adapted from Ambler et al. 

(1999). The questions are as follows: 

 

i) There is a strong trust between our firm and distributors/agents. 

ii) Our relationship with distributors/agents is based on long term commitment. 

iii) Personal relationship is important in dealing with our distributors/agents. 

iv) We are satisfied with our distributors. 

v) We and our distributor cooperate in strategy development. 

vi) We and our distributor cooperate in gathering market information. 

vii) We and our distributor cooperate in product development. 

 

There are no changes in Part III, Part V and Part VI. The above mentioned changes were 

again back-translated into Thai and the revised version of the questionnaire was used for 

final data collection. The following section presents the sampling design and data 

collection procedures. 

 

3.3 Sampling: Design and procedures 
 

According to the meta-analysis of export marketing strategy research conducted by 

Leonidou (2002), only 11 out of 36 studies applied non-probability sampling. However, 

most of these studies were conducted in North America and Europe. It was also found 

that small samples were more evident among the studies employing non-probability 

designs and large samples were commonly associated with the use of probability 

sampling methods (Leonidou et al., 2002).  
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Although the study population was exporting manufacturers, it is impossible to get the 

list of the whole population as it is not compulsory in Thailand to register their business. 

Thus, Thailand’s Exporters’ Directory (2001/2002) which was chosen as a sampling 

framework is believed to be the most reliable exporters’ list in Thailand (Ngansathil, 

2001). Most researchers on Thai exports use this directory as a sampling framework 

(Ngansathil, 2001; Sangsuwan, 1992). In the Exporters’ Directory (2001/2002), 

exporters were grouped by industry. The list provides the names of exporting 

companies, addresses, contact information, years of establishment, registered capital, 

contact person and types of products they offer. The Exporters’ Directory (2001/2002) 

was classified into 15 sections and there are 8227 companies in the list. The following 

three main issues arose from the utilisation of the Exporters’ Directory (2001/2002):  

 

1) Some companies were listed more than once under different categories of 

industries; 

2) Most companies listed were firms with more than 200 employees. 

3) The list was not updated regularly because the researcher found that some 

companies have been closed down or have changed their addresses when 

contacting these companies; and  

4) A few companies listed in the Exporters’ Directory (2001/2002) were non-

exporters. 

 

3.3.1 Phase I. Random sampling  

 

Out of 8227 companies in the list of Exporters’ Directory (2001/2002), classified into 

15 sections, 1100 firms were drawn randomly. Those selected firms were ranked 

according to zip code to facilitate the field researchers to organise and collect the data 

efficiently in the same area. Moreover, as some firms were listed more than once under 

a different category of industry, 38 overlapping firms were excluded from the sample 

list. The remaining firms were contacted by phone to meet the research criteria specified 

in Section 3.1. 

 

Those firms which met the research criteria were asked for their willingness to 

participate in the study by explaining the length of questionnaire and purpose of the 
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survey. Those who agreed to participate in the survey were asked for an appointment to 

complete the questionnaire personally and those who refused to participate in the survey 

were asked to provide general information on their firms. 

 

3.3.2 Procedure of Data Collection 

 

The structured and self-administered questionnaire was designed to be personally 

delivered to the export managers or managers who are responsible for exporting 

decisions. Among the different methods of quantitative research, the mail survey 

method was found to be the principal data collection method in export literature 

(Leonidou et al., 2002). However, since mail survey is associated with a low response 

rate (Zikmund, 1999), this study used so called “drop-in-questionnaire” which is 

characterised by a personal request for cooperation in advance, the handing-over the 

questionnaire through field researchers at the beginning of the survey, and his or her 

presence during the completion of survey (Holzmüller and Stottinger, 1996). The 

advantages are high commitment by the respondents as they were asked for cooperation 

in advance. It helps to standardise data collection and avoid distortions and replies from 

other than the selected managers. This procedure results in high response rates and 

quality data collected (Holzmüller and Stottinger, 1996). The respondents could also 

clarify the questions with field researchers if they are in doubt. 

 

For data collection, two hundred senior business students, studying marketing research 

and international marketing research at Assumption University, were co-opted in the 

data collection exercise. The researcher provided 2-hour training sessions over the 

course of 4 days, explaining the research purposes and survey administration procedures 

prior to commencement. As field researchers, these students were motivated to conduct 

the data collection properly, as the data collection was part of their assessment for their 

marketing research courses. Each group member was required to collect two complete 

questionnaires with 100 baht per questionnaire (~ 4 A$) allocated to cover their 

expenses such as transportation and telephone expenses.  

 

Due to the time and budget constraints, the questionnaires were distributed to exporters 

in Bangkok and industrial areas near Bangkok such as Bangna, Samutprakarn, 
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Nonthaburi and Pathomthani. These areas cover about 60-70% of exporters listed in the 

Exporters’ Directory (2001/2002). 

 

When respondents were first contacted by telephone, email and fax to find out if they 

meet research criteria, it was found that most companies are firms with more than 200 

employees. Thus, the size of the firm has been increased due to the low availability of 

firms with less than 200 employees and low response rate. Moreover, Julian (2003) who 

conducted the study in Thailand pointed out that potential growth in exports are the 

greatest among SMEs with less than 500 employees. In addition, there are  precedents 

of taking firms with less than 500 employees as SMEs in other studies (Naidu and 

Prasad, 1994; Piercy, Kaleka and Katsikeas, 1998; Styles and Ambler, 2000). By using 

the same definition, it could allow comparability of data across different studies. 

Therefore, the research criteria have been adjusted during the data collection process as 

follows: 

 

1) the respondents must be manufacturing exporters; 

2) they must employ less than 500 employees; 

  3) they must be independent business firms; and  

 4) they must have at least 3 years’ export experience. 

 

Out of 1,100 firms, export managers of 195 firms could not be reached and another 545 

firms did not meet the research criteria as they were not independent manufacturing 

SMEs as well as not having the minimum of three years’ export experience. Thus, only 

360 eligible firms were asked for their willingness to participate in the study and 

questionnaires were delivered personally to those firms which agreed to participate in 

the study. Finally, 130 firms provided complete questionnaires resulting in 36.1% 

response rate.  

 

The response rate could have been higher in the absence of the following three factors:  

1) The timing of data collection  

The data collection commenced in early December, 2002 which is claimed to be 

the busiest time period for export managers in Thailand. To overcome this issue, 

some managers agreed to answer the questionnaires in January, 2003. 

 

2) The use of random sampling 
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In Thailand, people feel more comfortable to do business or deal with people 

whom they know personally or have connections with through friends and 

family members (Itthiopassagul and Blois, 2000; Pornpitakpon, 2000). It is very 

difficult to collect the data from firms without an introduction or contact. For 

example, an export manager of one company refused to answer the questionnaire 

when approached by a field researcher during the first data collection phase but 

agreed to fill out the same questionnaire when he was approached by his nephew 

at a later date.  

 

3) Problems with the Exporters’ Directory (2001/2002)  

The Exporters’ Directory does not include all exporters in Thailand and is not 

accurate although it is updated annually. The Department of Export Promotion 

has not excluded firms that have been closed down, has listed the same firms 

more than once under different categories, and has incorporated firms which are 

not exporters.  

 

Although more firms could be drawn from the Exporters’ Directory to increase 

the response rate, most firms did not meet research criteria and many of those 

which meet the criteria were reluctant to participate in the study. Moreover, 

despite the fact that the Exporters’ Directory is the most reliable source, it does 

not represent all exporters in Thailand. Therefore, a second data collection using 

convenience sampling technique was pursued to increase the sample size for 

statistical requirements. 

 

3.3.3 Phase II Convenience sampling 

 

Due to the various reasons discussed earlier, a second round of data collection was 

conducted using convenience sampling. There are some limitations for the use of 

convenience sampling as it is non-probability sampling and it might not represent the 

whole population. However, probability sampling did not generate a sufficient sample 

size. T-tests were conducted to ensure convenience and random sampling represent the 

same population (more details could be found in Section 4.1). There are three main 

advantages for using convenience sampling for this research: 
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1) Convenience sampling allows the researchers to gather information from exporters 

who are not listed in the Exporters’ Directory. Although convenience sampling was 

used, it covered firms in a wide geographic area in Bangkok and the outskirts of 

Bangkok as two hundreds research students were involved in this study and they 

delivered the questionnaires to exporters with whom they have personal contact or 

network relationship and who met research criteria as specified in Section 3.1; 

 

2) It is logical to use convenience sampling in Thailand where personal relationships 

and networks are important (Bjerke, 2000). It is also well recognized in the literature 

that establishing contacts with Thai people enhances their cooperation in business 

relationship (Itthiopassagul and Blois, 2000; Pornpitakpon, 2000) and the same logic 

applies in data collection. 

 

3) The use of convenience data collection generated high responses (an additional 208 

responses) expanding the responses up to 338. Moreover, the use of convenience 

sampling is not unusual in collecting data from Thai business managers (see 

Pornpitakpon, 1999). 

 

 

3.4 Dealing with Non-Response  
 

In order to gain the respondents’ cooperation and attract higher response, the researcher 

forwarded two cover letters written by her supervisor at the University of Western 

Australia, and the Dean of ABAC School of Management, Assumption University, 

Bangkok. The cover letters briefly described the objectives of the research, length of 

questionnaire and the important role of respondents in this research. Moreover, they also 

stressed the contribution of this research to small and medium exporters and export 

literature (see Appendix 1.1). Upon the request of potential respondents, cover letters 

were also sent by fax to them before they made their decisions to complete the 

questionnaire. 

 

For those firms which refused to participate in the study, 5 demographic questions were 

asked. Questions included type of ownership (family versus non-family owned 

business), type of industry, number of exporting countries, years of exporting and 

current number of employees. In order to determine whether the characteristics of the 



 118 

respondents differ from those of “non-respondents”, a random sample of 136 non-

respondents was contacted by phone to obtain the structural characteristics of their 

firms. The Pearson chi-square test was used to test the significant differences between 

categorical variables (i.e., type of ownership and product category) of the respondents 

and non-respondents. The analysis of data, independent t-test (at 5% significance level), 

was conducted to examine if the characteristics of non-respondents (i.e., number of 

countries, export experience and current number of employees) differed significantly 

from those of respondents. The results indicate that there is no significant difference 

between most characteristics of respondents and non-respondents except type of 

ownership at 5 % significance level and export experience at 10% significance level 

(see Table 3.8). 

 

Finally, 10% of the respondents were randomly contacted by phone to thank them and 

to ensure that field researchers delivered the questionnaires personally. The majority of 

respondents confirmed that they completed the questionnaires. However, a few 

respondents could not be reached as they were very busy and out of town at the time of 

the phone call.  

 

Table 3.8 Testing for Significant Differences between Respondents and Non-

Respondents 

Variables Sample  Mean Pearson 

chi-square 

Independent 

t-test  

(2-tailed) 
Type of Ownership Non-respondents 1.46 0.011*  

Respondents 1.62 

 

 

Product Category Non-respondents 7.90 0.246  

Respondents 7.44 

 

 

Number of Countries Non-respondents 2.17  0.309 

Respondents 2.00 

 

 

Export Experience Non-respondents 2.67  0.059** 

Respondents 2.38 

 

 

Current Number of Employees  Non-respondents 3.92  0.502 

Respondents 3.82  

* p <  .05 significance level                                    ** p <  .1 significance level 
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3.5 Summary 
 

The process of designing the questionnaire and collecting the data was a long process 

with a lot of challenges. Exploratory personal interview and pretesting helped the design 

of the final questionnaire. The drop-in-questionnaire method was used to collect the 

data by requesting the willing participation from export managers of SMEs in the 

manufacturing industry in Thailand. The two phases of data collection (random 

sampling and convenience sampling) were conducted and it highlighted the importance 

of personal relationship and connections in dealing with business managers in Thailand. 

The next chapter discusses how the two groups of different sampling methods were 

dealt within the study and examines the results of Exploratory Factor Analysis (EFA) 

and Confirmatory Factor Analysis (CFA).  
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 CHAPTER IV 

PRELIMINARY DATA ANALYSIS 

 

4.0 Introduction 
 

Chapter IV begins with a discussion of the results from independent-samples t-test to 

determine if there were any significant differences between the convenience and 

random samples and whether these two groups could be combined for further analysis 

(Section 4.1). Section 4.2 reports the characteristics of sample organisations and 

demographic characteristics of respondents.  

 

Due to the large number of items on the survey instruments, Exploratory Factor 

Analysis (EFA) was used to condense the variables into a smaller number of factors 

(Section 4.3). In addition, Confirmatory Factor Analysis (CFA) was performed to 

validate and purify the factors (Section 4.4 to 4.6). The composite reliability, convergent 

validity and discriminant validity of measurement models were presented in the 

following section (Section 4.7) and the final section discusses the bi-variate correlations 

among the constructs (Section 4.8). 

 

4.1 Testing for Significant Differences between the Two Sample 

Groups  

 

The two sample groups, random sampling and convenience sampling, provided 130 and 

208 responses, respectively. In order to congregate the groups for further analysis, 

independent-samples t-test and chi-square test were conducted to examine if there were 

any significant differences in means between these two groups.  

 

Chi-square test was performed on categorical variables such as type of ownerships, 

product category and personal title of respondents and independent-samples t-test was 

conducted for the interval scales used in this study. Eighty nine percent of variables 
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were found to be insignificant across the two different samples. However, 13 out of 114 

questions used in the data analysis were found to be significantly different at 0.05 level. 

Table 4.1 shows the 13 significantly different items between convenience and random 

samples.  

 

Given the small percentage of significantly different items (11%) between the random 

sample and the convenience sample, these two samples were sufficiently similar to be 

analysed together as one sample. Hence, the two samples were combined before 

conducting further analysis. 
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Table 4.1 Testing for Significant Differences between the two Sample Groups 

Variables Sample  Mean Significance 

( 2-tailed)  

Pearson 

chi-

square 
 Personal title Random 3.98 0.000*  

Convenience  2.84 

 

 

 Age of respondents Random 1.83 0.000*  

Convenience  2.38 

 

 

 Current number of employees Random 4.19 0.001*  

Convenience  3.74 

 

 

Distributors/agents take credit or 

blame for the results of export venture 

Random 3.20 0.001*  

Convenience  3.57 

 

 

 Export experience of respondents Random 2.67 0.003**  

Convenience  3.04 

 

 

 Distributors/agents ignore certain    

 marketing activities if not monitored 

Random 2.60 0.008**  

Convenience  2.92 

 

 

 Distributors/agents could adjust well  

 to the changing environments 

Random 3.58 0.022**  

Convenience  3.81 

 

 

Good product reputation in export 

market 

Random 3.46 0.034**  

Convenience  3.22 

 

 

 Managers with exporting know-how Random 4.03 0.036**  

Convenience  3.82 

 

 

 Total export sales volume Random 2.90 0.036**  

Convenience  2.58 

 

 

 Distributors/agents have their own    

 export goals 

Random 2.81 0.037**  

Convenience  3.07 

 

 

No. of employees when started 

exporting 

Random 3.55  0.000* 

Convenience  2.92 

 

 

Type of ownership Random 1.65  0.012** 

Convenience  1.51 

 

 

 

* p <  .001 significance level,         ** p <  .05 significance level 
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4.2 Descriptive Analysis 
 

4.2.1 Characteristics of sample organisations 

 

All 338 responses were used to conduct a descriptive analysis for the characteristics of 

sample organisations. The Small and Medium-sized Enterprises (SMEs) in this study 

are defined as the firms that employ 500 employees or less as defined in previous 

studies (Chan, 1992; Julian, 2003; Naidu and Prasad, 1994; Piercy, Kaleka and 

Katsikeas, 1998; Styles and Ambler, 2000). Table 4.2 shows that 52% of responding 

firms employed less than 100 employees and 48% of them had between 100 and 500 

employees. Many SMEs in the sample set had expanded their business over the years 

with the figures indicating that the current number of employees had doubled from that 

when they initially started exporting. 

  

Table 4.2 Number of Employees  

 

Number of Employees  Number of Employees      

 When Started Exporting 

Current Number of 

Employees 

  Frequency Percent Frequency Percent 

 1-9 employees 57 16.9 23 6.8 

 10-19 employees 59 17.5 32 9.5 

 20-49 employees 72 21.3 60 17.8 

 50-99 employees 71 21.0 60 17.8 

 100 – 500 employees 79 23.4 163 48.2 

Total 338 100.0 338 100.0 

 

 

Table 4.3 shows that 55.6% of responding firms had an annual export sales volume of 

less than 500,000 US$. Hence, the above findings suggested that the size of the 

responding firms were almost equally split between small and medium size in terms of 

both the number of employees and annual export sales volume. 
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Table 4.3 Total Export Sales Volume 

 

Annual Export Sales Frequency Percent 

 Below 100,000 US$  71 21.0 

 100,000-500,000 US$ 117 34.6 

 500,001- 1,000,000 US$ 49 14.5 

 1,000,001 -1,500,000 US$ 44 13.0 

 More than 1.5 million US$ 57 16.9 

Total 338 100.0 

 

 

Among the 338 respondents, 43% of them classified themselves as family-owned 

businesses and 57% of them as non-family owned businesses. In addition, the majority 

of the responding firms (59.5%) export consumer goods while 40.5% of them export 

business goods. The participating firms represent all manufacturing industries in 

Thailand which consist of 15 sections listed in the Exporters’ Directory (2001/2002). 

Table 4.4 indicates that the highest percentage of responding firms were from textiles, 

garment and fashion accessories (23%), followed by automotive/auto parts and 

accessories (12.7%) as well as food (10.1%) respectively.  

 

Table 4.4 Product Category 

Product Category Frequency Percent 

 Agricultural/minerals and fuels 16 4.7 

 Food 34 10.1 

 Automotive/auto parts and accessories, machinery & equipment 43 12.7 

 Chemicals, cosmetics, toiletries, medical supplies, hygiene 14 4.1 

 Building materials/hardware items 13 3.8 

 Electronic, electrical products and parts 14 4.1 

 Textiles, garment and fashion accessories 79 23.4 

 Furniture 19 5.6 

 Toys and games 4 1.2 

 Household products 13 3.8 

 Gems and Jewelry 17 5.0 

 Leather/PVC and other products/footwear/traveling goods 24 7.1 

 Gifts/decorative items/handicrafts 26 7.7 

 Printing services/packaging 10 3.0 

 Pet food/stationery and others 12 3.6 

Total 338 100.0 
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Table 4.5 shows that three quarters of participant firms in the study (75%) were selling 

in only one to ten countries and 10.7 % of the firms have engaged in their export 

business in more than 20 countries. These statistics indicate that Thai SMEs concentrate 

their exporting efforts on a few countries instead of diversifying in many countries. This 

finding is consistent with other studies of exporting SMEs where the majority of SMEs 

tend to use a market concentration strategy to succeed (Bradley and Reagain, 2001). 

The majority of the firms export to Europe, followed by Southeast Asian Nations, 

United States, and Japan (Table 4.6) which is consistent with the four major export 

markets of Thailand in 2002 (Maneerungsee, 2002). 

 

Table 4.5 Number of Export Markets 

 

Number of Countries Frequency Percent 

 1-5 countries 178 52.7 

 6-10 countries 76 22.5 

 11-15 countries 34 10.1 

 16-20 countries 14   4.1 

 More than 20 countries 36 10.7 

Total 338 100.0 

 

Table 4.6 Regions/Countries the Export Venture is Exporting to 

 

 Regions/countries Frequency Percent 

 Europe 80 23.7 

 South East Asia 66 19.5 

 United States 62 18.3 

 Japan 35 10.4 

 Middle East 21 6.2 

 Other Asian-Pacific countries 15 4.4 

 China 14 4.1 

 Australia/New Zealand 11 3.3 

 Others  11 3.3 

 Korea 5 1.5 

 Africa 5 1.5 

 Scandinavia 2 .6 

 Former Soviet Union 2 .6 

 Canada 1 .3 

 South America 1 .3 

 Central America 1 .3 

 Missing values 6 1.8 

 Total 338 100.0 
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Table 4.7 reveals that the majority of responding firms (60.4%) had ten years or less 

export experience and only 39.6% had more than 10 years of export experience. Table 

4.8 indicates that 20% of firms employed domestic-based buying agents while 12.7% 

relied on domestic-based distributors and 11.2% used an export agent. On the other 

hand, 24.9% of exporters utilised foreign-based agents while 18.3% employed foreign-

based distributors (Table 4.8). Thus, 45% of responding firms used an indirect exporting 

strategy while 48.6% used a direct exporting strategy. Most firms that chose the other 

channel structures specified that they used both direct and indirect exporting strategies. 

Only 4.7% of respondents distributed through their own sales office or subsidiary in 

Thailand. Hence, the use of export intermediaries through both direct exporting and 

indirect exporting strategies are important for SMEs in Thailand. 

 

Table 4.7 Export Experience of Responding Export Venture 

 

 Export Experience Frequency Percent 

 1-5 years 91 26.9 

 6-10 years 113 33.4 

 11-15 years  74 21.9 

 16-20 years  26  7.7 

 over 20 years  34 10.1 

 Total 338 100.0 

  

Table 4.8 Channel Structure Pursued by Responding Export Ventures 

 

Channel Structure Frequency Percent 

 Domestic-based buying agents 69 20.4 

 Domestic-based distributor 43 12.7 

 Domestic-based export agent 38 11.2 

 Foreign-based agent 84 24.9 

 Foreign-based distributor 62 18.3 

 Foreign sales offices/subsidiaries 16  4.7 

 Others   21  6.2 

 Total 333 98.5 

 Missing values     5   1.5 

 Total   338 100.0 
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4.2.2 Demographic characteristics of respondents and owners 

 

Table 4.9 indicates that the majority of respondents (74.6%) were non-owner managers 

holding positions such as export manager, general manager and sales and marketing 

manager. Twenty five percent of total respondents had a position of owner-manager 

followed by export manager (17.2%), general manager (16.9%) and sales and marketing 

manager (16.9%). Based on the data from Table 4.9, the respondents were categorised 

as owner managers and non-owner managers for further descriptive analysis. The 

majority of respondents (41.1%) identified themselves as Thai-Chinese followed by 

indigenous Thai (38.5%) and Chinese (18%). The results also indicate that 61% of 

respondents were male and 39% of them were female. 

 

Table 4.9 Personal Title of Respondents 

 

Personal Title of Respondents Frequency Percent 

 Owner-manager 85 25.1 

 General manager 57 16.9 

 Sales and marketing manager 57 16.9 

 Production or product manager 18   5.3 

 Export manager 58 17.2 

 Others 62 18.3 

 Missing values  1     .3 

 Total 338 100.0 

 

 

Regarding the highest level of education attained, Table 4.10 indicates that 67.1% of 

owner managers and 95.1% of non-owner managers held a bachelor degree or higher 

respectively. The results also indicate that non-owner managers were younger than the 

owner-managers with 75.4% of non-owner managers being 40 years old or less while 

only 30.6% of owner managers were in the same category (Table 4.11).  Table 4.12 

shows that 24.7% of owner-managers had more than 15 years’ export experience 

whereas only 8.7% of non-owner managers were found in the same range. The above 

findings indicate that owner-managers were older, more experienced than non-owner 

managers while non-owner managers had a higher level of education than owner-

managers.  

 

Non-owner     

  manager 
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Table 4.10 Level of Education Attained by Respondents and Owners 

 

Level of Education Owner-managers Non-owner managers 

 Frequency Percent Frequency Percent 

 Primary school    8   9.4  0    0 

 Secondary/high school  10  11.8  3  1.2 

 Vocational diploma  10  11.8  9  3.6 

 Bachelor degree 40 47.1         157 62.3 

 Higher than a bachelor degree 17 20.0 83 32.9 

 Total 85     100.0 252      100.0 

 

 

Table 4.11 Age of Respondents and Owners 

 

Age Owner-managers Non-owner managers 

 Frequency Percent Frequency Percent 

 20-30 years old 10  11.8 104      41.3 

 31-40 years old 16  18.8  86 34.1 

 41-50 years old  31  36.5          42 16.7 

 51-60 years old  25  29.4 19  7.5 

 More than 60 years old    3    3.5   1  0.4 

 Total 85 100.0       252    100.0 

 

 

Table 4.12 Years of Personal Involvement in the Export Venture 

 

Export Experience Owner-managers Non-owner managers 

  Frequency Percent Frequency Percent 

 Less than one year 0 0 14 5.6 

 1-5 years 27 31.8        120 47.6 

 6-10 years 16 18.8 63 25.0 

 11-15 years 21 24.7 33 13.1 

 More than 15 years 21  24.7 22   8.7 

 Total 85    100.0        252      100.0 

 

 

The descriptive analysis of the firm’s export venture provides the general characteristics 

of exporting SMEs and their owners and non-owners managers in Thailand. The results 

showed that the size of exporting SMEs (in terms of number of employees) is expanding 

and their channel structures in export markets, which indicates direct exporting as well 

as indirect exporting, are equally important for exporting SMEs in Thailand.  
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The findings also indicated that most managers who are responsible for export 

operations are non-owner managers. The results also provided the education level of 

owners and non-owner managers, their export experience and their age category, which 

gives a general idea on demographic characteristics of non-owners and owner- 

managers of exporting SMEs.  

 

4.3 Exploratory Factor Analysis (EFA) 
 

Exploratory factor analysis (EFA) is usually performed in the early stages of research, 

as it provides a tool for consolidating variables and for generating hypotheses about 

underlying processes (Tabachnick and Fidell, 2001). EFA is a useful scale development 

technique for reducing a large number of indicators to a more manageable set (Gerbing 

and Anderson, 1988). On the other hand, Confirmatory Factor Analysis (CFA) is a 

much more sophisticated technique used in the advanced stages of the research process 

to test a theory about latent processes. For this study, EFA was useful in developing the 

appropriate factor models as many items, particularly firm resources, were not refined 

enough to derive an a priori factor structure (Breckler, 1990).  

 

It was suggested that the cross-validation strategy of theory development requires the 

use of different data for the exploratory and confirmatory stages of the analysis 

(Breckler, 1990). Hence, the total sample set (N =338) was split into two sub sample 

groups to conduct the EFA and CFA. As no definite guidelines have been established 

for dividing the sample into analysis and hold-out groups (Hair, Anderson, Tatham and 

Black, 1998), 30% of the total sample was randomly selected for EFA and the rest was 

used as a hold-out sample for further analysis. Therefore, the random selection of 

analysis sample and hold-out sample were 108 and 230 responses respectively. 

However, 33 incomplete responses were excluded in the hold-out sample and 197 

responses were used to perform measurement and structural models. 

 

The analysis sample of 108 is not normally distributed but EFA is robust to assumptions 

of normality (Coakes and Steed, 2003). For EFA, the preferable sample size should be 

100 or larger (Coakes and Steed, 2003). As a general rule, the minimum number of 

observations is to have at least five times the number of variables to be analysed (Hair et 

al., 1998).  
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In order to perform EFA, principal components was used as the extraction technique as 

it could extract maximum variance for each component, and reduce a large number of 

variables down to a small number of components (Tabachnick and Fidell, 2001). 

Varimax rotation was used as it simplifies factors by maximizing the variance of the 

loadings within factors across variables to give a clearer separation of the factors which 

are very crucial when performing CFA (Tabachnick and Fidell, 2001). 

 

EFA was performed on the analysis sample to uncover the underlying factor structure of 

each category of explanatory variables (Cavusgil and Zou, 1994). In this study, EFA 

was performed for firm resources (Section 4.3.1), distributor’s/agent’s resources 

(Section 4.3.2), marketing control (Section 4.3.3), and export performance measures 

(Section 4.3.4). However, the factors and their corresponding items were examined and 

interpreted carefully as EFA may result in factors that lack substantive meanings 

(Cavusgil and Zou, 1994). 

 

While performing EFA, some items needed to be excluded. These items were 

eliminated one at a time and EFA was run again after excluding each item. New loading 

values were observed before the next item was deleted. Some items were excluded for 

the following reasons:  

1) Multiple loading items (i.e., those items that had a loading value of more than 0.4 to 

more than one factor simultaneously) (Hair et al., 1998);  

2) those items belonging to the same factor that were not conceptually meaningful and 

consistent (Hair et al., 1998); and  

3) only two items formed a factor which could be problematic in measurement models 

(Anderson and Gerbing, 1988). 

 

When running EFA, a certain numbers of factors were extracted primarily based on the 

latent root criterion. Only the factors having latent roots or eigen value greater than 1 

are considered significant and are retained for further analysis. In addition, Cronbach’s 

alpha value was used to measure internal consistency and reliability (Hair et al., 1998). 

It was suggested that the lower limit for Cronbach’s alpha is 0.70 although it may 

decrease to 0.60 in exploratory research (Hair et al., 1998). Due to time and effort 

constraints in conducting this research, the reliabilities of 0.7 or higher should suffice 

(Nunnally, 1978).  
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4.3.1 Firm resources 

 

There are very limited empirical studies on firm resources especially regarding export 

performance. Thus, the measurement scales from previous studies are not readily 

available. Moreover, the literature does not provide a consistent classification of firms’ 

resources and capabilities which makes EFA an excellent tool to determine the 

underlying structure of firm resources.  

 

Initially 10 factors which were higher than eigen value of 1 were extracted. However, 

the items in most factors were not conceptually consistent and items were dispersed 

among many factors. Hence, only six factors were extracted as they provide more 

meaningful factors. However, two factors were not included for further analysis due to 

the following reasons; 1) only two items (RV 14 and 15)  were loaded to factor 6 and 

interpretation of factors defined by only one or two items is hazardous even under EFA. 

In addition, a multiple indicator approach tends to reduce the overall effect of 

measurement error of any individual observed variables on the accuracy of the results in 

performing CFA (Kline,1998) , 2) the items loaded to factor 5 were not meaningful to 

represent as one factor due to the lack of theoretical support. Thus, only four factors 

were included for further analysis. It was indicated that 50.1 % of the total variance was 

accounted for by the first four components.  

 

Therefore, EFA condensed 34 items measuring the firms’ resources into four main 

resources: human resources; production capabilities; marketing capabilities; and firm 

reputation. The Measure of Sampling Adequacy (MSA), 0.825, indicated the 

appropriateness of factor analysis since a value of 0.6 and greater is required for good 

factor analysis (Coakes and Steed, 2003). In addition, the Bartlett test of sphericity 

showed that there was a significant correlation among variables and hence, the 

correlation matrices were not identity matrices. It was indicated that 50.1 % of the total 

variance was accounted for by the first four components which contains only 21 items 

as the other 13 items were excluded due to the reasons discussed in the previous section 

(see Table 4.13 for more details). A total variance of 50.1% indicated that four factors 

are a fair number of factors to represent the items in the questionnaire. The factor 

loadings fell between 0.41 and 0.82. However, there were only two items with less than 

0.5 which was the minimum significance level for an analysis sample of 108 (Hair et al., 

1998). Nevertheless, loadings of 0.40 are still considered important although loadings of 
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0.5 or greater are considered significant (Hair et al., 1998). Cronbach’s alpha of all 

resources indicates good reliability except reputation with a reliability of 0.69, which is 

marginal. 

 

Table 4.13 Items Eliminated under Firm Resources 

 

Items eliminated  Reasons for deleting the items 

RV 14 and RV 15 Only two items were not appropriate to 

constitute as one factor. 

RV 21, RV 23, RV 27, RV 30, RV 31, RV 

35 and RV 36 

These items were deleted due to multiple 

loadings to more than one factor with 

loading values higher than 0.4.  

RV 13 This item was eliminated as the loading 

value is lower than 0.4. 

RV 32, RV 33 and RV 34 These items were not conceptually 

meaningful to become one factor. 

 

The four factors extracted from EFA were different from the classification of resources 

based on the literature review. The main reason was that items from physical resources, 

technological resources and production capabilities emerged as one factor named 

“production capabilities”. Moreover, despite the classification of good reputation under 

organisational capabilities, it became a separate factor. Good reputation as a separate 

factor was acceptable as the resource-based view strongly supports the firm’s reputation 

as a crucial intangible resource (Hall, 1992 and 1993). Hence, it still provided a good 

classification of firms’ resources as all important resources and capabilities were 

included and these new classifications of firm resources still reflect RBV. In addition, 

according to literature review, export literature seems to pay more attention to 

production capabilities, marketing capabilities and human resources than to other types 

of resources and capabilities. Moreover, the results from the exploratory interviews also 

highlighted the importance of the firm’s reputation, production capabilities and 

marketing capabilities. The detailed information on factors, their corresponding items, 

their factor loadings, eigen values, alpha value and percentage of variance explained can 

be found in Table 4.14. 
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Table 4.14 Exploratory Factor Analysis for Firm Resources 

 

                     

             Items 

 

Factors 

Production 

capabilities 

Human 

resources 

Marketing 

capabilities 

Good 

reputation 

Possession of advanced production 

equipment (RV 42) 

0.758    

Having superior product quality (RV 41) 0.732    

Availability of  quality control process (RV 

40) 

0.719    

Possession of suitable plants and equipment 

(RV 11) 

0.681    

Access to quality raw material (RV 10) 0.626    

Good geographic location of firm (RV 12) 0.609    

Availability of research and development 

(RV 22) 

 

0.605    

Managers with exporting know-how (RV 

20) 

 0.823   

Managers with knowledge in international 

business management (RV 16) 

 0.786   

Managers with export experience (RV 17)  0.784   

Managers with good level of education (RV 

19) 

 0.763   

Managers with overseas network 

relationship (RV 18) 

 

 0.752   

Conformity to the product specifications in 

overseas market (RV39) 

  0.690  

Familiarity with business conditions (RV 

37) 

  0.669  

Necessary knowledge and skills to promote 

the product (RV 38) 

  0.651  

Adequate information about 

distributors/agents (RV 25) 

  0.483  

Adequate information about export market 

(RV 24) 

 

  0.405  

Good brand reputation (RV 29)    0.700 

Possession of intellectual rights (RV 26)    0.659 

Good product reputation (RV 28) 

 

   0.563 

Reliability (standardized alpha 

coefficient) 

  0.87 0.90 0.73 0.69 

Eigen value 10.1 2.71 2.45 1.84 

Percentage of variance 29.6% 7.9% 7.2% 5.4% 

Total variance = 50.1% 
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4.3.2 Distributors’/agents’ resources 

 

Exploratory Factor Analysis was undertaken on 19 items measuring 

distributors’/agents’ resources to reduce them to a small number of factors (see Table 

4.15). Although 4 factors were extracted initially with an eigen value of higher than 1, 

two factors were extracted as they have more theoretical explanation power. Two 

factors were named distributors’/agents’ export capabilities and distributors’/agents’ 

relationship and cooperation, which explained 54.6% of total variance. The Kasiser-

Meyer-Olkin Measure of Sampling Adequacy was 0.882 indicating the appropriateness 

of factor analysis. Bartlett’s test of sphericity revealed that correlation matrices were not 

identical. Five items (DV 82, DV 83, DV 84, DV 85 and DV 87) were dropped as they 

were loading simultaneously on two factors with the loading value of higher than 0.4. 

 

The first factor, distributors’/agents’ export capabilities with an eigen value of 8.8, 

explained 46.4% of variance, which had a very good reliability of 0.90. The range of 

factor loading was acceptable as it ranged from 0.56 to 0.84. The second factor, 

distributors’/agents’ relationship and cooperation, had an eigen value of 1.5 and 

accounted for 8.2 % of the total variance. The standardized alpha coefficient of 0.83 

indicated good reliability of the factor. The first three items refer to cooperation of 

distributors/agents and the last two items, distributors’/agents’ satisfactory performance 

from the perspective of exporters and distributors’/agents’ long term commitment with 

exporters are indicators of their good relationship with exporters (Styles and Ambler, 

1994).  

 

During the conceptual development process, there are four types of distributors’/agents’ 

resources; relationships, cooperation, knowledge and export capabilities. After 

performing EFA, intermediaries’ knowledge merged with export capabilities. They 

could be put as one factor conceptually as intermediaries’ export knowledge is likely to 

enhance export capabilities. Moreover, since relationships and cooperation are 

positively related to each other (Morgan and Hunt, 1994), these items were retained as 

one factor. Hence, these two important factors still represent important resources and 

capabilities of export intermediaries. The findings from the exploratory interviews 

indicate that intermediaries’ good relationships with manufacturers and their 

cooperation played an important role in determining export performance. 
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Table 4.15 Exploratory Factor Analysis for Distributors’/Agents’ Resources  

Items 
 

 

Factors 

Export 

capabilities 

Relationship and  

cooperation 

Knowledge about the requirements of potential customers 

(DV 74) 

0.841  

Adequate experience to sell the products (DV 73) 0.799  

Overall good experience with respect to the market (DV 

75) 

0.742  

Good product knowledge (DV 76)  0.700  

Good network relationships (DV 80) 0.689  

Ability to handle export negotiation (DV 79) 0.661  

Financial strength (DV 78) 0.664  

Supply of market information (DV 77) 0.609  

Good reputation in export market (DV 81) 0.560 

 

 

Their cooperation in gathering market information (DV 

90)  

 0.787 

Their cooperation in strategy development (DV 89)  0.749 

Their cooperation in product development (DV 91)  0.740 

Their satisfactory performance (DV 88)  0.676 

Their long-term commitment with exporters (DV 86)  0.670 

 

Reliability (standardized alpha coefficient)   0.90 0.83 

Eigen value   8.8 1.5 

Percentage of variance 46.4% 8.2% 

 Total variance = 54.6 % 
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4.3.3 Marketing Control 

 

Formal control 

 

Exploratory Factor Analysis was undertaken on 4 items of input control, 11 items of 

process control and 8 items of output control.  EFA was conducted separately for input 

control, process control and output control because unlike firm resources and export 

intermediary resources, most items that measured the marketing control were taken 

from the empirical literature during questionnaire development. However, EFA was 

performed to ensure that the measurement scales based on Western firms were 

applicable in Thai context. 

 

Input control extracted one factor with a reliability of 0.86. The Measure of Sampling 

Adequacy was 0.807 indicating the appropriateness of using factor analysis. The input 

control had the eigen value of 2.83 and explained 70.8% of the variance (see Table 

4.16). 

 

Table 4.16 Exploratory Factor Analysis for Marketing Control (Input control) 

Input Control 

Significant investment in training the distributors’/agents’ personnel (CV 43) 

Providing information to distributors/agents (CV 44) 

Informing distributors/agents in advance of any changes in marketing strategy (CV 45) 

Providing distributors/agents with a detailed explanation of future plans (CV 46) 

Reliability (standardized alpha coefficient)                        0.86 

Eigen value                                                                             2.83 

Percentage of variance                                                        70.8% 

 

 

EFA was conducted on 11 items measuring process control which initially produced 

three factors. However, only two factors were extracted as the third factor did not 

constitute any conceptual meaning. The first factor with 9 items was included in the 

study as these items best represent the process control used by the manufacturer 

(Cavusgil and Zou, 1994). The MSA and Bartlett’s test of sphericity were 0.811 and 

zero respectively supporting the use of factor analysis. Its eigen value was 4.5 and 

40.6% of variance was accounted for by process control and its reliability was 0.87 (see 

Table 4.17 for more details).  
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Table 4.17 Exploratory Factor Analysis for Marketing Control (Process control) 

 

Items 
                                                                               

Process 

Control 

Monitoring the extent to which the foreign distributors/agents  follow 

established procedures (CV 52) 

 0.862 

Evaluating the marketing activities which are used by distributors/agents 

(CV 47) 

 0.844 

Use of formal evaluation process to assess the distributors/agents (CV 51)  0.783 

Modifying the marketing activities when desired results not obtained (CV 

48) 

 0.763 

Providing  feedback to distributors/agents on their marketing activities (CV 

50) 

 0.725 

Modifying the marketing activities when there are any changes in the 

external environment (CV 49) 

 0.721 

Providing explicit procedures to distributors/agents (CV 57)  0.622 

 

Reliability (standardized alpha coefficient)  0.87 

Eigen value  4.5 

Percentage of variance 40.6% 

 

Two factors were initially produced to measure output control, but only one was 

specified to be extracted since having two factors did not provide good theoretical 

explanation power as all items are supposed to represent only one factor, output control. 

It is important that the number of factors to be interpreted largely depends on the 

underlying purpose of the analysis (Coakes and Steed, 2003). Consequently, since one 

factor did not need to be rotated, the factor loadings were not calculated. Nevertheless, 

the high reliability of 0.87 supported that retaining one factor was acceptable. In 

addition, the KMO measure of sampling adequacy and Bartlett’s test of sphericity were 

0.848 and zero respectively, indicating it was appropriate to proceed with factor 

analysis. It was also found that 52% of variance was accounted for by output control 

(Table 4.18). 
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Table 4.18 Exploratory Factor Analysis for Marketing Control (Output control) 

 

                                                        Output Control 

Establishing specific performance goals for distributors/agents (CV 58) 

Monitoring the extent to which performance goals are attained by distributors/agents (CV 

59) 

Requirement to provide an explanation by distributors/agents if performance goals are not 

met (CV 60) 

Feedback to distributors/agents concerning the extent to which they achieve their 

performance goals (CV 61) 

Rewards to distributors/agents based on their performance (CV 62) 

Future relationship with distributors/agents is contingent on achieving specified goals (CV 

63) 

The extent of geographical coverage for distributors/agents is clearly specified (CV 64) 

Corrective actions are taken if performance goals are not achieved (CV 65) 

 

Reliability ( standardized alpha coefficient)                          0.87 

Eigen value                                                                                4.16 

Percentage of variance                                                           52.0% 

 

 

Informal Control 

 

There are 7 items to measure informal control and two factors were extracted from 

informal control with an eigen value of 3.5 and 1 respectively. The MSA of 0.82 and 

Bartlett’s test of zero indicated the appropriateness of factor analysis. These two factors 

were labelled as self-control and social control explaining 50.2% and 14.4% of total 

variance respectively (Table 4.19).  

 

The first factor, social control, consists of 4 items with a reliability of 0.87. The second 

factor, self-control, comprised of 2 items as one item was deleted since the item, 

“distributors/agents take credit or blame for the results of export venture” had a factor 

loading of more than 0.4 and was loading on both factors simultaneously.  The self-

control factor was later deleted from the study as it had only two items and its reliability 

is only 0.53. A low reliability of self-control (0.60) was also found by Jaworski and 

Macinnis (1989). Although a construct can be represented with two indicators, there is 

the preferred minimum number of indicators, because using only two indicators 

increases the chances of reaching an infeasible solution (Hair et al., 1998 ; Anderson 

and Gerbing, 1988). 
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Table 4.19 Exploratory Factor Analysis for Marketing Control (Informal control) 

 

Items 
                                                               

 

Factors 

Social 

Control 

Self-

Control 

Cooperation between export employees and 

distributors/agents (CV 69) 

0.856  

Updating distributors about technological/product changes 

(CV 72) 

0.841  

Meetings to coordinate planning and implementation 

activities between export venture and distributors/agents (CV 

70) 

0.787  

Seeking distributors’/agents’ opinions on export related 

issues (CV 71) 

 

0.773  

Distributors/agents have their own export goals for export 

venture (CV 67) 

 0.804 

Distributors/agents tend to ignore certain marketing activities 

if not monitored (CV 68) 

 

 0.769 

Reliability (standardized alpha coefficient)   0.87   0.53 

Eigen value   3.5   1 

Percentage of variance 50.2% 14.4% 

Total Variance = 64.6% 

 

EFA results indicated that items in input control, process control, output control, self- 

control and social control were consistent with literature. However, self-control was 

excluded from further analysis as it was represented by only two items and the 

encouragement of self-control over export intermediaries was almost non-existent 

within the export literature. However, it was included earlier in the conceptual 

development for the fullness of the model. Hence, the marketing controls used in this 

study were well represented by formal control (input, process and output) and informal 

control (social control which is widely used in the export literature). 
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4.3.4 Export performance measures 

 

There were 14 items to measure export performance (PV 92 to PV 105) and EFA was 

conducted on those items from which 3 factors were produced. Due to the conceptual 

reasons, only two factors were retained and named as past performance measures and 

competitive benchmarking. Out of 14 items, two items (profitability objectives and sales 

growth objectives) were dropped as their factor loadings of more than 0.4 were loading 

on two factors at the same time. The two factors, past performance measures and 

competitive benchmarking, had eigen values of 5.9 and 1.5 respectively, explaining 

52.7% of the variance. The measurement of sampling adequacy was 0.838 and Bartlett’s 

test of sphericity was zero. Cronbach’s alpha of both past performance measure (0.85) 

and competitive benchmarking (0.79) indicated a good reliability (Table 4.20). 

 

Table 4.20 Exploratory Factor Analysis for Export Performance Measures 

Items Factors 
Past 

Performance 

Measure  

Competitive 

Benchmarking 

Improving market share position (PV 102) 0.825  

Increasing the awareness of company (PV 101) 0.740  

Increasing profitability of company (PV 103) 0.682  

Gaining a foothold in export market (PV 100) 0.678  

Achievement of market penetration objective (PV 97) 0.650  

Building image overseas (PV 99) 0.604  

Responding to competitive pressure (PV 105) 0.570  

Gaining new technology/expertise (PV 104) 0.413 

 

 

Export sales volume compared to major competitors (PV 92)  0.887 

Export sales growth compared to major competitors (PV 93)  0.820 

Export profitability compared to major competitors (PV 94)  0.720 

Customer satisfaction compared to major competitors (PV 

95) 

 

 0.550 

Reliability (standardized alpha coefficient)   0.85   0.79 

Eigen value   5.9   1.4 

Percentage of variance 42.1% 10.5% 

Total Variance = 52.6% 

 

EFA was conducted on 33 items of firm resources, 30 items of marketing control 

mechanisms, 19 items of export intermediary resources and 14 items of export 

performance measures. Overall, EFA resulted in 13 factors that covered all areas of the 

conceptual development. 
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4.4 Confirmatory Factor Analysis (CFA) – Phase I 
 

Structural Equation Modelling (SEM) was used to perform Confirmatory Factor 

Analysis (CFA), based on the AMOS 4.0 Package. SEM-based procedures have 

substantial advantages over first-generation techniques such as principal component 

analysis, factor analysis, discriminant analysis, or multiple regression because of the 

greater flexibility that a researcher has for the interplay between theory and data and 

ability to replicate the analysis (Chin, 1998). Although SEM refers to causal analysis, in 

most cases, all established criteria such as sufficient association between two variables, 

temporal antecedence of the cause versus the effect, lack of alternative causal variables 

and a theoretical basis for the relationships are not strictly met to be claimed as a causal 

relationship (Hair et al., 1998). The SEM technique is the covariance which includes 

correlation or association. Therefore, variables and constructs can also be associated in 

the ways that have nothing to do with causality (Kline, 1998). 

 

Researchers such as Anderson and Gerbing (1988), and Schumacker (1996,) strongly 

recommended using a two-step approach to SEM. The two-step approach of SEM refers 

to a process in which the measurement model is first estimated and then, it is fixed in 

the second stage when the structural model is estimated (Hair et al., 1998). The 

measurement model refers to a sub-model in SEM that specifies the indication for each 

construct, and assesses the reliability of each construct. The two-step approach was used 

in this study due to the following five reasons (Anderson and Gerbing, 1988): 

1) Detects interpretational confounding in the presence of misspecification; 

2) Assesses fundamental misclassifications of the measurement model; 

3) Assesses whether any structural model would give acceptable fit; 

4) Asymptotically independently tests the substantive or theoretical model of 

interest; and 

5) Provides a framework for formal comparison of the substantive model of interest 

with the next most likely theoretical alternatives. 

 

Moreover, as the conceptual development of this study is at an early stage and 

theoretical development is tentative (Hair et al., 1998), a two step process of structural 

equational modelling was more appropriate as the measurement model was first 

estimated and the structural model was later estimated. In addition, a two-step approach 

maximises the interpretability of both measurement and structural modes (Hair et al., 
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1998). Once it is known that the measurement model is operating adequately, one can 

then have more confidence in the findings related to the assessment of the hypothesised 

structural model (Byrne, 2001). Hence, a two-step approach was pursued in this study. 

 

A confirmatory factor analysis (CFA) was performed on the hold-out sample to test the 

measurement models and purify the factors (Cavusgil and Zou, 1994). Unlike EFA, 

CFA allows the researchers to specify and test measurement models that are more a 

priori. The hold-out sample contained 197 complete cases to perform CFA and SEM. It 

was recommended that a sample size of 150 or more will be needed to obtain 

meaningful parameter estimates (Anderson and Gerbing, 1988). On the other hand, it 

was suggested that the minimum sample size in terms of the ratio of subjects to free 

model parameter (i.e., 10:1 or even better 20:1) seems appropriate for CFA (Kline, 

1998). Since the data for this study violates the assumption of multivariate normality, a 

generally accepted ratio is 15 respondents per parameter (Hair et al., 1998). Since this 

study used one-factor CFA model, the sample size (197) is more than sufficient. 

Although the data from the hold-out sample violates the assumption of normality, one of 

the main purposes of CFA is validating the constructs and their corresponding items 

resulting from EFA which is robust to non-normal distribution.  

 

Furthermore, the Maximum Likelihood (ML) method used in this study is reasonably 

robust to modest violation of the normality distribution (Hoyle, 1995; Kline, 1998). The 

use of ML method assumes that 1) the sample is very large; 2) the distribution of the 

observed variables is multivariate normal; 3) the hypothesised model is valid; and 4) the 

scale of the observed variables is continuous (Byrne, 2001). A review of SEM 

applications over the past 15 years indicates that most applications are based on Likert-

type scaled data with parameter estimation using ML procedures (Byrne, 2001). In 

addition, the violation of multivariate normality is not unusual in the studies that used 

SEM but the assumption of multivariate normality was acknowledged in only 14 out of 

72 articles published between 1979 and 1987 (Breckler, 1990). 

 

AMOS provides 25 different goodness of fit measures (Garson, 2003) and many 

researchers use a combination of a few measures to evaluate model fit (Bello and 

Gilliland, 1997; Dhanaraj and Beamish, 2003; Dow, 2001; Styles and Ambler, 1994; 

Zou, Taylor and Osland, 1998).  There are three types of goodness of fit measures: 1) 

Absolute overall model fit; 2) Incremental fit; and 3) Parsimonious measure. 
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1) Absolute overall model fit basically compares the hypothesised model with no 

model at all. For example, Chi-square ( 2 ), Goodness of Fit Index (GFI), Root Mean 

Square Residual (RMSR) and Root Mean Square Error of Approximation (RMSEA), 

are absolute overall model fit. CMIN or 2 , represents the discrepancy between the 

unrestricted sample variance matrix and the restricted covariance matrix (Byrne, 2001) 

and is the most commonly reported fit index (Breckler, 1990). The higher the 

probability associated with 2 , the closer the fit between the hypothesised model and 

the perfect fit (Byrne, 2001). Although there are no clear-cut guidelines about the value 

of 2 /degree of freedom, a frequent suggestion is that this ratio should be less than 3 

(Kline, 1998). It was also suggested that researchers have different acceptable ranges of 

2 / DF which ranges from 2 to 5 (Arbuckle and Wothke, 1999). However, 2  is 

sensitive to sample size and large samples are critical to obtaining precise parameter 

estimates (Breckler, 1990 ; Byrne, 2001). Its values are not interpretable in a 

standardized way because 2  has no upper bound theoretically and its lower bound is 

always zero (Kline, 1998). Moreover, when the data are non-normal, results of 

significance tests tend to be significant too often and true models are likely to be 

rejected (Kline, 1998). 

 

Due to the sensitivity of the 2  statistics for sample size, a variety of alternative fit 

indices was used to assess model fit (Byrne, 2001). However, most goodness of fit 

indices still depends on sample size and distribution, but the dependency is much 

smaller than that of the 2  test (Hox and Bechger, 1998). 

 

The Goodness of Fit Index (GFI) is a measure of the relative amount of variance and 

covariance explained by the model (Byrne, 2001). Although distribution assumptions 

were not met, the GFI can be considered as general evidence of the final model’s quality 

as it corresponds to the R 2 in the regression analysis (Holzmüller and Stottinger, 1996). 

However, it can be overly influenced by sample size (Byrne, 2001). The value of GFI 

ranges from 0 to 1 and the value close to 1 indicates a good fit (Byrne, 2001). 

 

The Root Mean Square Error of Approximation (RMSEA) takes into account the error 

of approximation and gives the error per degree of freedom of the fit of the population 
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covariance matrix implied by the model to the population covariance matrix itself 

(Byrne, 2001). It was recognized as one of the most informative criteria in covariance 

structural modelling (Byrne, 2001). It was evaluated that a value less than 0.05 is a good 

fit, while values ranging from 0.1 to 0.08 indicates a mediocre fit and those greater than 

0.1 indicate a poor fit (Byrne, 2001). 

   

The incremental fit measures compare the proposed model to another model specified 

by the researcher (Hair et al., 1998). Normed Fit Index (NFI) represents the proportion 

of total variance among observed variables explained by a target model when using the 

null model as a base line model (Hu and Bentler, 1995). The Non-Normed Fit Index 

(NNFI) also known as The Tucker-Lewis Index (TLI) takes degree of freedom into 

account and parsimony (Styles, 1998). It has the major advantage of reflecting model fit 

very well at all sample sizes (Bentler, 1990).   

 

Similarly, the Comparative Fit Index (CFI) is the best index as it has small sampling 

variability and estimates the relative difference in non-centrality with small bias 

(Bentler, 1990). Both NNFI and CFI values close to 1 indicate a very good fit (Arbuckle 

and Wothke, 1999). The Normed Fit Index (NFI) is interpreted in the same way as CFI 

but may be less affected by sample size (Kline, 1998). All the above mentioned values 

range from 0 to 1 (Byrne, 2001) and value of 1 indicates a perfect fit (Arbuckle and 

Wothke, 1999). 

 

Parsimonious adjusted measures adjust the measures of fit to provide a comparison 

between models with differing numbers of estimated coefficient. The Parsimony 

adjustment to the NFI (PNFI) is a modification of the NFI and parsimony is defined as 

achieving higher degrees of fit per degree of freedom used. Although there is no 

recommended level of acceptable fit for PNFI, higher values of PNFI are considered to 

be better (Hair et al., 1998). 

 

The Parsimony Goodness of Fit Index (PGFI) has been tied to Parsimony Ratio 

(PRATIO). PGFI takes into account the complexity (i.e., number of estimated 

parameters) of the hypothesised model in the assessment of overall model fit (Byrne, 

2001). A value closer to 1.0 indicates a better fit (Hair et al., 1998). 
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The assessment of model adequacy must be based on multiple criteria that take account 

theoretical, statistical and practical considerations (Byrne, 2001). As it is not necessary 

to report the entire set of fit index (Byrne, 2001), only certain indicators are presented in 

the research.              

 

Kline (1998, p.130) recommends to report 2 , GFI, NFI, CFI and NNFI (TLI). 2 , p-

value, CFI, RMSEA and TLI were used in the export literature (see Styles, 1998; Styles 

and Ambler, 2000). The CFI and RMSEA are the most frequently reported fit indices 

(Hair et al., 1998). Hence, 2 , GFI, TLI, CFI, NFI and RMSEA will be used as 

goodness of fit indices in this study. Table 4.21 shows the indicators and their 

acceptable fit used in this study. 

 

Measurement models were specified according to the items and factors resulting from 

EFA. All measurement models in this study were identified as all one factor CFA 

models that had at least three indicators (Kline, 1998).  Each measurement model had 

multiple indicators which allow the most unambiguous assignment of meaning to the 

estimated constructs (Anderson and Gerbing, 1988). 

 

According to Anderson and Gerbing (1988), there are four basic ways to respecify the 

indicators to solve unacceptable overall fit; 1) to relate the indicator to a different factor; 

2) to delete the indicator from the model; 3) to relate the indicator to multiple factors; 

and  4) to use correlated measurement errors. It was suggested that the first two 

approaches were preferable (Anderson and Gerbing, 1988). 
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Table 4.21 AMOS Indicators for Adequate Fit 

Indicators  Arbuckle and 

Wothke (1999) 

Byrne (2001) 

p-value (the probability of 

getting as large a discrepancy 

as occurred with the present 

sample) 

 

Sensitive to the 

sample size 

The high probability 

associated with 2  

CMIN/DF (The minimum 

discrepancy divided by its 

degree of freedom) 

The range of 1 to 2 

was commonly 

accepted as adequate 

fit. The range of 2 to 5 

indicates a reasonable 

fit. 

 

Not recommended to 

be used as an 

indicator  

RMSEA  (Root Mean Square 

Error of Approximation) 

The value of about 

0.05 or less , 0.8 or 

less 

 

Less than 0.05 

NFI (Normed Fit Index) Value close to 1  Between 0.95 and 1  

 

IFI (Incremental Fit Index) Value close to 1  Between 0.95 and 1 

 

CFI (Comparative Fit Index) Value close to 1  Between 0.95 and 1 

   

GFI (Goodness of Fit Index) Value close to 1  Value close to 1  

 

TLI (Tucker & Lewis Index) Value close to 1 Between 0.95 to 1 

 

 

Model Misspecification 

 

There are two types of information that are helpful in detecting model misspecification: 

the standardized residuals and the modification indices (Byrne, 2001). Any discrepancy 

between the restricted covariance matrix implied by the hypothesised model and the 

sample covariance matrix is captured by the residual covariance matrix (Byrne, 2001). 

A significant discrepancy occurs if standardized residual values are larger than 2.58 

(Byrne, 2001). In addition, the regression weight section under modification indices 

indicates parameters which represent cross loadings  and the covariance section under 

modification indices represents error covariance free (Byrne, 2001) and Expected 

Parameter Change (EPC). EPC indicates the estimated change in magnitude and 

direction of each non-free parameter if it were to be free (Schumacker and Lomax, 

1996). Although the assessment of model adequacy must be based on multiple criteria 
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that take into account theoretical, statistical and practical considerations, the judgement 

to adjust the model depends on the researcher (Byrne, 2001). 

 

4.4.1 Firm resources 

 

Since many variables were included under firms’ resources, there are more alternatives 

to have the measurement model fit as it is feasible to delete some items and to avoid 

using uncorrelated error terms. The inclusion of many alternative variables seemed to be 

important especially for the constructs with little or no previous empirical study. Four 

measurement models were tested as firms’ resources (see Table 4.22). All of them were 

one-factor models or congeneric models that consisted of multiple indicators measuring 

a single underlying construct while taking into account measurement error (Bagozzi and 

Heatherton, 1994). These models allow examination of convergent and discriminant 

validity of each construct (Bagozzi and Heatherton, 1994).  

 

Production capabilities 

 

According to EFA results, 7 items were loading onto production capabilities and thus, 

CFA was performed on those items. After running CFA, two types of output 

information, the standardized residuals and the modification indices (MI), were used to 

detect model misspecification. It was found the there are minor misspecifications. (p-

value = 0, CMIN/DF = 7.67 and RMSEA = 0.18). However, the measurement model of 

production capabilities was respecified in order to improve the fit.  

 

Two items (RV 11 and RV 12) were deleted based on covariance in Modification 

Indices (MI = 37.77) as it indicated multicollinearity in correlated error terms (Garson, 

2003). RV 12 “good geographic location of firm” is more relevant to physical resources 

than production capabilities. In addition, RV 11 “suitable plants and equipments” is 

quite similar to the item, “acquisition of advanced production equipment” RV 42, which 

was already included, therefore, remaining indicators are more representative of 

production capabilities construct conceptually.  
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The adjusted results such as CMIN/DF = 1.64, p-value = 0.15, RMSEA = 0.06 and 

other goodness of fit indicators indicated that the model had been improved (Table 

4.22). Since initial definition of a construct is tentative due to the lack of empirical 

studies of resource-based view in the export literature, some discrepancies between 

theory and data are expected (Kline, 1998). 

 

Nevertheless, the remaining 5 items still represent production capabilities as  production 

capabilities are often measured in terms of superior technology of products, new 

product development capabilities, superior product quality, and the use of advanced 

production equipment (Andersen and Kheam, 1998; Katsikeas and Morgan, 1994). 

 

 

Human resources 

 

The measurement model for human resources was estimated by using five items. The 

results showed that the values of all standardized residuals covariance were less than 

2.58 indicating there was no significant difference between the restricted covariance 

matrix and the sample covariance matrix. Although other goodness of fit indicated a 

good fit, the value of CMIN/DF (5.99), p-value (0) and RMSEA (0.16) revealed that the 

model did not fit well. Evaluation confirmed the presence of error covariance with 

modification indices finding that two error terms of RV 19, “managers with good level 

of education”, and RV 20, “managers with export know-how”. The error terms of these 

two items could be conceptually correlated as managers with good education level could 

also have knowledge about exporting and internationalization from their previous 

academic studies. After correlating the two error terms, the model was improved as the 

p-value increased to 0.17 and CMIN/DF is 1.6, falling within a range considered as a 

good fit model. Moreover, RMSEA was 0.06 which is now in an acceptable range. The 

other fit indicators such as NFI, TLI and CFI each had a value of 0.99, indicating a 

better fit model.  

 

Since the five items under human resources are consistent with conceptual development 

and exactly the same items in the questionnaire development, the measures of human 

resources fits very well with RBV. 
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Marketing capabilities 

 

Based on the results from EFA, five indicators were specified for loading marketing 

capabilities construct. The measurement model of marketing capabilities did not fit as p-

value = 0, RMSEA = 0.21 and CMIN/DF = 9.5. However, other goodness of fit 

indicators such as NFI, TLI and CFI were higher than 0.95. 

 

All standardized residuals covariance were lower than 2.58 indicating that there was no 

significant discrepancy between the restricted covariance matrix and the sample 

covariance. Nevertheless, covariance section under modification indices suggested that 

there was error covariance between item RV 24 (adequate information about export 

market) and RV 25 (adequate information about distributors/agents). These two items 

are related to each other, especially, if the distributors/agents were located in the export 

market because information on intermediaries could be part of information on the export 

markets. Hence, it was conceptually justified to correlate the error terms between two 

items. Although correlating error terms is the least preferable method, it would not be 

wise to delete an item, as all standardized regression weights were significant and 

higher than 0.59. 

 

Table 4.22 shows the results of correlating two error terms. A very good CMIN/DF 

value of 1.2 and a p-value of 0.31 (well regarded as insignificant value) were obtained. 

Moreover, RMSEA is 0.03 which is in the good range. In addition, it was found that the 

values of NFI, CFI and TLI were each higher than 0.99.  

 

Under Section 2.2.3, marketing capability is defined as a company’s ability to market 

and sell its products effectively and efficiently (Rangone, 1999). Therefore, the items 

that represent marketing capabilities such as conformity to the product specification in 

overseas markets, familiarity with business conditions in foreign markets, necessary 

skills and knowledge to promote the products were consistent with the literature (see 

Table 4.22 for more details). 
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Reputation 

 

Based on EFA, three items were specified to be loaded on to reputation. The values of 

standardized residuals covariance between all items were lower than 2.58 except RV 26 

and RV 28 as their error covariance, 2.58, was marginal. RV 26 refers to possession of 

intellectual rights and RV 28 measures the level of agreement on good product 

reputation in the export market. Although the error covariance between RV 26 and RV 

28 was marginal, there was an indication that the model may have been misspecified (p-

value = 0.001, CMIN/DF = 7.23 and RMSEA = 0.18). Moreover, the covariance section 

under modification indices suggested that there was high correlation between 

measurement error of RV 26 and the construct, reputation.  

 

Despite the fact that reputation construct is an important firm resource, it should be 

dropped from further analysis due to the following three reasons: 

1) The measurement model did not fit well; 

2) Conceptually, reputation belonged to organisational capabilities which did not 

appear as one factor after EFA; and 

3) Although the error terms of RV 26 were related to the construct and another 

error term RV 28, RV 26 should not be deleted since one factor measurement 

models require at least three items for their construct. 



  

 151 

 

 

Table 4.22 Confirmatory Factor Analysis for Firm Resources 

 

Items  Revised Model  Goodness of Fit Indicators 

Production capabilities Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Access to quality raw material (RV 10) 0.48 Model 1 0 7.67 0.98 0.96 0.98 0.18 

Research and Development (RV 22)  0.61 Revised 

model 

0.15 1.64 1.0 1.0 1.0 0.06 

Having quality control process (RV 40) 0.82 

Having superior product quality (RV 41) 0.83 

Possession of advanced production equipment  (RV 42) 0.64 

Human resources Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Managers with exporting know-how (RV 20) 0.74 Model 1 

Revised 

model 

0 5.99 0.99 0.98 0.99 0.16 

Managers with knowledge in international business 

management (RV 16) 

0.88 0.17 1.6 1.0 1.0 1.0 0.55 

Managers with export experience (RV 17) 0.90 

Managers with good level of education (RV 19) 0.61 

Managers with overseas network relationship (RV 18) 0.66 

Marketing capabilities Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Conformity to the product specifications in overseas 

market (RV 39) 

0.39 Model 1 0 9.49 0.99 0.96 0.99 0.21 

Familiarity with business conditions (RV 37) 0.79 Revised 

model 

0.31 1.19 1.0 1.0 1 0.03 

Necessary knowledge and skills to promote the product 

(RV 38) 

0.92 

Adequate information about distributors/agents (RV 25) 0.53 

Adequate information about export market (RV 24) 0.63 

Good reputation  Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Good brand reputation (RV 29) 0.84 Model 1 0.001 7.23 0.99 0.97 0.99 0.18 

Possession of intellectual rights (RV 26) 0.55 

Good product reputation (RV 28) 0.89 
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4.4.2 Distributors’/agents’ resources 

 

The results of EFA showed 9 items indicating distributors’/agents’ export capabilities. 

CFA was undertaken and it was found that the p-value was zero, CMIN/DF was 5.92 

and RMSEA was 0.16, indicating a marginal absolute fit. Based on the conceptual 

meaning and this researcher’s judgement, the original construct, distributors’/agents’ 

export capabilities, with 9 items was separated into two constructs: distributors’/agents’ 

marketing strength and distributors’/agents’ knowledge and experience.  

 

DV 78, the item that measured the financial strength of intermediaries, was dropped 

from this study due to two reasons; 1) the item did not conceptually fit both constructs; 

and 2) although export literature stressed the importance of financial strength of the 

export intermediaries (Jain, 1989 ; Peng and York, 2001), these studies were not 

empirical studies. Hence, the item was developed particularly for the questionnaire in 

this study. However, the remaining items still represent the important resources of 

intermediaries, knowledge, experience, and marketing strength. 

 

Distributors’/agents’ knowledge and experience 

 

The distributors’/agents’ knowledge and experience construct consisted of five items. 

The CFA indicated that the first model did not fit adequately (p-value = 0, CMIN/DF = 

7.54 and RMSEA = 0.18) as shown in Table 4.23. In addition, the model did not seem 

to be correctly classified. It was found that there was a significant discrepancy between 

the restricted covariance and the sample covariance matrix of DV 76 

(distributors’/agents’ knowledge about product) and DV 77 (market information 

provided by distributors/agents). Accordingly, covariance section under modification 

indices indicated that two error terms of DV 76 and DV 77 were correlated. DV 76 was 

excluded because its error term was also correlated with other error terms and 

conceptually, DV 74 also measured distributors’/agents’ knowledge about the 

requirement of potential customers which is quite similar to DV 76. After deleting DV 

76, the fit index values presented a better fit. For example, the p-value increased to 0.20, 

CMIN/DF dropped to 1.63 and RMSEA was below 0.06. The results of the revised 

model fit are shown in Table 4.23. 
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Distributors’/agents’ marketing strength 

 

CFA results of distributors’/agents’ marketing strength construct, represented by 3 

items, indicated a good model fit. For instance, p-value = 0.35 and CMIN/DF = 1.06 

which were optimal results. Moreover, other fit indicators such as NFI, TLI, and CFI 

each had a value of 0.99 or higher. The RMSEA value was 0.02 which indicated a good 

fit. 

 

Distributors’/agents’ relationship and cooperation 

 

EFA results suggested that 5 items shared the same construct called relationship and 

cooperation. CFA results indicated that the MI did not indicate adequate improvement 

and might have been due to low EPC values (< .062) and high standardized weights or 

factor loadings higher than 0.55. CFA also showed the marginal absolute overall fit 

levels (p-value= 0.03, CMIN/DF = 2.49, RMSEA = 0.09) and other goodness of fit 

indicators which were within an excellent range, therefore, the model was accepted (see 

Table 4.23 for detailed statistics on model fit). 

 

During the conceptual development process, intermediaries’ resources such as their 

relationships, cooperation with manufacturers, their knowledge and export capabilities 

were discussed. After conducting CFA, intermediaries’ relationships and cooperation 

with manufacturers discussed in literature were merged as one construct while 

intermediaries’ knowledge and some items from export capabilities such as supply of 

adequate market information were emerged as a single knowledge and experience 

construct. The remaining items from export capabilities represent intermediaries’ 

marketing strength. Hence, the three constructs under intermediaries’ resources were 

closely linked to the discussion in conceptual development.  
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Table 4.23 Confirmatory Factor Analysis for Distributors’/Agents’ Resources 

 

Items Revised model  Goodness of Fit indicators 

Knowledge & experience Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Knowledgeable about the requirements of 

potential customers (DV 74) 

0.87 Model 1 0 7.54 0.99 0.97 0.99 0.18 

Adequate experience to sell the products (DV 73) 0.86 Revised 

model 

0.20 1.63 1.0 1.0 1 0.06 

Overall good experience with respect to the 

market (DV 75) 

0.80 

Supply of market information (DV 77) 0.50 

Marketing Strength Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Good network relationships (DV 80) 0.77 Model 1 0.35 1.06 1.0 1 1 0.02 

Ability to handle export negotiation (DV 79) 0.80 

Good reputation in export market (DV 81) 0.71 

Relationship & cooperation Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Their cooperation in gathering market 

information (DV 90) 

0.91 Model 1 0.03 2.49 1.0 0.99 1.0 0.09 

Their cooperation in strategy development (DV 

89) 

0.84 

Their cooperation in product development (DV 

91) 

0.80 

Their performance are satisfactory (DV 88) 0.65 

Long-term commitment with distributors/agents 

(DV 86) 

0.55 
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4.4.3 Marketing control 

 

Formal marketing control  

 

Input control 

 

Input control was measured with 4 items as indicated by EFA. CFA produced a p-value 

= 0, CMIN/DF = 8.59 and RMSEA = 0.20, indicating inadequate model fit.  

 

The modification indices suggested that CV 43 (making significant investment in 

training distributors’/agents’ personnel) be deleted from the analysis due to its error 

covariance with other error terms and its lowest standardized weight, 0.52, among all 

indicators. However, the model still did not fit well even after deleting CV 43. Input 

control as a latent construct was deleted from further analysis due to the following 

reasons. 

1) Model fit was inadequate. 

2) Deleting CV 43 to produce a better model fit would not provide a meaningful 

construct as CV 43 was an important aspect of input control according to 

marketing control literature. 

3) Most marketing control literature did not include input control in their studies 

and mainly focussed on process and output control (Genctürk and Aulakh, 1995; 

Solberg and Nes, 2002). 

4) Practically, export managers for SMEs were less likely to use this construct as 

input control such as “investment in training an intermediary” will be not 

recovered if they terminate the relationship (Li, 2003). Hence, the use of input 

control may not be an optimal choice for resource-constrained SMEs. 

 

As discussed in Section 2.3.6, input control was included at the beginning of this 

study for the fullness of model and to investigate its applicability in the Asian 

context. However, most previous studies mainly discussed only process and output 

control as marketing control rather than input control. Hence, the deletion of input 

control is not likely to affect the measures of formal marketing control in this study. 
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Process control 

 

Process control was measured through 7 items specified by EFA. The results indicated 

that the model did not fit well (p-value = 0, CMIN/DF = 4.55 and RMSEA = 0.14). CV 

48 (modifying the marketing activities when desired results are not attained) and CV 49 

(modifying the marketing activities when there are any changes in the external 

environment) were deleted from the analysis because (i) their error terms correlated 

with other items; (ii) their error terms correlated with each other and they had the lowest 

factor loadings (0.56 and 0.54). Moreover, unlike other items which were taken from 

previous empirical studies, CV 49 was particularly developed for this study. 

 

Moreover, deleting these two items did not seem to affect the measurement of process 

control as the important indicators such as monitoring and evaluating marketing 

activities still remained in the construct. Furthermore, in accordance with the definition 

of process control discussed in literature review, these five items still cover the process 

control activities and fit the marketing control theory. The revised model had a better fit 

(p-value = 0.07, CMIN/DF = 2.02, RMSEA= 0.07). Table 4.24 shows that the other fit 

indicators such as NFI, CFI and TLI all had values of at least 0.99. 

 

Output control 

 

Based on EFA, 8 items were specified to perform CFA on output control construct. The 

results indicated that the model needed some adjustment to achieve better fit (p-value = 

0, CMIN/DF = 2.60 and RMSEA = 0.09. CV 63 (future relationship with 

distributors/agents is contingent on achieving specified goals) and CV 65 (corrective 

actions are taken if performance goals are not achieved at the end of the financial year) 

were later dropped from the construct due to their error covariance and lowest 

standardized regression weights (0.51 and 0.29 respectively)). 

 

Moreover, conceptually, these two items seemed to be less important to output control 

as their measures focussed on future actions if performance goals were not achieved. In 

addition, the output control activities were defined as setting, monitoring and evaluating 

performance standard (Jaworski, 1988) and all these relevant items were part of output 

control in this study. The revised model suggested a better fit as p-value was increased 

to 0.25, CMIN/DF was dropped to 1.26 and RMSEA became 0.04 which was in an 
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acceptable range. Moreover, other fit indicators such as NFI, CFI, TLI had values of 

0.99 or higher (Table 4.24). 

 

 

Informal marketing control 

 

Social control 

 

As indicated by EFA, four items measured the social control construct. The model was 

correctly classified and all fit indicators suggested a very good fit. There was no 

discrepancy between the restricted covariance matrix and sample covariance matrix. 

Moreover, no correlated error terms were found under modification indices (see Table 

4.25 for more details).The four items that measured social control were concerned with 

informal interactions between exporters and intermediaries and it fits the definition of 

social control which refers to informal monitoring of the intermediaries’ activities 

through interpersonal interactions (Aulakh and Genctürk, 2000). 

 

4.4.4 Export performance measures 

 

Competitive benchmarking 

 

Competitive benchmarking was measured through 4 items produced by EFA. CFA 

indicated the model did not achieve acceptable fit and the MI did not indicate significant 

improvement. In addition, factor loadings of all the items were higher than 0.54 

indicating no item should be deleted.  

 

Thus, competitive benchmarking was excluded from further analysis based on 

judgement, statistical and theoretical reasons. Firstly, the model was not acceptable fit. 

Secondly, being export managers of SMEs, they were unlikely to have information on 

their competitors’ performance. Most of them could only speculate about their 

competitors’ performance. Hence, the data might not be accurate. In addition, in export 

literature, competitive benchmarking, as a measure of export performance was not 

commonly used. 
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Strategic performance measures 

 

Eight items were specified to measure export past performance in EFA. CFA results 

indicated a marginal fit (p-value = 0, CMIN/DF = 2.64, RMSEA = 0.09). Achievement 

of market penetration objectives in relation to the company’s expectation (PV 97) and 

achievement of building its image overseas in relation to the company’s expectation 

(PV 99) were deleted due to two reasons; 1) they are conceptually different from other 

items in the same construct, and 2) their error covariance was correlated with those of 

other items. Furthermore, SEM output indicated that the error term of PV 101 (to 

increase the awareness of company) was correlated to other error terms and it was also 

dropped from further analysis. Moreover, the strategic goal, such as increasing the 

awareness of the company, was often formulated by large companies rather than SMEs. 

Table 4.26 revealed that the revised model indicated a better fit after excluding 3 items 

from the construct (p-value = 0.29, CMIN/DF = 1.23, RMSEA = 0.03). In addition, 

other indicators such as NFI, CFI and TLI had values of 0.998 and above. 
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Table 4.24 Confirmatory Factor Analysis for Formal Control 

 

Items  Revised Model  Goodness of Fit indicators 

Input control Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Providing information to distributors/agents (CV 44) 0.70 Model 1 0 8.59 0.99 0.97 0.99 0.20 

Informing distributors/agents in advance of any changes in 

marketing strategy (CV 45) 

0.78 

Significant investments in training the distributors/agents (RV 43) 0.52 

Providing distributors/agents with a detailed explanation of future 

plans (CV 46) 

0.80 

Process control ( firm control) Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Monitoring the extent to which the foreign distributors/agents 

follow established procedures (CV 52) 

0.76 Model 1 0 4.55 0.99 0.99 0.98 0.14 

Evaluating the marketing activities which are used by 

distributors/agents (CV 47) 

0.75 Revised 

model 

0.07 2.02 1 1 1 0.07 

Use of formal evaluation process to assess the distributors/agents 

(CV 51) 

0.84 

Provide feedback to distributors/agents on their marketing activities 

(CV 50) 

0.77 

Providing explicit procedures to distributors/agents (CV 57) 0.56 

Output control Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Establishing specific performance goals for distributors/agents (CV 

58) 

0.79 Model 1 0.001 2.58 0.99 0.99 1 0.09 

Monitoring the extent to which performance goals are attained by 

distributors/agents (CV 59) 

0.75 Revised 

model 

0.25 1.26 1 1 1 0.04 

Requirement to provide an explanation by distributors/agents if 

performance goals are not met (CV 60) 

0.75 

Feedback to distributors/agents concerning the extent to which they 

achieve their performance goals  (CV 61) 

0.8 

Rewards to distributors/agents based on their performance (CV 62) 0.6 

The extent of geographical coverage is clearly specified (CV 64) 0.64 
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Table 4.25 Confirmatory Factor Analysis for Informal Control 

Items  Model Goodness of Fit indicators 

Social control Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Cooperation between export employees and 

distributors/agents (CV 69) 

0.76 Model 1 0.23 1.45 1 1 1 0.05 

Updating distributors/agents about 

technological/product changes (CV 72) 

0.68 

Meetings to coordinate planning and implementation 

activities between export venture and 

distributors/agents (CV 70) 

0.75 

Seeking distributors’/agents’ opinions on export 

related issues (CV 71) 

0.75 

 

Table 4.26 Exploratory Factor Analysis for Export Performance Measures 

Items  Revised Model  Goodness of Fit indicators 

Competitive benchmarking Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Export sales volume compared to major competitors 

(PV 92) 

0.83 Model 1 0.02 4.12 1 1 1 0.13 

Export sales growth compared to major competitors 

(PV 93) 

0.9 

Export profitability compared to major competitors 

(PV 94) 

0.67 

Customer satisfaction compared to major competitors 

(PV 95) 

0.54 

Strategic performance measures Factor loadings  p-value CMIN/DF NFI TLI CFI RMSEA 

Improving market share position (PV 102) 0.8 Model 1 0 2.64 0.99 0.99 0.99 0.09 

Increasing profitability of company (PV 103) 0.75 Revised 

model 

0.29 1.23 1 1 1 0.03 

Gaining new technology/expertise (PV 104) 0.75 

Gaining a foothold in export market (PV 100) 0.72 

Responding to competitive pressure (PV 105) 0.76 
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4.5 Assessment of Normality 
 

 

Before conducting the second phase of CFA, test of normality and bootstrapping were 

performed to ensure that non-normality problem was not severe. Bootstrapping is a 

resembling procedure in which the data set used in this study is treated as population by 

simulating the drawing of numerous samples (Kline, 1998). Like many other studies, 

500 samples were generated for this study. 

 

Table 4.27 shows the Maximum Likelihood (ML) standard error estimates, bootstrap 

standard error estimates and the comparison between two standard error estimates. The 

results show that among all constructs, 41% is the highest increase and 18.2% is the 

highest decrease in the bootstrap standard error over that of ML estimates. Hence, there 

are not large discrepancies between two sets of standard errors. Moreover, test of 

normality presents maximum and minimum value of kurtosis which are very close to 

zero with the highest value of 0.725. Since it was suggested that the value of the 

univariate kurtosis index greater than 10 might be a problem (Kline, 1998), non-

normality seemed to be only at a moderate level in this study. 

 

In addition, the Bollen-Stine bootstrap was performed to evaluate the appropriateness of 

the hypothesis model. The insignificant p-value indicated that all hypothesised models 

except input control should be accepted at 0.05 significance level. 
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Table 4.27 Kurtosis Statistics and Bootstrap Estimates 

 

Constructs ML 

Standard 

Error 

Bootstrap 

Standard 

Error 

Comparison 

between 

two S.E  

estimates 

Kurtosis 

Human resources     

RV 16    Max =    0.726  

RV 17 0.066 0.054 -18.2% Min =  - 0.414 

RV 18 0.081 0.078 -3.7%  

RV 19 0.071 0.083 16.9%  

RV 20 0.063 0.068 7.9%  

Bollen-Stine p-value 0.192    

     

Production  capabilities     

RV 10    Max =  0.235 

RV22 0.267 0.347 30.0% Min = -0.363 

RV40 0.296 0.411 38.9%  

RV41 0.283 0.399 41.0%  

RV42 0.239 0.31 29.7%  

Bollen-Stine p-value 0.188    

     

Marketing capabilities     

RV 24    Max =  0.235 

RV 25 0.093 0.111 19.4% Min = -0.363 

RV 37 0.141 0.150 6.4%  

RV 38 0.169 0.170 0.6%  

RV 39 0.126 0.135 7.1%  

Bollen-Stine p-value 0.289    

     

Intermediaries’ strength     

DV 79 0 0  Max = -0.215 

DV 80 0 0  Min = -0.723 

DV 81 0 0   

Bollen-Stine p-value 0.438    

     

Intermediaries’ knowledge 

and experience 

    

DV 73    Max =   0.260 

DV 74 0.075 0.07 -6.7% Min = - 0.674 

DV 75 0.064 0.068 6.3%  

DV 77 0.085 0.081 -4.7%  

Bollen-Stine p-value 0.15    

     

Intermediaries’ relationships 

and cooperation 

    

DV 86    Max =  0.566 

DV 88 0.171 0.218 27.5% Min = -0.718 

DV 89 0.212 0.237 11.8%  

DV 90 0.214 0.238 11.2%  

DV 91 0.215 0.244 13.5%  

Bollen-Stine p-value 0.144    
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Table 4.27 Kurtosis Statistics and Bootstrap Estimates (continued) 

 

Constructs ML Standard 

Error 

Bootstrap 

Standard 

Errors 

Comparison 

between 

two S.E  

estimates 

Kurtosis 

Input control     

CV 44    Max =  -0.058  

CV 45 0.146 0.129 -11.6% Min =  -0.505 

CV 46 0.171 0.145 -15.2%  

CV 43 0.117 0.124 6.0%  

Bollen-Stine p-value 0.004    

     

Process control     

CV 47    Max =  0.077 

CV 50 0.093 0.114 22.6% Min =  -0.303 

CV 51 0.105 0.090 -14.3%  

CV 52 0.101 0.123 21.8%  

CV 57 0.094 0.105 11.7%  

Bollen-Stine p-value 0.22    

     

Output control     

CV 58    Max =  0.282 

CV 59 0.097 0.085 -12.4% Min =  -0.178 

CV 60 0.095 0.101 6.3%  

CV 61 0.098 0.083 -15.3%  

CV 62 0.111 0.132 18.9%  

CV 64 0.103 0.135 31.1%  

Bollen-Stine p-value 0.575    

     

Social control     

CV 69    Max =  -0.184 

CV 70 0.112 0.115 2.7% Min =  -0.367 

CV 71 0.108 0.139 28.7%  

CV 72 0.111 0.143 28.8%  

Bollen-Stine p-value 0.389    

     

Competitive benchmarking     

PV 92    Max =  0.572 

PV 93 0.084 0.089 6.0% Min =  -0.581 

PV 94 0.075 0.087 16.0%  

PV 95 0.073 0.095 30.1%  

Bollen-Stine p-value 0.088    

     

Strategic performance     

PV 100    Max =  0.269 

PV 102 0.108 0.105 -2.8% Min = - 0.062 

PV 103 0.109 0.093 -14.7%  

PV 104 0.113 0.105 -7.1%  

PV 105 0.111 0.112 0.9%  

Bollen-Stine p-value 0.387    
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4.6 Confirmatory Factor Analysis-Phase II 

 

This section will discuss Phase II of the Confirmatory Factor Analysis (CFA) by 

comparing a one-factor model and a three-factor model. Three categories of firm 

resources, three types of export intermediary resources, two types of formal control, 

informal control and strategic export performance were identified after Phase I of 

confirmatory factor analysis. The multiple CFA models were analysed for the following 

four reasons: 

 

1) Since it was hypothesised to measure the effect of each firm resource, export 

intermediary resources and the effect of individual control mechanism on export 

performance rather than their composite measures, multiple CFA rather than 

second order CFA should be analysed; 

2) It allows separate estimates for the correlations among dimensions which can be 

used to assess the degree of discrimination between dimensions (Bagozzi and 

Heatherton, 1994); 

3) It ensures no cross loadings of items on factor and no correlated error between 

constructs as the measurement error terms are independent of each other and of 

the factors (Kline, 1998); and 

4)  The model with correlated factors fits the data significantly better than the 

higher-order factor models (Rubio, Berg-Weger and Tebb, 2001).  

 

Hence, a three-factor model for firm resources, a three-factor model for export 

intermediary resources and a two-factor model for marketing control were used to 

estimate measurement models. However, in order to make sure that multifactor CFA 

was not redundant, one factor measurement models were run against the multifactor 

models (Kline, 1998). Table 4.28 indicates that although degree of freedom is higher in 

one factor models than multi-factor models, other fit indicators of multifactor models 

show superior goodness of fit. Hence, multifactor models were used for further analysis. 
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Table 4.28. Measurement Models (Multifactor Models versus One Factor Models) 

 Firm Resources Export 

Intermediary 

Resources 

Formal Control 

One-

factor 

model 

Three-

factor 

model 

One-

factor 

model 

Three-

factor 

model 

One-

factor 

model 

 Two-

factor 

model 

Chi-square ( 2 )  531.71 209.59 451.43 122.93 132.6 83.82 

Degree of Freedom    77   74   54   51   44 43 

p-value     0     0     0     0     0   0 

CMIN/DF    6.9     2.83     8.36     2.41     3.01   1.95 

NFI    0.94     0.98     0.95     0.99     0.98   0.99 

TLI    0.93     0.98     0.93     0.99     0.98   0.99 

CFI    0.95     0.99     0.95     0.99     0.99   0.99 

RMSEA    0.17     0.1     0.19     0.09     0.10   0.07 

 

The three factor model of firm resources indicated that there was a residual covariance 

(2.98) between RV 39 (conformity to the product specifications in overseas market) and 

RV 40 (availability of quality control process). Moreover, the output indicates that RV 

39 which belonged to marketing capabilities was cross-loading on production 

capabilities. Hence, RV 39 was excluded from further analysis. The revised model 

indicates a good fit: p-value = 0, CMIN/DF = 2.83, NFI = 0.98, TLI = 0.98, CFI = 0.96, 

RMSEA = 0.1. 

 

The three-factor CFA model of export intermediary resources consists of export 

intermediary’s marketing strength, export intermediary’s knowledge and experience and 

export intermediary’s relationship and cooperation as indicated in Phase I of CFA. The 

results indicated a reasonably fit model: P = 0, CMIN/DF = 2.41, NFI = 0.96, TLI = 

0.99, CFI = 0.99 and RMSEA = 0.09. 

 

The two-factor CFA model of marketing control was identified and estimated based on 

the results from Phase I of confirmatory factor analysis.  The model indicated a good fit:  

P = 0, CMIN/DF = 1.95, NFI = 0.99, CFI = 0.99, TLI = 0.99 and RMSEA = 0.07. The 

other constructs such as informal control and strategic export performance are 

congeneric models and their findings were already discussed in Section 4.4.3 and 4.4.4. 

Table 4.29 to 4.33 compare the results from EFA and CFA and deleted items were 

observed in these tables. 
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Table 4.29 Comparative Table for EFA and CFA (Firm Resources) 

 

Items (EFA) Items (CFA) 

Production Capabilities 

Access to quality raw material (RV 10) 

Possession of suitable plants and equipment 

(RV 11) 

Good geographic location of firm (RV 12) 

Research and Development (RV 22) 

Having quality control process (RV 40) 

Having superior product quality (RV 41)  

Possession of advanced production 

equipment (RV 42) 

 

Production Capabilities 
Access to quality raw material (RV 10) 

Research and Development (RV 22) 

Having quality control process (RV 40) 

Having superior product quality (RV 41) 

Possession of advanced production 

equipment  (RV 42) 

Human Resources 

Managers with knowledge in international 

business management (RV 16)  

Managers with export experience (RV 17)  

Managers with overseas network relationship 

(RV 18) 

Managers with good level of education (RV 

19) 

Managers with exporting know-how (RV 20) 

Human Resources 

Managers with knowledge in international 

business management (RV 16)  

Managers with export experience (RV 17)  

Managers with overseas network 

relationship (RV 18) 

Managers with good level of education 

(RV 19) 

Managers with exporting know-how (RV 

20) 

Marketing Capabilities 

Adequate information about 

distributors/agents (RV 24)  

Adequate information about export market 

(RV 25) 

Familiarity with business conditions (RV 37)  

Necessary knowledge and skills to promote 

the product (RV 38) 

Conformity to the product specifications in 

overseas market (RV 39) 

Marketing Capabilities 

Adequate information about 

distributors/agents (RV 24)  

Adequate information about export 

market (RV 25) 

Familiarity with business conditions (RV 

37)  

Necessary knowledge and skills to 

promote the product (RV 38) 

Reputation 

Possession of intellectual rights (RV 26) 

Good product reputation (RV 28)   

Good brand reputation (RV 29) 

After conducting CFA, reputation has 

been dropped (see Section 4.1 for more 

details) 
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Table 4.30 Comparative Table for EFA and CFA (Distributors’/Agents’ 

Resources) 

 

Items (EFA) Items (CFA) 

Distributors’/Agents’ Export 

Capabilities 

Knowledgeable about the requirements of 

potential customers (DV 74) 

Adequate experience to sell the products 

(DV 73) 

Overall good experience with respect to 

the market (DV 75) 

Good product knowledge (DV 76)  

Good network relationships (DV 80) 

Ability to handle export negotiation (DV 

79) 

Financial strength (DV 78) 

Supply of market information (DV 77) 

Good reputation in export market (DV 81) 

 

Knowledge and Experience 

Knowledgeable about the requirements of 

potential customers (DV 74) 

Adequate experience to sell the products 

(DV 73) 

Overall good experience with respect to 

the market (DV 75) 

Supply of market information (DV 77) 

Marketing Strength 

Good network relationships (DV 80) 

Ability to handle export negotiation (DV 

79) 

Good reputation in export market (DV 81) 

Distributors’/Agents’ Relationship and 

Cooperation 

Their cooperation in gathering market 

information (DV 90)  

Their cooperation in strategy development 

(DV 89) 

Their cooperation in product development 

(DV 91) 

Their performance are satisfactory (DV 

88) 

Long-term commitment with 

distributors/agents (DV 86) 

Distributors’/Agents’ Relationship and 

Cooperation 

Their cooperation in gathering market 

information (DV 90) 

Their cooperation in strategy development 

(DV 89) 

Their cooperation in product development 

(DV 91) 

Their performance are satisfactory (DV 

88) 

Long-term commitment with 

distributors/agents (DV 86) 
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Table 4.31 Comparative Table for EFA and CFA (Formal Control) 

 

Items (EFA) Items (CFA) 

Process Control  

Evaluating the marketing activities which 

are used by distributors/agents (CV 47) 

Modifying the marketing activities when 

desired results not obtained.(CV 48) 

Modifying the marketing activities when 

there are any changes in the external 

environment (CV 49) 

Provide feedback to distributors/agents on 

their marketing activities (CV 50) 

Use of formal evaluation process to assess 

the distributors/agents (CV 51) 

Monitoring the extent to which the foreign 

distributors/agents follow established 

procedures (CV 52) 

Providing explicit procedures to 

distributors/agents (CV 57) 

 

Process Control  

Evaluating the marketing activities which 

are used by distributors/agents (CV 47) 

 

Provide feedback to distributors/agents on 

their marketing activities (CV 50) 

 

Use of formal evaluation process to assess 

the distributors/agents (CV 52) 

 

Monitoring the extent to which the foreign 

distributors/agents follow established 

procedures (CV 52) 

 

Providing explicit procedures to 

distributors/agents (CV 57) 

                  Output Control 

Establishing specific performance goals for 

distributors/agents (CV 58) 

Monitoring the extent to which 

performance goals are attained (CV 59) 

Requirement to provide an explanation if 

performance goals are not met (CV 60) 

Feedback to distributors/agents concerning 

the extent to which they achieve their 

performance goals (CV 61) 

Rewards to distributors/agents based on 

their performance (CV 62) 

Future relationship with distributors/agents 

is contingent on achieving specified goals 

(CV 63) 

The extent of geographical coverage is 

clearly specified (CV 64) 

Corrective actions are taken if performance 

goals are not achieved (CV 65) 

                  Output Control 

Establishing specific performance goals for 

distributors/agents (CV 58) 

 

Monitoring the extent to which performance 

goals are attained (CV 59) 

 

Requirement to provide an explanation if 

performance goals are not met (CV 60) 

 

Feedback to distributors/agents concerning 

the extent to which they achieve their 

performance goals. (CV 61) 

 

Rewards to distributors/agents based on 

their performance (CV 62) 

 

The extent of geographical coverage is 

clearly specified. (CV 64) 
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Table 4.32 Comparative Table for EFA and CFA (Informal Control) 

 

Items (EFA) Items (CFA) 

Self-Control 

Distributors/agents have their own export 

goals for export venture (CV 67) 

Distributors/agents tend to ignore certain 

marketing activities if not monitored (CV 

68) 

 

Self-Control 
Not included in CFA due to low reliability 

(0.53) 

Social Control 

Cooperation between export employees 

and distributors/agents (CV 69) 

Meetings to coordinate planning and 

implementation activities between export 

venture and distributors/agents (CV 70) 

Seeking distributors’/agents’ opinions on 

export related issues (CV 71) 

Updating distributors/agents about 

technological/product changes (CV 72) 

Social Control 

Cooperation between export employees 

and distributors/agents (CV 69) 

Meetings to coordinate planning and 

implementation activities between export 

venture and distributors/agents (CV 70) 

Seeking distributors’/agents’ opinions on 

export related issues (CV 71) 

Updating distributors/agents about 

technological/product changes (CV 72) 
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Table 4.33 Comparative Table for EFA and CFA (Export Performance Measures) 

 

Items (EFA) Items (CFA) 

Past performance measures 

Achievement of market penetration 

objective (PV 97) 

Building image overseas (PV 99) 

Gaining a foothold in export market (PV 

100) 

Increasing the awareness of company (PV 

101) 

Improving market share position (PV 102) 

Increasing profitability of company (PV 

103) 

Gaining new technology/expertise (PV 

104) 

Responding to competitive pressure (PV 

105) 

 

Strategic performance measures 

Gaining a foothold in export market (PV 

100) 

 

Improving market share position (PV 102) 

 

Increasing profitability of company (PV 

103) 

 

Gaining new technology/expertise (PV 104) 

 

Responding to competitive pressure (PV 

105) 

Competitive benchmarking 
Export sales volume compared to major 

competitors (PV 92) 

Export sales growth compared to major 

competitors (PV 93) 

Export profitability compared to major 

competitors (PV 94) 

Customer satisfaction compared to major 

competitors (PV 95) 

Competitive benchmarking 

Export sales volume compared to major 

competitors (PV 92) 

Export sales growth compared to major 

competitors (PV 93) 

Export profitability compared to major 

competitors (PV 94) 

Customer satisfaction compared to major 

competitors (PV 95) 

 

All the above mentioned measurement models were free from correlated error terms and 

cross loadings to other constructs. Based on measurement models, the lambda ( and 

the measurement error variance were calculated when examining the relationships in 

subsequent structural equation models. These values were computed based on factor 

scores from measurement models. 

 

The factor scores were suitable for the study as orthogonality was maintained in 

exploratory factor analysis (Hair et al., 1998). The factor-score weights from 

measurement models were recalculated and rescaled to 1. The rescaled factor scores 

were computed in SPSS for each construct and used as input for SEM.  

 

The calculated lambda ( value was recorded as a regression weight for each latent 

construct and the variance was put in the variance section for measurement error. Those 
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values were put in the structural model that was identified based on the hypotheses that 

were developed (please see Table 4.34). It was found that all variances were very small 

(less than 0.1). The   value ranges from 0.35 to 0.75. 

 

Table 4.34 The Lambda Value and Variance 

 

Constructs             Variance 

Production capabilities 0.350 0.027 

Marketing capabilities 0.608 0.070 

Human resources 0.754 0.078 

Process control 0.731 0.087 

Output control 0.639 0.061 

Social control 0.679 0.094 

Marketing strength 0.607 0.092 

Knowledge and experience 0.657 0.076 

Relationship and cooperation 0.464 0.032 

Strategic export performance 0.594 0.053 

 

 

4.7 Composite Reliability, Convergent Validity and Discriminant 

Validity 

 

Unidimensional or congeneric models refer to a construct measured by multiple 

indicators where each indicator measures only a single construct or one underlying trait 

(Anderson and Gerbing, 1982; Gerbing and Anderson, 1988). The confirmatory factor 

analysis approach has yielded numerous unidimensional (single factor) tests on several 

disciplines especially in psychology (Schumacker and Lomax, 1996). Unidimensional 

measurement models are more useful for the interpretation of latent constructs because 

such models allow a more precise test of the convergent and discriminant validity of 

indication (Kline, 1998).  

 

The unidimensionality test on all multiple-indicators construct should be performed 

before assessing their reliability (Hair et al., 1998). It was suggested that a CFI of 0.90 
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or above for the model implies strong evidence of unidimensionality (Sureshchandar, 

Rajendran and Anantharaman, 2002). However, in this study, there were only two 

congeneric models: social control and strategic export performance.  

 

Before testing for a significant relationship in the structural model, the measurement 

models must have a satisfactory level of validity and reliability (Fornell and Larcker, 

1981). The reliability and variance extracted measures for each construct assesses 

whether the specified indicators are sufficient in their representation of the constructs 

(Hair et al., 1998). High composite or construct reliability is important for a measured 

construct to be useful (Anderson and Gerbing, 1982) and the hallmark of acceptable 

reliability is 0.7 (Hair et al., 1998).  

 

Variance extracted measure reflects the overall amounts of variance on the indicators 

accounted for by the latent construct and is a complementary measure to the composite 

reliability value (Hair et al., 1998). Higher variance extracted values occur when the 

indicators are truly representative of the latent construct (Hair et al., 1998). Variance 

extracted value should exceed 0.50 for a construct to establish a convergent validity 

(Hair et al., 1998; Webb, Webster and Krepapa, 2000). Convergent validity is also 

demonstrated by statistically significant path coefficient (Coviello, Brodie, Danaher and 

Johnston, 2002). Since all regression weights in all measurement models were 

significant at the P < .001 level, convergent validity was established. A set of indicators 

presumed to measure the same construct shows convergent validity if their inter-

correlations are, at least, moderate in magnitude (Kline, 1998).  

 

A multifactor analysis allows researchers to address the issues of convergent and 

discriminant validity (Webster and Fisher, 2001). Table 4.35 shows the comparison 

between composite reliability, convergent validity and discriminant validity. The 

composite validity and convergent validity were the same for both congeneric models 

and multifactor models except for the construct “marketing capabilities” because item 

RV 39 (conformity to the product specifications in overseas market) was deleted from 

that construct in multifactor models due to its cross loading with “production 

capabilities”. As a result, the new composite reliability and convergent validity of 

marketing capabilities were enhanced. Nevertheless, Table 4.35 reveals the convergent 

validity of production capabilities (0.48), indicating the variance due to measurement 

error was larger than the variance captured by the construct (Fornell and Larcker, 1981).  
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Discriminant validity refers to the distinctiveness of factors measured by different sets 

of indicators (Kline, 1998). It is also an illustration of the uniqueness of scale 

(Sureshchandar et al., 2002).  Discriminant validity is evident when the Average 

Variance Extracted (AVE) for each construct is greater than the squared correlation 

between the construct and any other construct in the model (Fornell and Larcker, 1981 ; 

Webb et al., 2000). If the estimated correlations of the factors that underline sets of 

indicators that are supposed to measure different constructs are not excessively high, 

there is evidence for discriminant validity (Kline, 1998). The discriminant validity of 

multifactor models is the same or better than that of congeneric model except the 

constructs of human resources and relationship and cooperation (Table 4.35). The 

discriminant validity was assumed in all constructs specified in this study as the AVE 

was greater than the squared correlation between that construct and any other construct 

in the model. Table 4.35 indicates that the discriminant validity for all constructs were 

greater than 0.97 (Fornell and Larcker, 1981; Webb et al., 2000). 
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Table 4.35 Composite Reliability, Convergent Validity and Discriminant Validity 

 

Constructs Composite reliability Convergent validity Discriminant validity 

Congeneric 

model 

Multifactor 

model 

Congeneric 

model 

Multifactor 

model 

Congeneric 

model 

Multifactor 

model 

Production capabilities 0.81 0.81 0.48 0.48 1.45 1.54 

Marketing capabilities 0.80 0.84 0.46 0.54 1.40 1.47 

Human resources 0.88 0.88 0.59 0.59 3.12 1.60 

Process control 0.86 0.86 0.55 0.55 1.05 1.01 

Output control 0.87 0.87 0.53 0.53 1.01 0.97 

Social control 0.83 0.83 0.54 0.54 1.54 1.53 

Marketing strength 0.81 0.81 0.58 0.58 1.76 1.73 

Knowledge and experience 0.85 0.85 0.59 0.59 1.8 1.77 

Relationship and cooperation 0.87 0.87 0.58 0.58 2.9 2.24 

Strategic export performance 0.87 0.87 0.57 0.57 1.37 2.25 
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4.8 Bivariate Correlations among the Constructs  
 

Table 4.36 shows the descriptive statistics which includes sample size, mean and 

standardized deviation of the latent constructs and intercorrelations among the 

constructs. The mean values of latent constructs vary from 3.3 to 3.95. In addition, the 

standard deviations for 5 point scale range from 0.70 to 0.83 indicating a reasonable 

amount of variances in the responses.  

 

According to the bivariate correlation, the constructs under firm resources, export 

intermediary resources and those under formal control were correlated to each other 

(Table 4.36). The marketing control literature also supports the correlation among the 

marketing control (Bello and Gilliland, 1997; Celly and Frazier, 1996; Mortanges and 

Vossen, 1999). According to the bivariate correlation, the constructs under firm 

resources, export intermediary resources and those under formal control were correlated 

to each other (Table 4.36). Thus, it was assumed that there were factor covariance 

among those constructs. All constructs were found to be significantly correlated to each 

other except the relationship between human resources and process control. In addition, 

firm resources, export intermediary resources and marketing control were positively and 

significantly related to strategic export performance at 0.05 significance level. 

 

Nevertheless, overall, there was no evidence of multicollinearity among firm resources, 

export intermediary resources, marketing control and strategic export performance as all 

correlations were lower than 0.75 (with multicollinearity, the variables should be highly 

correlated (i.e., 0.90 and above)) (Hair et al., 1998; Tabachnick and Fidell, 2001)). The 

highest correlation, 0.74, was found between output control and process control at 0.05 

significance level. This high correlation was not surprising as it was established in the 

literature that process control and output control are not independent and strongly 

related to each other (Mortanges and Vossen, 1999).  
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Table 4.36 Descriptive Statistics and Correlations regarding the availability of firm resources, export intermediary resources, the use of 

marketing control and the strategic export performance. 

 

  Correlations 

 Composites N Mean SD 1 2 3 4 5 6 7 8 9 10 

1. Human resources 197 3.74 0.8                     

2. Production capabilities 197 3.81 0.7 0.37**                   

3. Marketing capabilities 197 3.48 0.79 0.61** 0.56**                 

4. Relationship and cooperation 197 3.66 0.82 0.21** 0.33** 0.44**               

5. Knowledge and experience 197 3.95 0.71 0.27** 0.39** 0.37** 0.37**             

6. Marketing strength 197 3.84 0.74 0.23** 0.25** 0.37** 0.51** 0.58**           

7. Process control 197 3.54 0.83 0.14 0.26** 0.36** 0.41** 0.35** 0.38**         

8. Output control 197 3.61 0.76 0.14* 0.26** 0.36** 0.41** 0.41** 0.38** 0.74**       

9. Social control 197 3.61 0.83 0.24** 0.31** 0.42** 0.45** 0.42** 0.47** 0.50** 0.59**     

10. Strategic export performance 197   3.3 0.73 0.34** 0.47** 0.50** 0.39** 0.21** 0.25** 0.32** 0.29** 0.33**  1.00 

 

Note: N = Total number of cases with complete data, M = Mean value (1 = strongly disagree, 5 = strongly agree) 

         SD = Standard Deviation 

 * p <  .01 (2-tailed) 

          ** p <  .05 (2-tailed) 
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4.9 Summary 
 

This chapter presents the results of descriptive analysis, EFA and CFA. The findings 

indicate that the constructs and respective items resulted from EFA and CFA, 

particularly firm resources and intermediaries’ resources, were different from the 

conceptual development in Chapter II. These differences could be due the following 

four reasons: 

 

1) This study is exploratory in nature as the empirical study of RBV is almost non-

existent in export literature. 

 

2) Consequently, most items in the questionnaire, especially firm resources and 

intermediaries’ resources, were developed for this study.  

 

3) Those questionnaire items such as marketing control and export performance 

measures developed on previous empirical studies conducted in the Western 

context may not fit in the Thai context. 

 

4) It seemed that the way Thai SMEs view things is not exactly like how SMEs in 

developed economies do. For example, during the exploratory study, unlike 

Western firms in previous studies, none of the interviewees mentioned the use of 

formal marketing control on marketing activities of export intermediaries.  

 

Despite the differences between conceptual development and the results from EFA and 

CFA, the remaining constructs and their respective items still represent core constructs 

of the conceptual models (see earlier discussion in Section 4.3.1 to 4.3.4 and Section 

4.4.1 to 4.4.4). Hence, the constructs resulting from CFA were used to perform a 

structural model in Chapter V. The summary of the constructs resulted from CFA is 

presented in Table 4.37.  
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Table 4.37 Summary Table of Hypothesised Development 

 

H1a:  Firm’s human resources                 strategic export performance 

H1b:  Firm’s  production capabilities                 strategic export performance 

H1c:  Firm’s  marketing capabilities                  strategic export performance 

H2a:  Export intermediary’s relationship                strategic export performance  

           and cooperation                                                                                   

H2b:  Export intermediary’s knowledge                 strategic export performance 

           and experience 

H2c:  Export intermediary’s marketing                 strategic export performance 

          strength 

H3a:  Process control                  startegic export performance 

H3b:  Output control                    strategic export performance 

H3c:  Social control                    strategic export performance 

H4a:  Firm’s human resources                  Process control 

H4b:  Firm’s marketing  capabilities                     Process control 

H4c:  Firm’s  production capabilities                       Process control 

H5a:  Firm’s human resources                          Output control 

H5b:  Firm’s marketing capabilities                   Output control 

H5c:  Firm’s  production capabilities                 Output control 

H6a:  Firm’s  human resources                          Social control 

H6b:  Firm’s marketing capabilities                      Social control 

H6c:  Firm’s  production capabilities                   Social control 

H7a:  Export intermediary’s  relationship and cooperation               Process control 

H7b:  Export intermediary ’s  knowledge and experience                Process control 

H7c:  Export intermediary’s  marketing strength                  Process control 

H8a:  Export intermediary’s relationship and cooperation                 Output control 

H8b:  Export intermediary’s knowledge and experience                 Output  control 

H8c:  Export intermediary’s marketing strength                             Output control 

H9a:  Export intermediary’s relationship and cooperation                 Social control 

H9b:  Export intermediary’s knowledge and experience                   Social control 

H9c:  Export intermediary’s marketing strength                           Social control 
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CHAPTER V 

HYPOTHESES DEVELOPMENT AND STRUCTURAL 

MODEL 

 

5.1 Development of Hypotheses  
 

Propositions presented in Chapter II are slightly adjusted based on the development of 

knowledge from exploratory interview in Chapter III and the quantitative analysis in 

Chapter IV.  As a result, the following hypotheses were developed. Firm resources 

refers to resources available to the export venture and export intermediary resources 

refers to the perception of export managers on the availability of export intermediaries’ 

resources. Figure 5.1 displays the hypothesised model.  

 

As discussed in Section 2.2.3 and 4.4.1, the categorisation of firm resources was 

different from conceptual development due to the exploratory nature of the study and 

convergence of physical resources, production capabilities and technological resources 

into production capabilities. The resource based literature indicates that the remaining 

resources such as human resources, production capabilities and marketing capabilities 

represent crucial resources that affect firm performance. Hence, the following 

hypothesis was developed. 

 

Hypothesis 1) There is a positive relationship between firm resources and strategic 

export performance. Specifically, strategic export performance is positively associated 

with:  

1a) human resources  

1b) production capabilities 

1c) marketing capabilities 

 

 

As per Section 2.2.4 and 4.4.2, previous studies have strongly indicated that export 

intermediaries’ resources such as strong relationships and cooperation between 

intermediaries and manufacturing firms, their export knowledge and experience, and 
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their marketing strength, play an important role in determining export performance. 

Thus, the following hypothesis was developed. 

 

Hypothesis 2) There is a positive relationship between export intermediary resources 

and strategic export performance. Specifically, strategic export performance is 

positively associated with export intermediary’s: 

H2a) relationship and cooperation  

H2b) knowledge and experience 

H2c) Marketing strength 

 

 

Under Section 2.3, propositions were developed that input control, process control, 

output control, self control and social control had a positive impact on export 

performance. However, after preliminary analysis in Chapter IV, input control and self-

control were excluded from further analysis due to the conceptual and statistical reasons 

discussed in Section 4.3.3 and 4.4.3. Therefore, the propositions development in 

Chapter II has been slightly modified as follows: 

 

Hypothesis 3) There is a positive relationship between marketing control and strategic 

export performance. Specifically, the strategic export performance is positively 

associated with: 

H3a) process control 

H3b) output control 

H3c) social control 

 

 

As per Section 2.3.5, previous studies had established a relationship between the 

availability of firm resources and the use of marketing control. However, there was little 

or no study that indicated a relationship between the firm’s production capabilities and 

the use of marketing control. Hence, Hypotheses 4, 5, and 6 were developed as follows: 

 

Hypothesis 4) There is a positive relationship between firm resources and process 

control. Specifically, the process control is positively associated with: 

H4a) human resources  

H4b) marketing capabilities 
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H4c) There is no relationship between production capabilities and process control. 

 

Hypothesis 5) There is a positive relationship between firm resources and output 

control. Specifically, the output control is positively associated with: 

H5a) human resources  

H5b) marketing capabilities 

 

H5c) There is no relationship between production capabilities and output control. 

 

Hypothesis 6) There is a positive relationship between firm resources and social 

control. Specifically, the social control is positively associated with: 

H6a) human resources  

H6b) marketing capabilities 

 

H6c) There is no relationship between production capabilities and social control. 

 

 

As per Section 2.3.5, the export managers of SMEs tend to be interested in the use of 

output control and the use of social control rather than monitoring and evaluating the 

marketing activities of export intermediaries (i.e. the use of process control). Hence, 

Hypotheses 7, 8, and 9 were developed as follows: 

 

Hypothesis 7) There is no relationship between export intermediary resources and 

process control.  

H7a) relationship and cooperation  

H7b) knowledge and experience 

H7c) marketing strength 

 

Hypothesis 8: There is a positive relationship between export intermediary resources 

and output control. Specifically, the output control is positively associated with export 

intermediary’s: 

H8a) relationship and cooperation  

H8b) knowledge and experience 

H8c) marketing strength 
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Hypothesis 9: There is a positive relationship between export intermediary resources 

and social control. Specifically, the social control is positively associated with export 

intermediary’s:  

H9a) relationship and cooperation 

H9b) knowledge and experience 

H9c) marketing strength 
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Figure 5.1 Conceptual Redevelopment 

 

 

 

 

FIRM RESOURCES  

 

Human Resources 

 

 

Production Capabilities 

 

 

Marketing capabilities 

INTERMEDIARIES’ 

RESOURCES 

 

Relationship and 

Cooperation 

 

 

Knowledge and Experience 

 

 

Marketing Strength 

MARKETING CONTROL 

 

Process Control 

 

 

Output Control 

 

 

Social Control 

 

 

S

T

R

A

T

E

G  

I

C 

 

E

X

P

O

R

T 

 

 

P

E

R

F

O

R

M

A

N

C

E 

H1a, 1b, 1c  

H2a, 2b, 2c  

H3a 

H3b 

H3c 

H4a, 5a, 6a 

 

H7a, 7b, 7c 

H8a, 8b, 8c 

H9a, 9b, 9c 

  

H1, H2, H3, H4a, H5a, H6a, H4b, H5b, H6b, H8, H9 = Positive relationship 

 

H4c, 5c, 6c 

H4b, 5b, 6b 

H4c, H5c, H6c, H7a, H7b, H7c = No significant relationship 



 184 

5.2 Structural Models 

 

The second step of SEM was performed by AMOS 4.0 to establish relationships among 

the latent variables (Schumacker and Lomax, 1996). The assumptions of SEM include 

multivariate normality, absence of outliers and linearity relationship among variables 

(Hair, Anderson, Tatham and Black, 1998; Tabachnick and Fidell, 2001). Although 

other assumptions are met, there is a violation of multivariate normality. However, it is 

not uncommon that multivariate data are not normal (Breckler, 1990; Hoyle, 1995) and 

as discussed in Section 4.5 and shown in Table 4.27, the non-normality is only moderate 

and not a major in this study. Since there is a growing acceptance that maximum 

likelihood method (ML) is reasonably robust to the modest violation of assumption, the 

ML method is used in this study (Hoyle, 1995; Kline, 1998). 

 

A path diagram was used to portray the relationships between those constructs as it is 

fundamental to SEM (Tabachnick and Fidell, 2001). In addition, a path diagram is 

helpful in depicting a series of causal relationships as it presents predictive and 

associative relationships among constructs (Hair et al., 1998). There are two 

assumptions that underlie path diagrams (Hair et al., 1998): 1) the existence of 

relationships among constructs, as outlined in Section 5.1; and 2) the nature of the 

relationship was assumed to be linear. 

 

The median sample size was 198 with a range of 40-8650 in the 72 reviewed articles of 

SEM and a sample size of less than 100 was generally considered too small for 

estimation procedures (Breckler, 1990). A reasonable sample size for SEM is 200 

observations (Hox and Bechger, 1998). In addition, a sample size of 200-400 is needed 

to run models with 10-15 indicators. As the structural model has 10 indicators with a 

sample of 197, the sample size is considered reasonable to perform SEM. 

 

Firstly, the proposed structural model (see Figure 5.1) was tested and then modified. 

Based on the revised version of the proposed model, Section 5.3 discusses rival model I 

which did not include the mediating effect of marketing control and Section 5.4 presents 

rival model II which tested only the direct relationship between firm resources, export 

intermediary resources and export performance by excluding the marketing control from 

the model. 
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Model identification and estimation 

 

The parameters in SEM were identified based on the hypotheses’ refinement. There 

were six exogenous (i.e., firm resources such as human resources, production 

capabilities, marketing capabilities and intermediary resources such as relationship and 

cooperation, knowledge and experience, and marketing strength) and four endogenous 

constructs (process, output, and social control and strategic export performance). The 

hypothesised model was found to have poor fit ( 2 = 507.87, P = 0, CMIN/DF = 28.22, 

CFI = 0.93, NFI = 0.93, TLI= 0.79, RMSEA = 0.37). The lack of fit could be due to the 

following three reasons: 

 

1) The conceptual and hypotheses development were based on previous studies 

conducted in mostly Western countries. The lack of model fit may indicate the 

inapplicability of Western theory in the Thai context. 

2) Due to the exploratory nature of the study, the measurement scales for the firm 

resources and intermediaries’ resources were not based on any previous 

empirical study and have not been tested before. 

3) The proposed model shows insignificant paths between the use of marketing 

control and strategic export performance. This finding reflected the findings 

from the exploratory interviews which placed more emphasis on the firm 

resources and intermediaries’ resources rather than marketing control.  

 

Therefore, the proposed model should be respecified to have a better fit model. 

 

Regression weights of the structural paths were examined using statistically significant 

structural parameter estimates as certain initially hypothesised paths may be irrelevant 

to the model (Byrne, 2001). The model fitting procedures identified misspecified 

parameters in the model (Byrne, 1995). A critical ratio of more than  1.96 was used as 

the cut-off point indicating a significant path (p < .05) (Byrne, 2001). It was detected 

that 13 out of 21 hypothesised structural paths were found to be insignificant. 

 

It was recommended that a path diagram in a research report can depict one of the 

following (Hoyle, 1995, p.12): 

 1) the model originally specified and estimated by the researcher; 

 2) the proportion of the original model for which parameter estimates were significant;        
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     and 

 3) a model that resulted from one or more modifications and re-estimations of the       

     original model.  

 

Since there are considerable insignificant paths in the model, the third alternative was 

adopted to present the findings although it contributes to incomplete reporting of results 

(Hoyle, 1995). However, insignificant paths were justified to be deleted from the model 

because  

 although they were hypothesised to have significant relationships, most hypothesised 

relationships received mixed support in the literature (see Chapter II); and 

  insignificant parameters can be considered unimportant to the model and hence, they 

should be deleted from the model (Byrne, 2001). 

 

Furthermore, the covariance output indicated that there were correlations among the 

constructs of firm resources and that of export intermediary resources. These 

correlations were not unexpected because the development of one resource could 

enhance the availability of other resources within a firm. Therefore, they were inserted 

in the structural model. However, multicollinearity was not detected as the inter-

correlations were less than 0.75 as mentioned earlier. The details regarding these 

relationships are discussed in Section 6.1.1 and 6.1.2. 

 

Moreover, contrary to the hypotheses development, the regression weights output 

suggested the need to add significant structural paths from export intermediary 

resources to the use of process control. Hence, the revised model indicates the 

significant relationship between cooperation and relationship of export intermediary and 

the process control pursued by the exporting firm, and between knowledge and 

experience of export intermediary and the use of process control. 

 

In addition, the regression weight output indicated some unexpected results. In 

particular, the use of process control influenced the use of output control, which in turn 

influenced the use of social control. Those additional paths were justified based on the 

empirical literature. 

 

1) Previous studies have indicated that although three forms of marketing control 

(process, output and informal control) are distinct, they were not independent 
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and strongly correlated to each other (Bello and Gilliland, 1997; Celly and 

Frazier, 1996; Mortanges and Vossen, 1999).  

2) It was also suggested that unilateral controls such as process and output control 

may precede the use of relational control efforts such as social control, because 

manufacturers might want to verify that their intermediaries were trustworthy 

and loyal through monitoring activities prior to engaging in extensive 

information exchange (Mortanges and Vossen, 1999). 

3) The positive inter-correlations among marketing control constructs support the 

idea that exporters can simultaneously exert high (or low) level of process, 

output and social control and hence, these control mechanisms can be considered 

complementary constructs (Mortanges and Vossen, 1999). 

 

The model fitting stopped because modification indices indicated that some correlations 

between firm resources and export intermediary resources were not conceptually 

meaningful. Table 5.1 indicates that the model has marginal fit (p = 0, CMIN/DF = 

3.31, NFI = 0.99, TLI = 0.98, CFI = 0.99 and RMSEA = 0.11). Although p-value, 

CMIN/DF and RMSEA represent a mediocre fit, other main fit indices were within the 

acceptable ranges. The revised model is shown in Figure 5.2 and the results are 

presented in Section 5.4. 
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Figure 5.2 Revised Version of Proposed Model 
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All significant at p <  .001 significance level. 

Italic text refers to correlation and bold text refers to regression weights. 

                Additional paths which were not hypothesised earlier 
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5.3 Rival models 
 

 The strongest test of a proposed model is to identify and test rival models (Hair et al., 

1998). It was suggested that several alternative models rather than a single model should 

be examined as estimating alternative models allows researchers to explore plausible 

structures and the model with the best fit (Bollen and Long, 1992). Two rival models 

were estimated against the revised version of the proposed model. The revised model 

suggested the direct effect of firm and export intermediary resources on strategic export 

performance and the direct effect between firm and export intermediary resources and 

the use of marketing control.  

 

Rival Model I 

 

Similar to the studies of Morgan and Hunt (1994) and Selnes and Sallis (2003), the rival 

model I tested no indirect effect on export performance. The mediation effect of 

marketing control was not allowed as there were limited empirical studies in that area. 

Thus, the first rival model hypothesised the direct effect of firm resources, export 

intermediary resources and marketing control on export performance as per Figure 5.3. 

 

The rival model I suggests the significant influence of the firm’s production capabilities 

(standardized regression weight = 0.25, t = 2.81), the firm’s marketing capabilities 

(standardized regression weight = 0.33, t = 3.6) and export intermediary’s relationship 

and cooperation (standardized regression weight = 0.17, t = 2.49) on strategic export 

performance. In addition, the use of process control has effect on strategic export 

performance but the association is not significant (standardized regression weight = 

0.13, t = 1.82). The path between the process control and strategic export performance 

is included in the model because its inclusion provides a better fit model and previous 

studies indicated that the use of process control influences export performance (Madsen, 

1989; Rosson and Ford, 1982).  

 

The two additional paths indicated a significant relationship between the use of process 

control and the enforcement of output control (standardized regression weight = 0.84, t 

= 15). Moreover, the use of output control has significant effect on the social control 

pursued by the exporting firm (standardized regression weight = 0.68, t = 10.41). 
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The fit indicators of rival model I are as follows: (p = 0, CMIN/DF = 5.52, NFI = 0.97, 

TLI = 0.96, CFI = 0.98 and RMSEA = 0.15). The rival model I indicates a mediocre fit 

as CMIN/DF, p-value and RMSEA are not within an acceptable range. Nevertheless, 

other indicators reveal a good fit (see Table 5.1). 
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Figure 5.3 Rival Model I (without mediating effect of marketing control) 
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All significant at p < .001 significance level. 

Italic text refers to correlation and bold text refers to regression weights. 

                Additional paths which were not hypothesised earlier 
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Rival Model II                    

 

The second model hypothesised the direct relationship between firm resources, export 

intermediary resources and export performance by excluding marketing control from the 

model because the revised model suggested that marketing control had no direct effect 

on export performance. Furthermore, in export literature, there were mixed findings 

regarding the effect of marketing control on export performance (Bello and Gilliland, 

1997; Genctürk and Aulakh, 1995). Some researchers even argued that marketing 

control had no direct effect on export performance (Genctürk and Aulakh, 1995; Ling-

yee and Ogunmokun, 2003). Rival model II is illustrated in Figure 5.4.  

 

Rival model II reveals only three significant paths to strategic export performance. It 

was found that the firm’s production capabilities (standardized regression weight = 

0.25, t = 2.85), the firm’s marketing capabilities (standardized regression weight = 0.35, 

t = 3.84) and export intermediary’s relationship and cooperation (standardized 

regression weight = 0.20, t = 3.08) have effect on strategic export performance.  

 

The fit indicators of rival model I are as follow: (P = 0, CMIN/DF = 6.21, NFI = 0.99, 

TLI = 0.97, CFI = 0.99 and RMSEA = 0.16). The rival model I indicates a mediocre fit 

as CMIN/DF, p-value and RMSEA are not within an acceptable range. However, other 

indicators show a good fit of model (Table 5.1). 

 

Summary 

 

The findings from two rival models are consistent with the findings from revised 

models in the area of firm and export intermediary resources as the results consistently 

indicated a positive and significant relationship between the firm’s production 

capabilities, marketing capabilities and export intermediary’s relationship and 

cooperation and the strategic export performance. Hence, rival models not only ensure 

to achieve the model with better fit but also verify that the findings are reliable. 
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Figure 5.4 Rival Model II (without the effect of marketing control) 
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Evaluation of structural models 

 

The proposed model together with its revised model and rival models were compared 

based on the following criteria.  

1) Overall fit of the model-implied covariance matrix, as measured by CFI 

(Morgan and Hunt, 1994) 

2) Overall fit of the competing models  relative to degrees of freedom (Selnes and 

Sallis, 2003) 

3) Ability to explain the variance in the outcomes of interest, as measured by 

squared multiple correlations of the focal and outcome variables (Morgan and 

Hunt, 1994) 

4) Other fit indicators such as Chi-square, CMIN/DF, NFI, TLI and RMSEA. 

5) Alkaike Information Criterion (AIC) was also used to compare different types of 

models to indicate a more parsimonious model (Schumacker and Lomax, 1996). 

The smaller value of AIC represents a better fit of the hypothesized model. 

 

Table 5.1 shows the goodness of fit indicators for the proposed model and its 

revised model and two rival models. The comparison of results indicated that the 

revised structural model was a better fit model compared to two rival models 

(Byrne, 2001). 

 

Table 5.1 Comparison of proposed model, revised model and rival models 

 

 Proposed 

model 
Revised  

model  

Rival model I 

(without mediating 

effect) 

Rival model II 

(without mediating 

effect and marketing 

control) 

Chi-square value (
2 ) 507.87 89.58          182.19 74.54 

Degree of Freedom        18       27            33              12 

p-value         0        0             0                0 

CMIN/DF 28.22 3.31 5.52 6.21 

NFI 0.93 0.99 0.97 0.99 

TLI 0.79 0.98 0.96 0.97 

CFI 0.93 0.99 0.98 0.99 

RMSEA 0.37 0.11 0.15 0.16 

AIC    601.87    165.58          246.19            120.54 
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The squared multiple correlations (SMCs) indicate that the model explains a variance 

captured by endogenous variables (Byrne, 2001) and detects multicollinearity on a 

multivariate level (Kline, 1998). These values serve as an indication of the strength of 

the structural relationships and are scaled from 0 to 1 (Schumacker and Lomax, 1996). 

Table 5.2 indicates the comparison of SMCs of proposed model, revised model and two 

rival models. The SMCs of all constructs except process control in revised models have 

more explanatory power of variance compared to the rest of models. Table 5.2 also 

shows that according to the revised model, 33% of variance was accounted for by 

strategic export performance. The output control explains 70% which is a reasonably 

high amount of variance. Moreover, 24% and 49% of variance were captured by the use 

of process control and the use of social control respectively. 

 

It was suggested that SMC of latent constructs which are greater than 0.90 indicates 

multicollinearity (Kline, 1998). Since the SMCs of all constructs in the revised model 

are 0.70 or less, there is no indication of multicollinearity problems. 

  

Table 5.2 Squared Multiple Correlations 

 

 Proposed 

model 
Revised  

model  

Rival model I 

(without 

mediating 

effect) 

Rival model II 

(without mediating 

effect and 

marketing control) 

Process control 0.36 0.24 0  

Output control 0.32 0.70 0.7  

Social control 0.31 0.49 0.46  

Strategic export 

performance 

0.29 0.33 0.31 0.33 
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5.4 Results 
 

As mentioned in the previous section, the results will be taken from the revised version 

of proposed model. The findings show that not all of the hypotheses are supported and 

two non-posited relationships are indicated. The following section presents the findings 

of the research and the detailed explanation of the results and comparison to the 

previous studies will be conducted in Section 6.1. 

 

 5.4.1 The determinants of export performance (H1, H2, H3) 

 

The revised structural model suggests that the path between the availability of human 

resources and strategic export performance is insignificant (Table 5.3) and hence, H1a 

was not supported. The availability of production capabilities (standardized regression 

weight = 0.25, t = 2.81) and the availability of marketing capabilities (standardized 

regression weight = 0.35, t = 3.92) have significant influence on strategic export 

performance supporting H1b and H1c. Thus, the data generally supports the notion that 

the possession of production and marketing capabilities enhances strategic export 

performance. In addition, the results also indicate that the relative importance of 

marketing capabilities is higher than that of production capabilities. 

 

Regarding export intermediary resources, only the relationship and cooperation of 

export intermediary (standardized regression weight = 0.21, t = 3.11) is found to have 

effect on strategic export performance providing support for H2a (Table 5.3). 

Surprisingly, other export intermediary resources such as knowledge and experience, 

and marketing strength do not have any significant effect on export performance. Thus, 

H2b and H2c are not supported in this study. 

 

In addition, the findings from this study are consistent with findings of some previous 

empirical studies which did not recognize the direct effect of marketing control on 

export performance (Ling-yee and Ogunmokun, 2003). Table 5.3 reveals that both 

formal control and informal control fail to influence strategic export performance and 

hence, there is no support for H3a, H3b and H3c. Consequently, contrary to the 

hypotheses, the use of marketing control provides no mediating effect between the 

resources of firm and export intermediary and strategic export performance. 
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 5.4.2 The antecedents of marketing control (H4, H5, H6, H7, H8 and H9) 

 

Table 5.3 indicates that the firm’s marketing capabilities (standardized regression 

weight = 0.19, t = 2.67) have a positive and significant association with the use of 

process control supporting H4b. The firm’s human resources do not have any effect on 

the use of process control. Hence, H4a is not supported. 

 

The results also indicate that firm resources are not related to output control practised by 

the exporting firm as all relationships are insignificant. Therefore, H5a and H5b failed 

to support the hypotheses. As expected, there is also no significant relationship between 

production capabilities and the use of process and output control. Hence, H4c and H5c 

are supported. 

 

Only the firm’s marketing capabilities (standardized regression weight = 0.16, t = 2.52) 

influence social control engaged by the exporting firm, supporting H6b. Human 

resources do not have any significant influence on the use of social control and hence, 

H6a is not supported. As hypothesised, there is no significant relationship between the 

firm’s production capabilities and the use of social control and H6c is accepted. 

 

Contrary to expectations, the extent of relationship and cooperation of export 

intermediary facilitates exporting firms to monitor on-going marketing activities (i.e., 

process control) (standardized regression weight = 0.3, t = 3.82). Hence, H7a is not 

supported. Similarly, export intermediary’s knowledge and experience (standardized 

regression weight = 0.23, t = 2.75) significantly influences the use of process control. 

Hence, H7b is not supported. However, there was no significant relationship between 

export intermediary’s marketing strength and process control, supporting H7c. 

 

Regarding the effect of export intermediary resources on the use of output control, the 

finding suggests that export intermediary’s relationship and cooperation have no 

significant effect on the use of output control. Thus, H8a is not supported. Similarly, the 

use of output control is not significantly influenced by export intermediary’s marketing 

strength, providing no support to H8c. 
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However, market knowledge and experience acquired by the export intermediary 

significantly influences output control, (standardized regression weight = 0.17, t = 2.57) 

supporting H8b.  

 

Social control is significantly influenced by export intermediary’s relationship and 

cooperation (standardized regression weight = 0.17, t = 2.37) providing support for H9a. 

In a similar vein, export intermediary’s knowledge and experience (standardized 

regression weight = 0.17, t = 2.18) significantly influence social control pursued by the 

exporting firm supporting H9b. Therefore, the availability of intermediary’s relationship 

and cooperation, and knowledge and experience equally influence the social control 

used by the exporting firms. However, marketing strength of export intermediary does 

not significantly influence the use of social control offering no support for H9c. 

 

Two additional paths included in the revised model were not initially hypothesised. The 

outcome is not unexpected as the literature has indicated these relationships might exist 

(Bello and Gilliland, 1997; Celly and Frazier, 1996; Mortanges and Vossen, 1999). The 

revised model strongly suggests that the use of output control is preceded by the 

employment of process control (standardized regression weight = 0.77, t = 12.66) and 

the enforcement of output control (standardized regression weight = 0.48, t = 6.34) 

significantly influences the social control engaged in by the exporting firm (Table 5.3). 

 

In conclusion, although the revised structural model has a mediocre fit, its results 

indicate superior fit compared to the proposed model and rival models. However, the 

revised model turned out to be quite different from the proposed model: 1) only 12 out 

of 27 hypotheses are supported; 2) marketing control mechanisms do not appear to play 

a role as mediating variables and do not contribute to export success as expected and; 3) 

two additional paths which were not initially hypothesised were found to be significant. 

These differences and the resulting mediocre fit model could be due to the following 

three reasons: 1) this study is exploratory in nature; 2) the measurement scales for firm 

resources and intermediaries’ resources were not based on previous empirical studies; 

and 3) the conceptual development in Western countries may not be applicable in the 

Thai context. 

 

Fifteen hypotheses were rejected in this study and the reasons could be due to the 

following: 
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1) the information collected and items that remained in the constructs might not be 

able to capture and measure constructs that they are supposed to as some items 

were deleted due to cross-loading and loadings in the constructs that do not have 

adequate explanation power.  

2) Some hypotheses might not be applicable to the export marketing context in 

Thailand as many hypotheses were developed based on previous studies 

conducted in the Western context. 

3) Only strategic performance measure was used in the structural models while 

many hypotheses were developed based on previous export studies that used a 

variety of export performance measures. 

 

Nevertheless, the model explains the importance of the firm’s production capabilities, 

marketing capabilities and export intermediary’s relationship and cooperation in 

determining export success. The consistent findings are suggested by the proposed 

model and two rival models. It was also evident that the availability of firm and export 

intermediary resources influences the enforcement of marketing control mechanisms. 

Therefore, the resource-based view (RBV) is linked to marketing control literature and 

is indicative of its applicability in export literature. 
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Table 5.3 Summary Assessment of Research Hypotheses 

 

 Standardized  

Regression 

weights 

t-value  

Hypothesis  

H1a:  Firm’s human resources                 strategic export performance N/A  N/A Not supported 

H1b:  Firm’s  production capabilities                 strategic export 

performance 

0.25** 2.81 Supported 

H1c:  Firm’s  marketing capabilities                  strategic export 

performance 

0.35** 3.92 Supported 

H2a:  Export intermediary’s relationship and cooperation              

strategic export performance 

0.21** 3.11 Supported 

H2b:  Export intermediary’s knowledge and experience                 

strategic export performance 

N/A N/A Not supported 

H2c:  Export intermediary’s marketing strength                 strategic export 

performance 

N/A N/A Not supported 

H3a: Process control                  startegic export performance N/A N/A Not supported 

H3b:  Output control                    strategic export performance N/A N/A Not supported 

H3c:  Social control                    strategic export performance N/A N/A Not supported 

H4a:  Firm’s human resources                  Process control N/A N/A Not supported 

H4b:  Firm’s marketing  capabilities                     Process control 0.19** 2.67 Supported 

H4c:  Firm’s  production capabilities                 Process control N/A N/A Supported 

H5a:  Firm’s human resources                          Output control N/A N/A Not supported 

H5b:  Firm’s marketing capabilities                   Output control N/A N/A Not supported 

H5c:  Firm’s  production capabilities                 Output control N/A N/A Supported 

H6a:  Firm’s  human resources                          Social control N/A N/A Not supported 

H6b:  Firm’s marketing capabilities                      Social control 0.16* 2.52 Supported 

H6c:  Firm’s  production capabilities                 Social control N/A N/A Supported 

H7a:  Export intermediary’s  relationship and cooperation            Process 

control 

0.3** 3.82 Not supported 

H7b:  Export intermediary ’s  knowledge and experience              Process 

control 

0.23** 2.75 Not supported 

H7c:  Export intermediary’s  marketing strength              Process 

control 

N/A N/A Supported 

H8a:  Export intermediary’s relationship and cooperation           Output 

control 

N/A N/A Not supported 

H8b:  Export intermediary’s knowledge and experience           

Output  control 

0.16* 2.57 Supported 

H8c:  Export intermediary’s marketing strength            Output control N/A N/A Not supported 

H9a:  Export intermediary’s relationship and cooperation           

Social control 

0.17** 2.37 Supported 

H9b:  Export intermediary’s knowledge and experience             

Social control 

0.17** 2.18 Supported 

H9c:  Export intermediary’s marketing strength                Social control N/A N/A Not supported 

           Process control                           Output control 0.77** 12.66 Additional 

path 

           Output control                             Social Control 0.48** 6.34 Additional 

path 

Note:  ** p < .05 significance level          * p < .1 significance level
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CHAPTER VI 

DISCUSSION, IMPLICATIONS, LIMITATIONS AND 

CONCLUSION 

6.0 Introduction 

 

This study adopts the resource-based view derived from strategic management literature 

and marketing control theory and examines their applicability to export marketing. 

Findings are obtained from export ventures in the context of Thai SMEs, which support 

the importance of the resource-based view in explaining strategic export performance. 

The results substantiate the empirical link between resource availability, firm and export 

intermediary resources, and strategic export performance and also between resource 

availability and the use of marketing controls in a Thai context. Thus, the findings of 

this research extend the theories which had limited application in export studies, as well 

as provide useful managerial application to export managers of Thai SMEs, their 

intermediaries and Thai government policy makers. 

   

Moreover, strong correlations among firm resources as well as among export 

intermediaries’ resources were found. Additional paths between process control and 

output control and that between output control and social control were also discovered. 

The justification for additional paths based on empirical literature was discussed in 

Section 5.2. 

The organisation of this chapter is as follows: 

 6.1) Major findings and discussion;      

 6.2) Theoretical contributions;  

 6.3) Managerial implications;  

 6.4) Limitations of the present study;  

 6.5) Implications for future research; and   

 6.6) Conclusion  
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6.1 Major Findings and Discussion 
 

After conducting a series of empirical analysis in Chapter IV and V, conceptual 

development in Chapter II has to be slightly restructured to fit the Thai context as 

previous conceptual development was mainly based on Western studies. However, as 

discussed in earlier chapters, the constructs and relevant items still represent the 

important measures of the structural model.  The findings from the revised model were 

discussed in detail in the following sections. 

 

6.1.1 The effect of firm resources on export performance 

 

A significant contribution of this study is the advancement of the resource-based view 

(RBV) within export marketing literature. It was found that there is a direct and 

significant relationship between firm resources and export performance. The findings 

support the contention that firm resources, such as production capabilities and 

marketing capabilities, directly influence strategic export performance. The results seem 

to be consistent as the same outcomes were revealed in all models (i.e., the revised 

version of the proposed model, rival model I and rival model II). It is not surprising that 

the high availability of production capabilities achieves export success, as the sample 

firms are manufacturing exporters. Being manufacturing exporters, their production 

capabilities of superior product quality, access to quality raw material, research and 

development, quality control process, and possession of advanced production equipment 

are important for attaining high strategic export performance. This finding is consistent 

with previous literature conducted in developed countries (Christensen, da Rocha and 

Gertner, 1987; Louter, Ouwerkerk and Bakker, 1991; Piercy, Kaleka and Katsikeas, 

1998).  

 

Furthermore, the findings indicate that marketing capabilities such as adequate 

information about intermediaries and export markets, necessary knowledge and skills to 

promote the product and familiarity with business conditions have a positive influence 

on strategic export performance. The result is consistent with previous empirical studies 

which were conducted in the US and Greece (Katsikeas, Piercy and Ioannidis, 1996; 

Pope, 2002; Wang and Olsen, 2002). Without marketing capabilities and necessary 

understanding of export markets, it will be very difficult for firms to survive in today’s 
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uncertain and intense competitive environments. Therefore, both of these findings in the 

Thai context are compatible with research conducted in the West.  

 

The results also suggest that a firm’s human resources, such as managers’ export 

experience, level of education and export know-how have no direct association with 

strategic export performance. This finding is inconsistent with previous studies (see 

Hall, 1992; Mortanges and Vossen, 1999; Peng and York, 2001; Shipley, Cook and 

Barnett, 1989) which were conducted in the US, UK and Netherlands. Therefore, one 

could deduce that different national settings might explain the variation in the resources-

export performance relationship. According to the resource-based view, not every 

resource or capability will determine export performance unless they are unique and not 

easily imitable (Peng and Ilinitch, 1998). It seems that compared to the other two firm 

resources in this study (production and marketing capabilities), it is relatively easy to 

access and enhance human resources by hiring qualified export managers. Hence, the 

contribution of human resources to export performance might be less important to 

marketing and production capabilities for Thai exporting SMEs. The revised proposed 

model regarding the relationship between firm resources and strategic export 

performance is shown in Figure 6.1. 

 

Figure 6.1 The Effect of Firm Resources on Export Performance 

 

All significant at p < .001 significance level. 

Italic text refers to correlation and bold text refers to regression weights. 
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Relative importance of resource bases 

 

All three models consistently indicate that compared to production capabilities, 

marketing capabilities contribute more to strategic export performance. This finding 

implies that exporting SMEs should invest in developing their own marketing 

capabilities rather than solely relying on their production capabilities and export 

intermediaries for marketing their products overseas. Enhancing the firm’s marketing 

capabilities may not substitute for the role of the export intermediary but they will help 

manufacturers understand foreign market conditions and implement export marketing 

activities effectively and efficiently. Hence, the empirical finding on the relative 

importance of marketing capabilities on export performance is an important contribution 

of the study.  

 

 

Relationship between resource bases 

 

Even though the firm’s human resources have no direct impact on strategic export 

performance, they seem to have an indirect influence in determining export performance 

due to its correlation with other firm resources that have a direct impact on export 

performance. The correlation among firm resources also implies that developing 

marketing capabilities could enhance human resources and production capabilities and 

vice versa. For example, marketing capabilities of a firm, such as information about 

foreign market and familiarity with business conditions in export markets, help improve 

research and development, production and quality control process, thereby enhancing 

their production capabilities. Moreover, the firms’ marketing capabilities, especially 

adequate information about intermediaries and export markets, expand export 

knowledge of their managers which is part of valuable human resources.  

 

In addition, higher-quality human resources such as the manager’s export knowledge, 

education level, international experience, network relationship and export experience 

would enable the firm to improve product quality when meeting customer needs, locate 

quality raw material at a reasonable price, thus enhancing production capabilities. 

Similarly, human resources could help the firm gain necessary knowledge and skills to 

promote their products and further their familiarity with business conditions in export 
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markets, thereby potentially improving marketing capabilities. Thus, although human 

resources have no direct contribution to export performance, they appear to make an 

important contribution to export performance due to their high correlations with 

production and marketing capabilities which do have direct effects on export 

performance. 

 

6.1.2 The influence of export intermediary resources on export 

performance 

  

This study makes a significant contribution regarding the effects of export intermediary 

resources on export performance of SMEs (Figure 6.2). The findings show that an 

intermediary’s relationship and cooperation with exporters appear to have a direct effect 

on export performance. This finding supports previous studies conducted in both 

Western and Eastern countries (Katsikeas et al., 1996; Li and Ogunmokun, 2001; Peng 

and York, 2001; Rosson and Ford, 1982) which have indicated the importance of 

establishing a relationship between manufacturers and export intermediaries to export 

performance. Similarly, in Thailand, establishing contacts with Thai people and 

cultivating personal relationships enhances cooperation within business relationships 

(Pornpitakpon, 2000). 

 

Other important intermediary resources (such as export knowledge and experience, and 

marketing strength) failed to have any direct effect on strategic export performance. 

This result might be due to the exporter having inaccurate perceptions on export 

knowledge, experience and marketing strength of their intermediaries, and it might vary 

according to different use of export performance measures. Moreover, the ability to 

utilise export intermediary resources (such as knowledge and experience and marketing 

strength) to achieve better performance rather than their mere existence might be more 

important for export success.  

 

Relationships between intermediary resource bases 

 

The results indicate that the export managers’ perceptions on the availability of 

intermediary resources are highly correlated. For example, when equipped with export 
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knowledge and experience, export intermediaries will easily acquire marketing strength 

(i.e., good network relationship, ability to handle export negotiations and maintaining a 

good reputation in the export market). Similarly, marketing strength and export 

knowledge and experience of the intermediaries are likely to enhance relationships and 

cooperation with exporters due to their valuable contribution to business operations. 

Moreover, having good relationships and cooperation with exporters improves 

marketing strength, export knowledge and experience of their intermediaries. Therefore, 

the findings indicate that although only the export intermediary’s relationship and 

cooperation with exporters have direct influence on strategic export performance, all 

export intermediaries’ resources are interdependent and crucial to achieve export 

success.  

 

 

Figure 6.2 The Influence of Intermediary Resources on Export Performance 

 

 
 

All significant at p <  .001 significance level. 

Italic text refers to correlation and bold text refers to regression weights. 
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6.1.3 The effect of marketing control on export performance 

 

A major contribution of the study is the demonstration that the marketing control (i.e., 

monitoring of export marketing activities and setting objectives for intermediaries) did 

not directly influence strategic export performance. This result conflicts with some 

previous studies (see Bello and Gilliland, 1997; Bello, Zhang and Sachdev, 1996; 

Myers, 1997; Rosson and Ford, 1982). However, the findings are consistent with 

Genctürk and Aulakh (1995) and Munro and Beamish (1987) who also found that it was 

not always necessary for exporters to have direct control over export marketing 

activities to be successful. 

 

Bello and Gilliland (1997) warned that the use of process control (for example, 

evaluating and monitoring the marketing activities of intermediaries and providing 

explicit procedures for them to follow) without fully understanding foreign markets 

might fail to influence export performance. This is so, especially since the use of 

process control under rapidly changing environments might not bring any benefit as it 

will not allow export intermediaries to rapidly adjust enough. Similarly, it might not be 

effective to use output control (such as establishing specific performance goals for 

intermediaries and requirements to provide an explanation if performance goals are not 

met). Due to the volatility of foreign markets as demonstrated by the Asian economic 

crisis in 1997, the effect of the September 11
th

 incident on trade, and the loss of 

Generalised System of Preference (GSP) status from EU which adversely affected the 

Thai export-driven economy (Business Thailand, 2001), it is difficult for export 

managers to set realistic performance goals for intermediaries and it is not easy for 

intermediaries to achieve the performance goals established by export managers. As a 

result, output control might not be useful under those circumstances and does not seem 

to have an effect on export performance. Unfortunately, process control and output 

control is likely to continue to be ineffective in the next few years due to further market 

volatility, caused by sudden epidemics such as the SARs (Sudden Acute Respiratory 

Syndrome) outbreak, the unstable situations in the Middle East and ‘terrorism’ threats.  

 

Moreover, contrary to expectations and despite its importance in Thailand and Southeast 

Asia, this study failed to show that the use of social control (for example, encouraging 

cooperation between export venture and intermediaries, seeking intermediaries’ 
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opinions on export related issues) influences strategic export performance. It brings 

closer ties and better relationships with export intermediaries in operating the business 

due to two-way communications, and it also helps implement export operations 

smoothly. However, like process control and output control investigated by this study, 

social control does not have a direct relationship with export performance. 

 

6.1.4 The relationship between firm resources and marketing control 

 

A contribution of this study is the suggestion that there is a direct relationship between 

marketing capabilities and the use of process and social control. The relevant part of the 

revised proposed model concerning the relationship between firm resources and 

marketing control is displayed in Figure 6.3. For example, the marketing capabilities of 

a firm (such as familiarity with business conditions in export markets, information about 

intermediaries and export market and necessary knowledge to promote the product) 

enable it to closely monitor and evaluate the marketing activities of the intermediaries 

(i.e., process control). The finding is similar to previous studies conducted in the US 

(Celly and Frazier, 1996; Mortanges and Vossen, 1999). In relation to social control, the 

firm’s marketing capabilities increase the use of social control. This finding is 

inconsistent with studies of US manufacturing industries (Celly and Frazier, 1996). It 

seems that the positive link between availability of marketing capabilities and use of 

social control may stand out especially in developing countries like Thailand where 

social networks are particularly important (Itthiopassagul and Blois, 2000; 

Pornpitakpon, 2000). For example, marketing capabilities such as the adequate 

information about intermediaries and export markets, necessary skills to promote the 

product, their familiarity with business conditions increase the ability of the firm to 

cooperate and exchange information with intermediaries, and hence, facilitate the use of 

social control. 

 

As hypothesised, production capabilities have no association with the use of marketing 

controls. This finding is logical as the firm’s production capabilities have little to do 

with the use of marketing control on export performance as discussed in Section 2.3.5. 

On the other hand, this is inconsistent with previous findings (such as Celly and Frazier, 

1996; Sachdev, Bello and Pilling, 1994) where it was found that human resources have 

no significant effect on the use of marketing control either. This finding indicates that 
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marketing control activities (process, output and social control) tend to be enforced 

regardless of the managers’ education level, export experience and know-how. This 

finding is consistent with the study of Bello et al., (1996) that found that the availability 

of human resources was not directly associated with monitoring export marketing 

activities.  

 

The results show that the firm’s resource bases do not influence the use of output 

control (such as establishing performance goals for intermediaries, requirement to 

provide an explanation if performance goals are not met and etc.). The reasons may be 

due to the following: 1) SMEs might not be familiar with foreign market environments 

and not qualified enough to set meaningful standards for export intermediaries; 2) 

output controls are influenced much less by the level of resources than process control 

(Bello and Gilliland, 1997); and 3) exporters’ use of process control rather than output 

control is preferable for export intermediaries under uncertain and changing external 

environments (Celly and Frazier, 1996).  

 

 

Figure 6.3 The Relationship between Firm Resources and Marketing Control 

Note: Double-headed arrows that represent the correlations among firm resources are excluded in this  

          diagram. 

         All significant at p < .001 significance level.                        

                                  Additional paths which were not hypothesised earlier. 

            Bold text refers to regression weights. 
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6.1.5 The relationship between intermediary resources and marketing 

control 

 

The findings suggest that there are important relationships between export managers’ 

perception of export intermediaries’ resources and the marketing control used by 

exporters. These relationships are depicted in Figure 6.4. The results indicate that export 

intermediaries’ knowledge and experience allow exporters to use all types of marketing 

control. Mortanges and Vossen (1999) also supported the notion that export 

intermediaries’ experience increased the use of process control, output control and 

social control. For example, export managers tend to use output control (such as 

establishing specific performance outcomes) on export intermediaries with export 

knowledge and experience since scarce resources are saved. Contrary to hypotheses 

development, export knowledge and experience of intermediary also enable the firm to 

use process control even more than the use of output control. It might be because close 

monitoring activities of export managers may be effectively implemented by 

intermediaries with export knowledge and experience. In addition, consistent with 

Mortanges and Vossen (1999), having export intermediaries with market knowledge is 

an advantage for it facilitates the use of social control as they could exchange market 

information and increase cooperation. 

 

Export intermediaries’ relationships and cooperation also facilitate the use of process 

control. The reason must be because a good relationship with exporters facilitates closer 

monitoring of export intermediary’s activities. Also, it is not surprising that export 

intermediaries’ relationships and cooperation has a positive association with the use of 

social control since it will be easier for export managers to use social control with 

export intermediaries with whom they have good relationships. The finding is consistent 

with previous studies (Anderson and Narus, 1990; Bello and Gilliland, 1997).  

 

However, the marketing strength of export intermediaries such as the ability to handle 

export negotiation, good network relationships and good reputation in foreign markets 

does not have any effect on the use of marketing control. The reasons might be that 

export managers might pay more attention to export intermediaries’ relationships and 

cooperation and their export market knowledge and experience in utilising marketing 

control mechanisms because of their perceived importance.  
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Figure 6.4 The Relationship between Intermediary Resources and Marketing                  

                  Control 

 
 
Note: Double-headed arrows that represent the correlations among intermediary resources are excluded in  

          this diagram. 

          All significant at p < .001 significance level.                        

                            Additional paths which were not hypothesised earlier. 

           Bold text refers to regression weights. 
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keys to export success, firm resources contribute more to strategic export performance 

than export intermediary resources, while the use of marketing control is prompted 

more by the availability of export intermediary resources than availability of firm 

resources.  

 

These empirical findings on firm and export intermediary resources substantiate a 

unique contribution to export literature. The practical application of RBV in export 

literature has been highlighted by revealing the direct relationship between availability 

of firm resources, and export intermediary resources, and export performance. In 

addition, the empirical findings of this research also further the understanding of RBV 

(Conner, 1991; Grant, 1991; Peteraf, 1993). The results help in the development of an 

exporting theory based on RBV, which is considered to be a new approach (Dhanaraj 

and Beamish, 2003). 

 

6.2.2 Development of measurement scales and constructs 

 

As there are a limited number of measurement studies and a lack of comprehensive 

studies on firm and export intermediary resources, this study tested some new 

measurement scales and constructs and applied some previous scales for firm and export 

intermediary resources within a different cultural context. The findings revealed that 

physical resources, technological resources and production capabilities specified in 

previous resource-based view study were merged together as production capabilities. In 

addition, financial resources did not turn out as one factor after EFA. Organisational 

capabilities were broken down into company reputation and some items loaded on 

marketing capabilities. Therefore, although initially there were seven types of resources, 

after performing EFA and CFA, only three resources were retained based on theoretical 

and statistical grounds (see Table 4.29). 

 

As the export literature does not provide any categories regarding export intermediary 

resources, their intangible resources were generated from a number of studies (see Table 

3.5) to perform EFA and CFA. Three constructs of export intermediary resources 

presented a better fit after CFA (see Table 4.23). Thus, these three types of export 

intermediary resources, namely, export knowledge and experience; marketing strength; 

and relationship and cooperation were analysed in the structural model. Hence, the 
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development of measurement scales and constructs in this study for categorisation of 

firm and export intermediary resources strengthen RBV and the use of RBV in export 

marketing research makes it a more powerful tool. 

  

6.2.3 Application of marketing control theory in export literature 

 

One of the important contributions of this study highlights the fact that there is no 

mediating influence of marketing control between firm resources, export intermediary 

resources and strategic export performance. However, there are relationships between 

firm resources and export intermediary resources and the use of marketing control. The 

findings also indicate that export intermediary resources have more influence on the use 

of marketing control than firm resources. Hence, these findings prove the importance of 

marketing control mechanisms practised by exporters as the availability of some firm 

resources and intermediaries’ resources have an important impact on the use of 

marketing control. 

 

Another significant contribution of this study is the discovery of additional paths 

between process control and output control, and also between output control and social 

control. Managers might want to monitor and evaluate export marketing activities to 

ensure that export intermediaries perform well, before exercising output control that 

gives more freedom and responsibility to export intermediaries. The study also confirms 

that export managers prefer to use formal marketing control such as process control and 

output control first before pursuing social control, which is informal and more flexible 

for export intermediaries. 

 

6.2.4 Contribution to SME research in Southeast Asia 

 

Since research on SMEs in Southeast Asia is almost non-existent within the area of 

export marketing, the findings from this research provide a unique contribution to SME 

research, particularly for export driven developing economies like that of Thailand. The 

findings from descriptive analysis provide the general characteristics of exporting SMEs 

in Thailand (see Section 4.2.1). For example, both direct exporting and indirect 
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exporting are used equally by Thai exporters, and they tend to concentrate on exporting 

to a few export markets rather than diverse markets.  

 

The empirical findings offer a clear picture of the importance of firm resources and 

export intermediary resources in improving strategic export performance of SMEs and 

their relationships with marketing control. The study emphasises that Thai exporting 

SMEs should pay special attention to broadening their production capabilities 

(possession of advanced production equipment, quality control process and superior 

product quality, etc.,) as well as marketing capabilities (such as foreign market 

knowledge, necessary skills to promote products and familiarity with business 

conditions in foreign markets), and employing intermediaries with whom they have 

good relationships to have successful export operations. These findings are particularly 

important for resource-constrained SMEs, as they need to focus on developing resources 

and capabilities which influence their performance. Thus, this research provides a 

significant contribution to the sparse body of export marketing literature on Thai SMEs 

by enhancing the understanding of the characteristics of successful exporting SMEs.  

 

 

6.3 Implications for Export Managers, Export Intermediaries 

and the Thai Government  

 

6.3.1 Implications for export managers 

 

Resource Development 

 

The results suggest which firm resource bases managers should give closer attention to. 

For example, marketing capabilities followed by production capabilities significantly 

contribute to the achievement of strategic export performance whereas human resources 

are relatively unimportant. Therefore, exporting firms could concentrate on 

strengthening their marketing capabilities (such as having adequate information about 

intermediaries and export markets, being familiar with business conditions, and having 

the necessary knowledge and skills to promote the products) and improving their 

production capabilities (such as access to quality raw material, research and 

development, quality control process, superior product quality and possession of 
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advanced production equipment) to achieve improved export performance. As a bonus, 

investment in developing marketing capabilities and production capabilities tends to 

enhance human resources such as managers’ knowledge in international business 

management, their exporting know-how and export experience due to the high 

correlation between resource bases.  

 

 

Selection of export intermediary 

 

The findings also help to further the understanding and stress the importance of export 

intermediary resources (export intermediary’s relationship and cooperation with 

exporters, knowledge and experience of intermediary and marketing strength of the 

intermediary). Managers should select export intermediaries that have adequate 

resources, especially during relationship development, as export intermediaries with 

good relational resources make a big difference to successful strategic export 

performance. Although not all export intermediary resources have a direct relationship 

with strategic export performance, all export intermediary resources are correlated to 

each other and hence, export intermediary knowledge and experience, and marketing 

strength make an indirect contribution to export performance. Thus, it would be unwise 

for export managers to consider establishing their own integrated channels and 

eliminating export intermediaries if they have no potential substitute for export 

intermediary resources. 

 

 

Development of marketing control mechanisms 

 

Given that marketing control has no direct influence on export performance, export 

managers should use extra caution before spending scarce resources on developing 

control mechanisms. 

 

Those export managers who prefer to use marketing control mechanisms may turn to 

export intermediaries that have a high level of export knowledge and experience 

because that type of export intermediary facilitates the use of all three types of 

marketing control. In addition, the export managers who wish to use social control and 

process control should develop the firm’s marketing capabilities and select export 

intermediaries with a history of good business relationships and cooperation as well as 
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good knowledge and experience. Moreover, export intermediaries with export 

knowledge and experience enable the export managers to exercise output control (such 

as establishing specific performance outcomes) on their marketing activities. 

 

6.3.2 Implications for export intermediaries 

 

It is important for export intermediaries not only to acquire foreign market knowledge 

and experience but also to obtain information about the exporters. Export intermediaries 

should choose to deal with exporters that have strong marketing capabilities and 

production capabilities, as these resources will facilitate the operation of intermediaries 

and exporters with these resources tend to perform better. Export intermediaries should 

mainly emphasize developing a good relationship and foster cooperation with exporters 

to maintain and further export success. They should also try to improve their market 

strength, market knowledge and export experience because manufacturers are likely to 

continue using services from export intermediaries: these intangible resources are 

difficult to replace. Consequently, intermediaries stand to gain high bargaining power 

against exporters. 

 

Moreover, enhancing the availability of those resources allows exporters to use 

marketing control mechanisms to oversee the marketing activities of export 

intermediaries. For example, export intermediaries’ market knowledge and experience 

allows exporters to use different types of marketing control mechanisms such as 

process, output and social control. The export intermediaries should develop good 

relationships and cooperation with exporters and enhance their market knowledge and 

experience if the exercise of social control and process control is preferable for export 

intermediaries. In addition, improving their market knowledge and experience also 

allows exporters to use output control.   

 

6.3.3 Implications for Thai government 

 

Being aware that independent SMEs need a great extent of support from government, 

the Thai government and policy makers are trying to promote SMEs by providing them 

with loans (Bunyamanee, 2000). However, financial loans alone might not bring export 
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success for SMEs. To be competitive and successful in overseas markets, production 

capabilities and marketing capabilities are crucial.   

 

Therefore, the Thai government and policy makers should allocate their budget not only 

to provide financial support but also to provide training to broaden marketing 

capabilities and develop the production capabilities of exporting SMEs. The 

government and policy makers should provide market research facilities and consulting 

services for exporting SMEs. The financial assistance should be used to help them 

acquire the necessary and more advanced equipment, improve their quality control 

processes and research and development facilities as well as obtain foreign market 

information.  

 

6.4 Limitations of the Study 

 

Although the results provide useful and significant contributions, like all research 

projects, this study is not without limitations. Firstly, due to time and cost constraints, a 

cross-sectional study was conducted for this research, although longitudinal study is 

preferred as cross-sectional studies do not clearly justify causal inferences (Breckler, 

1990). The study only looks at the existing abilities of firm and export intermediary 

resources. The nature of static and cross-sectional studies is that they cannot capture 

how firms and export intermediaries develop their resources together over time (Peng 

and Ilinitch, 1998). Moreover, in order to have a deeper understanding of the issue, this 

study focussed only on the resource-based view and marketing control theory, therefore 

in the conceptual development, it excludes some other determinants of export 

performance such as export marketing strategy and external environments. 

 

Secondly, from a methodological point of view, although probability sampling would 

have been the ideal, a combination of convenience sampling and stratified random 

sampling was used due to difficult circumstances during the data collection process. 

However, negligible statistical significance between these two groups was found. 

Moreover, it is almost impossible to perfectly conduct random sampling in Thailand as 

the Exporters’ Directory (2001/2002) does not represent the total population of 

exporters (although it is regarded as the best available exporters’ listing). In addition, 

although the sample size for analysis (108) and holdout sample (197) were adequate, a 
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larger sample would have been more appropriate for factor analysis and structural 

equation modeling. Moreover, the data collected with the use of the five point scale and 

the small sample failed to provide multivariate normality. Furthermore, the study was 

conducted on manufacturing exporters in only one country, Thailand, hence, it is 

difficult to generalize the findings to other cultural contexts.  

 

Thirdly, this study focussed almost exclusively on export intermediaries’ relationships 

with manufacturing exporters, rather than on their relationships with overseas 

customers. Unlike some previous studies such as those by Anderson and Narus (1990), 

Peng (2001) and Rosson and Ford (1982), this study fails to take into account the export 

intermediaries’ perception of their resources as export intermediary resources were 

measured based only on perception of export managers. They would have been more 

accurately measured by including the export intermediary’s perspective.  

  

Fourthly, the constructs and relevant items measuring the firm resources and 

intermediaries’ resources were particularly developed for this study due to the lack of 

previous empirical studies. These constructs were found to be correlated among 

themselves (for example, human resources and production capabilities, relationship and 

cooperation and marketing strength). Moreover, the measurement scales for marketing 

control in this study were based on previous studies mostly investigated in the US and 

may not be suitable for Thailand. Hence, further improvement in developing 

measurement scales and constructs is required and future research should examine the 

constructs with the aim of further minimizing corrections between them. 

 

Finally, from a statistical point of view, the revised version of the proposed model was 

not perfect. Fifteen hypotheses were rejected in this study and justifications and possible 

reasons were discussed in Section 5.4.2. In addition, the zero probability value in the 

final model implies that there is a significant difference between the model’s covariance 

matrix and the observed covariance matrix although other fit indicators provide a 

reasonable fit. Specification error was also possible as model specification was at an 

early stage.  

 

The above mentioned limitations of the present study could be perceived as a gap in the 

literature that could provide the basis for future work in exporting research. The next 

section highlights some suggestions for such research. 
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6.5 Implications for Future Research 

 

Although Thailand, a single country, and its export-oriented economy offered the basis 

for carrying out this research, multi-country research should be conducted to enable 

greater generalization of the findings. In addition, this study examined only 

manufacturing firms. Future study should focus on the service sector because services 

might work differently than goods, and services in the highly personal relationship 

oriented culture of Asia might work differently than in the West. 

 

In this research, the measures for export intermediaries’ relationships and cooperation 

did not include their association with their customers and other business partners, as the 

survey of this study was directed only at export managers. Future study could be 

enhanced by including export intermediaries to provide information on availability of 

their resources as dyadic data from both exporters and export intermediaries would be 

stronger than the data collected solely from the perceptions of exporters. Furthermore, 

future research into three-way relationships among manufacturers, export intermediaries 

and overseas customers would be more beneficial in obtaining accurate information 

(Peng and Ilinitch, 1998).  

 

Since the contribution of the resources both firm and export intermediary to export 

success is salient, more export research should be conducted from a resource-based 

view. It would be beneficial to know the interaction between the firm and export 

intermediary resources on export performance. For example, would a firm with 

inadequate resources be able to survive if they employed an export intermediary with a 

high level of intangible resources or vice versa? A matrix is developed based on the 

relationship between resources and marketing control and between resources and export 

performance (Figure 6.5). 
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Figure 6.5 Resources-Performance Matrix  
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6.6 Conclusion 
 

This study attempts to investigate the applicability of the resource-based view and 

marketing control theory in explaining export performance. Firm resources such as 

marketing capabilities and production capabilities, together with intermediary resources 

such as good relationships and cooperation with exporters, have emerged as key success 

factors in export marketing.  

 

Export managers should not only develop their own resources but should also be careful 

when they select appropriate export intermediaries, as both firm and intermediary 

resources influence strategic export performance and they can all facilitate the use of 

marketing control. Although firm and export intermediary resources are found to have a 

direct association with export performance, the use of marketing control does not have 

any effect on export performance. Nevertheless, these resources help to understand the 

use of marketing control. 

 

A more thorough understanding of RBV in export literature would have been achieved 

by examining how the interaction between firm resources and export intermediary 

resources would have an effect on export performance and by investigating dyadic data 

from both parties. 

 

In summary, this study highlights the importance of firm resources and export 

intermediary resources of Thai SMEs on strategic export performance and provides 

some insights into how firm resources and export intermediary resources have 

influenced the use of marketing control. This study has confirmed the importance of the 

resource-based view to marketing control and export performance and has, thus, 

provided a significant contribution to export marketing literature and practical 

guidelines to Thai government policy makers, export intermediaries, and exporting 

SMEs in Thailand. 
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Appendix 3.1 

 

 

Interview Protocol for Exploratory Interview 

 
The purpose of this exploratory interview is to find out the major determinants of export 

performance from the perspective of export managers and to ensure that conceptual 

development in this study include their aspects. 

 

First Step: The following questions are initially asked to a staff at each booth in the SMEs 

fair to find out if the responding firms meet with research criteria. 

 

1) Is your firm a manufacturing exporter? 

2) How many employees does your firm have? 

3) Is your firm an independent business? 

4) How long has your firm been exporting? 

 

According to the research criteria, the responding firms must be manufacturing exporters. 

They should not be trading companies or subcontracting firms which are not directly 

involved in exporting. The firm must have employees less than 200 employees and must 

be an independent business, meaning it should not be a subsidiary or a branch of any 

other business firms. In addition, the firm must have at least three years of export 

experience. If the firm does not meet the criterion, no further question will be asked. 

Otherwise, the researcher asks if the export manager could be available to have an 

interview.  

 



Step 2: The following questions are asked if the export manager agrees to participate in 

the exploratory interview. 

 

1) How many countries are you exporting to?  

 

2) What are the challenges faced by the firm? 

 

3) How could the firm cope with those challenges? 

 

4) Is he/she aware of the government support for SMEs export? 

 

5) If yes, is government support helpful? 

 

6) What are the factors that contribute to export success? 

 

7) How many percentage of total sales volume comes from export? 

 

8) What type of indicator does he/she use to measure export performance?  
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INSTRUCTION: Think of one of your companies’ products that was exported in the last 3 years. Use 
this product export venture as a source of reference when answering the questions. 

PART I: GENERAL INFORMATION 

Please answer the following questions with reference to the product      
export venture you export in the last three years. 

1) The ownership of our business is  

1 Family-owned business 2 Non-family-owned business                        GV1 

 

2) How many countries did you export this product to? 

1 1 - 5 countries 4 16 - 20 countries                            

2 6 - 10 countries 5 More than 20 countries  

3 11 - 15 countries    GV2 

 

3) How long have you been exporting this  product export venture? 

1 1- 5 years 4 16-20  years 

2 6-10  years 5 Over 20 years 

3 11-15 years    GV3 

 

4) How many employees were in your organisation when you started exporting this 
product export venture? 

1 1-9 employees 4 50-99 employees  

2 10-19 employees 5 100 employees or more  

3 20-49 employees   GV4 

 

5) How many employees do you have in your organisation now? 

1 1-9 employees 4 50-99 employees 

2 10-19 employees 5 100 employees or more 

3 20-49 employees   GV5 

 

6) Which of the following will best describe the product category of this  product 
export venture?  

1 Agricultural /mineral and fuels 9 Toys and games 

2 Food 10 Household products 

3 Automotive/auto parts and accessories, 
machinery and equipments 

11 Gems and Jewelry 

4 Chemicals, cosmetics, toiletries, medical 
supplies, hygiene products  

12 Leather/PVC and other 
products/Footwear/Travelling 
and Sporting Goods 

5 Building Materials/Hardware items 13 Gifts/decorative 
items/handicrafts 

6 Electronic, electrical  
Products and parts 

14 Printing Services/Packaging 

7 Textile, garment and fashion accessories 15 Pet Food/ Stationery and Others 

8 Furniture   GV6 
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7)  How would you describe the product export venture that you are currently 
exporting? 

1 Business goods 2 Consumer goods GV7 

 

8) In which of the following regions/countries is this product export venture exported 
to? (Please select only one) 

1 United States 9 Korea  

2 Canada 10 South East Asia  

3 Europe 11 Other Asian-Pacific countries  

4 Australia/ New Zealand 12 Middle East  

5 Scandinavia 13 South America  

6 Japan 14 Central America  

7 Former Soviet Union 15 Africa  

8 China 16 Others (please specify) -------------------- GV8 

 

 

 9) Which of the following channel structure is the market entry distribution used by 
your organisation for exporting? 

1 Domestic-based buying agent (i.e. The buying agent is based in Thailand and represents 
foreign customers interested in buying Thai products). 

2 Domestic-based distributor (i.e. A distributor based in Thailand, buys directly from 
manufacturers in Thailand and takes title to the goods). 

3 Domestic-based export agent (i.e. An independent agent who does not take the title to the 
goods  and is based in Thailand). 

4 Foreign-based agent (i.e. An independent middleman based in foreign country who 
represents the manufacturer in export market). 

5 Foreign-based distributor (i.e. An independent foreign based distributor who takes title to 
the manufacturer’s goods for resale to other middlemen or final buyers). 

6 Our foreign sales offices/subsidiaries based in export market. 
 

7 Others (please specify) --------------------------------------------------------------------- 
 

GV9 
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PART II: RESOURCES 

1) Please indicate the level of availability of the following physical resources in your 
organisation when exporting this product as an export venture during the last 

three years. 

Physical resources Available to a 
small extent 

 Available to a 
large extent 

(i)    Access to quality raw material  1           2           3           4           5   RV10 

(ii)   Suitable plants and equipment  1           2           3           4           5   RV11 

(iii)  Good geographic location of firm  1           2           3           4           5   RV12 

 

2) Please indicate the level of availability of  the following financial resources in your 
organisation when exporting this  product as an export venture during the last 
three years.                            

Financial resources Available to a 
small extent 

 Available to a 
large extent 

(i)    Initial capital raised within family  1           2           3           4           5   RV13 

(ii) Initial capital from outside sources   
        such as friends and financial     
        institutions 

 1           2           3           4           5   RV14 

(ii)   Ability to acquire additional capital  1           2           3           4           5   RV15 

 

3) Please indicate the level of availability of  the following human resources in your 
organisation when exporting this product as an export venture during the last 

three years. 

Human resources Available to a 
small extent 

 Available to a 
large extent 

(i)   Managers with knowledge in international 
business management 

 1           2           3           4           5   RV16 

(ii)  Managers with experience in exporting  1           2           3           4           5   RV17 

(iii) Managers who have network relationship    

      overseas 

 1           2           3           4           5   RV18 

(iv) Managers  with good level of education  1           2           3           4           5   RV19 

(v)  Managers with know-how regarding 
exporting 

 1           2           3           4           5   RV20 

 

4) Please indicate the level of availability of the following technological resources in 

your organisation when exporting this product as an export venture during the 

last three years. 

Technological resources Low Level  High Level 

(i)   Technological  know-how  1           2           3           4           5   RV21 

(ii)   Research and development  1           2           3           4           5   RV22 

(iii)  Knowledge of production process  1           2           3           4           5   RV23 
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5) Please indicate the extent to which you agree with  the following statements 
regarding your organisation’s resources when exporting this  product as an export 
venture during the last three years. 

Organisational capabilities Agree to a 
small extent 

 Agree to a 
large extent 

(i)   We have adequate information about the export 
market 

 1        2        3         4        5   RV24 

(ii)  We have adequate information about our 
distributors/agents 

 1        2        3         4        5   RV25 

(iii)  We have intellectual property rights (such as 
patents, copy right, trademark) 

 1        2        3         4        5   RV26 

(iv) Our products have safety labels and certificates 

(such as Hazard Analysis Critical Control Point 
(HCCP), Good Manufacturing Practices (GMP), ISO 
certificates, Halal certificate) 

 1        2        3         4        5   RV27 

(v)  Our product has a good reputation in the export 
market 

 1        2        3         4        5   RV28 

(vi) Our brand name has a good reputation in the 
export market 

 1        2        3         4        5   RV29 

(vii) Our company has a good reputation in the export 
market 

 1        2        3         4        5   RV30 

(viii) We have strong personal relationships with 
distributors/agents 

 1        2        3         4        5   RV31 

(ix) We have good personal relationships with our 
suppliers 

 1        2        3         4        5   RV32 

(x)  Our management has good personal relationships 
with our employees 

 1        2        3         4        5   RV33 

(xi) We have ability to manage change  1        2        3         4        5   RV34 

(xii) We have  staff who can work as a team  1        2        3         4        5   RV35 

 

6) Please indicate the extent to which you agree with the following statements about 
your organisation’s marketing capabilities when exporting this product as an 
export venture during the last three years. 

Marketing capabilities Agree to a 
small extent 

 Agree to a 
large extent 

(i)   Our organisation is familiar with customer 
requirements and characteristics in export market 

 1        2        3         4        5   RV36 

(ii)  Our organisation is familiar with local business 
conditions, language and  culture in the export 
market 

 1        2        3         4        5   RV37 

(iii) Our organisation has the necessary knowledge and 
skills to promote the product in  the export market 

 1        2        3         4        5   RV38 

      

 

7) Please indicate the extent to which you agree with the following statements about 
your organisation’s production capabilities when exporting this product as an 

export venture during the last three years. 

Production capabilities Agree to a 
small extent 

 Agree to a 
large extent 

(i)   We conform to the product specifications in 
overseas market 

 1        2        3         4        5   RV39 

(ii)   We have quality control process  1        2        3         4        5   RV40 

(iii)  We have superior product quality  1        2        3         4        5   RV41 

(iv)  We acquire advanced production equipment  1        2        3         4        5   RV42 
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PART III:  MARKETING CONTROL ACTIVITIES 

1)  Please indicate your level of agreement with the following statements regarding          

this product export venture during the last three years. 

 Strongly 
Disagree 

 Strongly 
Agree  

(i)   We  made significant investments  in training the 
distributor/agent’s personnel. 

 1        2        3         4        5   CV43 

(ii)  We supply information about our operations so the 
distributor/agent can plan long-term. 

 1        2        3         4        5   CV44 

(iii)  We inform distributor/agent well in advance of 
any changes in our marketing strategy. 

 1        2        3         4        5   CV45 

(iv)  We provide the distributor/agent with a detailed 
explanation of our future plans. 

 1        2        3         4        5   CV46 

 

2) Regarding the product export venture, indicate the degree to which you agree or 

disagree with the following statements. 

 Strongly 
Disagree 

 Strongly 
Agree  

(i)   We evaluate the marketing activities which are 
used by distributors/agents to accomplish a given 
task. 

 1        2        3         4        5   CV47 

(ii)  We modify the marketing activities when desired 
results are not obtained. 

 1        2        3         4        5   CV48 

(iii)  We modify the marketing activities when there 
are any changes in the external environment. 

 1        2        3         4        5   CV49 

(iv)   Distributors/agents receive feedback on how they 
implement their marketing activities. 

 1        2        3         4        5   CV50 

(v)  A formal evaluation process is used to assess 
distributor/agent’s performance. 

 1        2        3         4        5   CV51 

(vi)  We closely monitor the extent to which the 

foreign distributors/agents follow established 
procedures. 

 1        2        3         4        5   CV52 

(vii)  Distributors/agents have control over the final 
price of the product. 

 1        2        3         4        5   CV53 

(viii)  Distributors/agents are responsible for 
promotional activities in our export market. 

 1        2        3         4        5   CV54 

(ix) Our export product is modified based on the 
specifications set by distributors/agents. 

 1        2        3         4        5   CV55 

(x) The product is modified to meet customer 
requirements in our export market. 

 1        2        3         4        5   CV56 

(xi) Our distributors/agent is provided with explicit 

procedures that tell them exactly how to respond 
in all situations. 

 1        2        3         4        5   CV57 
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3) Regarding the product export venture, indicate the degree to which you agree or 
disagree with the following statements. 

 Strongly 
Disagree 

 Strongly 
Agree  

(i)   We establish specific performance goals for our 
distributors/agents. 

 1        2        3         4        5   CV58 

(ii)  We monitor the extent to which performance goals 
are attained by distributors/agents. 

 1        2        3         4        5   CV59 

(iii)  Distributors/agents provide an explanation if 
performance goals are not met. 

 1        2        3         4        5   CV60 

(vi) Feedback is given to distributors/agents 
concerning the extent to which they achieve their 
performance goals. 

 1        2        3         4        5   CV61 

(v)   Rewards to distributors/agents (such as price 

discount, credit extension) are based upon how 
their performance compares with export 
performance goals. 

 1        2        3         4        5   CV62 

(vi)  Our future relationship with distributors is 
contingent on achieving specified goals. 

 1        2        3         4        5   CV63 

(vii) The extent of territorial coverage that 

distributors/agents   need to attain for our 
product is clearly specified. 

 1        2        3         4        5   CV64 

(viii) Corrective actions are taken if performance goals 

are   not achieved at the end of the financial 
year. 

 1        2        3         4        5   CV65 

 

4) Regarding the product export venture, indicate the degree to which you agree or 
disagree with the following statements. 

 Strongly 
Disagree 

 Strongly 
Agree  

(i)    Our distributors/agents take credit or blame for 
the results of this export venture. 

 1        2        3         4        5   CV66 

(ii)   Our distributors/agents have their own export 
goals for this product export venture. 

 1        2        3         4        5   CV67 

(iii)   Our distributors/agents tend to ignore certain 

marketing activities for this product export 
venture simply because they are not monitored 
by our management. 

 1        2        3         4        5   CV68 

(iv)   We encourage cooperation between export 
employees and distributors/agents. 

 1        2        3         4        5   CV69 

(v)  We have meetings to coordinate planning and 
implementation activities between our export 
venture and distributors/agents. 

 1        2        3         4        5   CV70 

(vi)  We usually ask for distributors’/agents’ opinions 
on issues related to the distribution of our export 
product. 

 1        2        3         4        5   CV71 

(vii)  We frequently send our managers to this export 

market to update our distributors/agents about 
technological/product changes. 

 1        2        3         4        5   CV72 
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PART IV:  DISTRIBUTORS’/AGENTS’ RESOURCES 

Please indicate the extent to which you agree or disagree with the following 
statements regarding your distributors/agents for this product export venture. 

 Strongly 
Disagree 

       Strongly     
      Agree 

(i)    Our distributor/agent  has adequate experience 
for selling our product. 

 1        2        3         4        5   DV73 

(ii)   Our distributor/agent is knowledgeable about the 
requirements of potential customers. 

 1        2        3         4        5   DV74 

(iii)  The overall experience of the distributor/agent 
with respect to the market for our product is 
good. 

 1        2        3         4        5   DV75 

(iv)  The distributor/agent has enough knowledge 

about our product to do the best possible job in 
the export market. 

 1        2        3         4        5   DV76 

(v)   Our distributor/agent supplies enough market 
information. 

 1        2        3         4        5   DV77 

(vi)  Our distributor/agent has financial strength to 
perform its functions. 

 1        2        3         4        5   DV78 

(vii)  Our distributor/agent has the ability to handle 
export negotiations. 

 1        2        3         4        5   DV79 

(viii) Our distributor/agent has good network 
relationships with players (such as customers, 
suppliers, competitors) in the market. 

 1        2        3         4        5   DV80 

(ix)  Our distributor/agent has a good reputation in the 
foreign market. 

 1        2        3         4        5   DV81 

(x)   Our distributor/agent strongly commits to 
distributing our products. 

 1        2        3         4        5   DV82 

(xi)  The promotional activities pursued by our 
distributor/agent are effective. 

 1        2        3         4        5   DV83 

(xii)  Our distributor/agent could adjust well to the 
changing environments. 

 1        2        3         4        5   DV84 

(xiii)  There is strong trust between our firm and 
distributor/agent 

 1        2        3         4        5   DV85 

(xiv)  Our relationship with distributor/agent is   
         based on long-term commitment. 

 1        2        3         4        5   DV86 

(xv)  Personal relationship is important in dealing with    
        our distributor/agent. 

 1        2        3         4        5   DV87 

(xvi) We are satisfied with our distributor  1        2        3         4        5   DV88 

(xvii) We and our distributor cooperate in strategy   
         development. 

 1        2        3         4        5   DV89 

(xviii) We and our distributor cooperate in gathering    
          market information. 

 1        2        3         4        5   DV90 

(xix) We and our distributor cooperate in product  

        development.  
          

 1        2        3         4        5   DV91 
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PART V:  EXPORT PERFORMANCE MEASURES 

1) Please indicate the performance of this product export venture in comparison to 
your major competitor on the following dimension. 

 Much Worse  Much Better 

(i) Export sales volume   1           2           3           4            5   PV92 

(ii) Export sales growth  1           2           3           4            5   PV93 

(iii) Export profitability  1           2           3           4            5   PV94 

(iv) Customer satisfaction  1           2           3           4            5   PV95 

 

 

2) In evaluating the overall export performance of this product export venture during 
the last financial year, how would you rate it in relation to your company’s 
expectation? 

 Far Below 
Expectation 

 Far Exceed 
Expectation 

(i)    Profitability objective   1           2           3           4            5   PV96 

(ii)   Market penetration objective  1           2           3           4            5   PV97 

(iii)  Sales growth objective  1           2           3           4            5   PV98 

(iv)  Building image overseas   1           2           3           4            5   PV99 

 

3) Please indicate the extent to which each of the following strategic goals was 

achieved concerning this product export venture.                                                       

 Achieved to a 
small extent 

 Achieved 
completely 

(i)    To gain a foothold in export market  1         2          3          4         5   PV100 

(ii)   To increase the awareness of our company  1         2          3          4         5   PV101 

(iii)  To improve our market share position  1         2          3          4         5   PV102 

(iv)  To increase profitability of company  1         2          3          4         5   PV103 

(v)   To gain new technology/expertise  1         2          3          4         5   PV104 

(vi)  To respond to competitive pressure  1         2          3          4         5   PV105 

 

 

 

 

 

 

 

 

 



 9 

PART VI:  PERSONAL DATA 

 

A) What is your personal title in this organisation? 

1 Owner-manager 4 Production or product Manager 

2 General Manager 5 Export Manager 

3 Sales and Marketing Manager 6 Others (please specify) ----------------------  MV106 

 

B) What is your highest level of educational attainment? 

1 Primary school 4 Bachelor degree 

2 Secondary/High school 5 Higher than a bachelor degree 

3 Vocational diploma    MV107 

 

C) How would you describe yourself? (please pick only one) 

1 Thai 3 Thai-Chinese 

2 Chinese 4 Others ----------------------------------------  MV108 

 

D) How long have you personally been involved with exporting? 

1 Less than one year 4 11-15 years 

2 1-5 years 5 More than 15 years 

3 6-10 years    MV109 

 

E) What is your age? 

1 20-30 years old 4 51-60 years old 

2 31-40 years old 5 More than 60 years old 

3 41-50 years old    MV110 

 

F) What is your gender? 

1 Male 2 Female  MV111 

 

G) What is the age of the owner-manager of this organisation? 

1 20-30 years old 4 51-60 years old 

2 31-40 years old 5 More than 60 years old 

3 41-50 years old    MV112 

 

H) How long has owner-manager been involved with exporting when the company 
started exporting this product export venture? 

1 Less than one year 4 11-15 years 

2 1-5 years 5 More than 15 years 

3 6-10 years    MV113 

 

  I) What is the highest level of education attained by the owner-manager of your 
organisation? 

1 Primary school 4 Bachelor degree 

2 Secondary/High school 5 Higher than a bachelor degree 

3 Vocational diploma    MV114 
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Please indicate below if you would like to receive a summary of the findings of this 
research study. 

 Yes, I would like to be sent a copy of the findings. 

 No, I do not wish to receive a copy of the findings. 

 
If you are interested in a report of the findings of this study, please indicate your company name and 
address below: 
 

 

 

 

 



 

Appendix 2.1: Summary of Studies concerning the Effect of Firm Size (a review from analysis of past studies) on Export Performance 

 

Author(s), year Population/ industry Analytical approach Dependent variables Relevant results and conclusion 

Aaby and Slater (1989) 55 export studies Analysis of previous studies Export performance 

(analysis of previous 

studies) 

Company size is not an important factor unless it 

is linked to aspects such as financial strength or 

variables related to economies of scale. There is 

little agreement about relationship between 

company size and export success. 

Chetty and Hamilton (1993a) Analysis of 111 export 

studies between 1978-

1991, an extension of 

Aaby and Slater 

(1989)’s work 

Vote counting method Export performance  Results from 29 studies on the impact of firm size 

on export performance are conflicting: 17 studies 

revealed positive and significant association, 6 

studies indicated the negative relationship and 

another 6 studies indicated the insignificant 

relationship.  

Gemünden (1991) 

 

50 studies in 18 

countries 

Meta analysis Export success 

(export intensity, 

export growth and 

export profitability) 

Ten out of 18 studies showed a positive influence 

of firm size on export intensity when export 

performance was measured on metric scales. 

However, it seemed that positive relationship 

occurred up to a certain minimum size. A weak 

association between firm size and export 

performance was found beyond that point. 

Madsen (1987) 

 

Analysis of 17 export 

studies 

A slightly modified version 

of the strategy-structure-

performance (SSP) used. 

Export performance Five out of 11 studies showed that firm size based 

on either sales or number of employees had no 

association with export performance and the rest 

had weak positive or negative association. Thus, it 

was concluded that regardless of firm size, a firm 

could compete successfully for international 

market. 

Zou and Stan (1998) Review on 50 export 

studies between 1987 to 

1997 

Hybrid approach Export performance The relationship between firm size and export 

performance presents mixed effects. Most positive 

effects are found when size is measured by total 

sales and some negative effects are indicated when 

measured by number of employees. 

 



 

Appendix 2.2: Summary of Studies concerning the Effect of Firm Size (Number of Employees) on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Bonaccorsi 

(1992) 

Selected 

Italian export 

studies 

 

N/A Two step analysis Export intensity No relationship between firm size and export intensity was 

found and discussion was backed up by using limited 

resources argument, the economies of scale argument and 

the managerial orientation and risk perception argument.  

Holzmüller and 

Kasper (1991) 

 

Austrian 

exporters in 

manufacturing 

sector. 

Telephone 

interview 

103 responses  

Regression analysis and 

causal analytical model 

Change in export 

ratio and export ratio 

in 1986 

Although organization characteristics shape a firm’s export 

performance in general, company size has little influence 

on corporate export performance.  

Kaynak and 

Kuan (1993) 

Taiwanese 

manufacturing 

firms (5 

industries) 

Mail survey 

140 valid responses  

 

t-test and stepwise 

discriminant analysis 

% of total profit from 

exporting and export 

sales 

There was a positive relationship with both dependent 

variables when firm size was measured based on number of 

export employees and a negative relationship with % of 

total profit from exporting when firm size was based on 

total number of employees. 

Louter et al. 

(1991) 

Consumer and 

industrial 

markets from 

The 

Netherlands 

Mail survey 165 

usable responses 

LISREL Analysis  

 

Export success 

(export/sales ratio, 

degree of export 

profitability, relative 

export profitability) 

Although firm size influenced the export behavior, export 

success did not vary with the size of the company but with 

the type of industries. 

Naidu and 

Prasad (1994) 

Wisconsin 

manufacturing 

firms ( both 

exporters and 

non-exporters)  

mail survey 1156 

usable responses 

Step-wise logistic 

regression 

Export performance 

trends 

No association with export performance trends was found 

when the firm size was measured based on number of 

employees. 

Nakos et al. 

(1998) 

 

exporting 

SMEs in 

Greece 

Mail survey 

125 usable 

responses 

Multiple regression and 

Bivariate regression 

analysis 

Export performance 

(profit and size 

measures) 

It was found that firm size had a positive and significant 

relationship with export performance which was based on 

percentage of firm sales obtained by exporting and 

profitability measures. 

Shoham and 

Albaum (1994) 

manufacturing 

firms in 

Denmark 

Random sampling 

Mail Survey 

456 responses 

 

Regression Analysis 

 

Export performance 

(sales, growth and 

profitability) 

For consumer goods, negative relationship between number 

of export employees and export sales was reported 

regardless of the level of transfer of marketing methods. 



 

Appendix 2.2 continued: Summary of Studies concerning the Effect of Firm Size (Number of Employees) on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Wolff  and Pett 

(2000) 

 

small firms 
(trade 

association 

member firms) 

in Midwestern 

U.S State. 

Mail survey 242 

complete responses  

 

ANOVA export intensity Export intensity of very small firms was no different from 

that of either medium or large sized firms. Regarding export 

sales and total sales, medium sized firms exhibit 

significantly greater export sales and total sales than very 

small firms but are significantly lower in both areas than the 

larger firms. 

 

Appendix 2.3: Summary of Studies concerning the Effect of Export Experience on Export Performance 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

da Rocha et al.  

(1990) 

 

Exporters of 

furniture 

industry in 

Brazil 

Structured survey 

Interview. 

45 Companies 

Discriminant analysis Aggressive and  

passive exporters 

Export experience differentiates between aggressive and 

passive exporters. The aggressive exporters tend to have 

longer export experience. 

Diamantopoulos 

(1988) 

 

Scottish food 

and beverage 

industry 

48 companies 

provided usable 

replies 

 

Correlation analysis, 

chi-square, t-test, 

discriminant analysis 

Degree of export 

involvement (export 

intensity) 

No differences with export involvement exist in relation to 

export experience. 

Kaynak and 

Kuan  (1993) 

 

Taiwanese 

manufacturing 

firms (5 

industries) 

Mail survey 

140 valid responses 

 

t-test and stepwise 

discriminant analysis 

Export profitability There was a negative association between years engaged in 

exporting and export profitability. However, no association 

was found with export sales, percentage of total sales from 

exporting and percentage of total profit from exporting. 

 

 

 



 

Appendix 2.3 continued: Summary of Studies concerning the Effect of Export Experience on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Li  and 

Ogunmokun 

(2000) 

Exporting firms 

in China 

Mail survey 

111  completed 

responses 

Multiple regression 

analysis  

Export performance 

(sales, growth and 

profitability) 

The moderating effect of international business experience 

on export performance was found. Firms with short 

experience in exporting are more likely to adapt their export 

operations in a flexible way that in turn lead to export 

success. 

Madsen (1987) 

 

Analysis of 17 

export studies 

N/A A slightly modified 

version of the strategy-

structure-performance 

(SSP) used. 

Export performance There are some supporting findings that increased 

knowledge of export marketing (operationalised by the  

number of contacts abroad and number of years of serious 

export activities) will increase the firm’s export 

performance particularly export sales. 

Madsen (1989) 

 

Danish 

exporters 

manufacturing 

industries (60% 

industrial 

products and 

40% consumer 

products) 

Mail survey 134 

responses from 

SMEs  

Step-wise multiple 

regression analysis 

Export performance 

(export sales, growth 

and profitability) 

Export experience has a strong positive relationship with 

export performance and is the most explanatory variable 

among the firm variables. 

Naidu and 

Prasad (1994) 

 

Wisconsin 

manufacturing 

firms (both 

exporters and 

non-exporters 

mail survey 1156 

usable responses  

 

Step-wise logistic 

regression 

The likelihood of 

regular exporters and 

export performance 

trends 

The longer export experience was associated with regularity 

of export activities but there was a negative association 

between export experience and performance trends. 

Nakos et al. 

(1998) 

 

exporting SMEs 

in Greece 

Mail survey 

125 usable 

responses 

Multiple regression and 

Bivariate regression 

analysis 

Export performance 

(% of firm sales 

obtained by exporting 

and profitability 

measures) 

It was found that firm international experience has no 

significant relation with export performance possibly due to 

non-linear nature of experience/ performance 

relationships. 

 

 



 

Appendix 2.4: Summary of Studies concerning the Effect of Firms’ Organizational Structure on Export Performance 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Beamish et al. 

(1999) 

Top 500 

Australian 

exporters from 

various 

industries 

Mail survey  

185 usable 

responses 

Correlation analysis and 

regression analysis 

 Export performance 

(export revenue, 

export intensity and 

export growth) 

Firms that establish organization units to support exports 

achieve greater export revenue. 

Christenson et 

al. (1987) 

 

Brazilian 

exporters of 

manufactured 

goods 

Personal and 

telephone 

interview  

152 responses 

Multivariate linear 

discriminant analysis 

(time series research 

design) 

Successful vs.  ex-

exporters 

It was found that successful exporters delegated more 

responsibility to lower hierarchical level than those firms 

that stopped to export. 

Kaynak and 

Kuan  (1993) 

 

Taiwanese 

manufacturing 

firms (5 

industries) 

Mail survey 

140 valid 

responses from  

 

t-test and stepwise 

discriminant analysis 

Export  sales, export 

profitability, % of 

total profit from 

exporting and % of 

total sales from 

exporting 

More formalized and fatter export organizational structure 

were likely to achieve a higher percentage of total sales 

from exporting but no significant relationship with other 

three export measure was found. 

Samiee and 

Walters (1990) 

 

US exporters (10 

various 

industries) 

145 usable 

responses 

Chi-square and t-test export proportion of 

sales and number of 

export markets 

Export organization settings and performance were related 

to export proportion of sales and number of export markets 

but not with export profitability. The relationship was 

stronger between export specificity of small firms and 

export proportion of sales.  

 

 

 

 



 

Appendix 2.5: Summary of Studies concerning the Effect of Information Usage on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Gemünden 

(1991) 

 

50 studies in 18 

countries 

N/A Meta analysis Export success 

(export intensity, 

export growth) 

It was also concluded that export-oriented information 

activities had a positive relationship with export success. 

Hart and Tzokas 

(1999) 

Facilitating 

goods, original 

equipment and 

capital goods 

manufacturing  

SMEs 

50 usable mail 

survey 

Factor analysis 

Correlation coefficient 

Export performance 

(Ratio of export sales 

to total sales and the 

ratio of export profits 

to company profits) 

The more general infrastructure information is significantly 

related to both performance measures. More formal 

information collection vehicles such as survey, seminar, test 

marketing are significantly related to both export 

performance measures. 

Koh  et 

al.(1993) 

Thai exporters in 

the canned food 

industry, the 

electronic, 

electrical 

industry 

Systematic 

random sampling 

33 usable 

responses 

Frequency and t-test Frequency of 

conducting 

international market 

research 

69.7% of firms started exporting by actively conducting 

research about overseas market. Personal visit to foreign 

market is mainly used in conducting international 

marketing research.  

Yeoh (2000) Various 

industries 

U.S exporting 

firms (mostly 

small firms) 

Two wave 

mailing method 

180 survey 

Factor analysis two 

group mean analysis 

and standardized 

regression 

Export performance 

(growth in export 

volume and export 

intensity) 

The amount of information search is positively related to 

export performance. Export performance is significantly 

and positively related to the use of personal and quasi-

government information source.  

 

 

 

 

 



 

Appendix 2.6: Summary of Studies concerning the Effect of Managers’ Objective Characteristics on Export Performance 

 

Author (s), 

year 

Population/ 

industry 

Method/ 

usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Axinn (1988) 

 

manufacturing 

firms in Ontario 

and Michigan 

 

Mail survey  

81 usable 

responses 

Regression analysis Percentage of sales Most of the variables which are significantly related to 

export performance are manager-related. There is a positive 

relationship between export performance and percentage of 

managers with overseas work experiences.  

 Kaynak and 

Kuan (1993) 

 

Taiwanese 

manufacturing 

firms (5 industries) 

Mail survey 

140 valid 

responses 

t-test and stepwise 

discriminant analysis 

Export  sales, export 

profitability, % of 

total profit from 

exporting and % of 

total sales from 

exporting 

The age of decision makers was positively related to 

percentage of total profit from exporting. Export decision 

makers of high performers (in terms of export sales) were 

younger and had more frequent foreign traveling 

experience. Firms with those managers who had a good 

command of foreign language tend to have higher export 

profitability but their formal education was negatively 

related to export profitability. 

Leonidou et al. 

(1998) 

 

Analysis of 46 

empirical studies 

reported in 44 

articles. 

(covered period 

from 1960 to 1995) 

N/A N/A N/A The managerial characteristics were classified into 

objective and subjective characteristics. The most widely 

investigated variables were of an objective nature. There 

were inconsistent findings regarding the impact of 

managerial influence on exporting. 

Luz (1993) 

 

Brazil-based 

manufacturing 

firms 

31 usable 

responses  

 

Correlation coefficient, 

step-wise regression  

5 year growth of 

export sales 

Exporters that employ export managers who have formal 

training in international business will show greater growth 

than exporters that do not. No relationship between 

manager’s export motives and export growth was found. 

 

 

 

 

 



 

Appendix 2.6 continued:  Summary of Studies concerning the Effect of Managers’ Objective Characteristics on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Nakos et al. 

(1998) 

 

Exporting SMEs 

in Greece. 

Mail survey 

125 usable 

responses 

Multiple regression and 

Bivariate regression 

analysis 

Export performance 

(profitability 

measures and 

percentage of firm 

sales obtained by 

exporting) 

Most managerial characteristics such as educational level, 

international experience, and foreign language skill had a 

positive and significant relationship with export 

performance. But there was no significant relationship 

between age of managers and percentage of export sales 

and there was a negative relationship between age of 

managers and profitability measures. 

Schlegelmilch  

and Crook 

(1988) 

UK mechanical 

engineering 

companies 

Mail survey 

130 completed 

responses 

Multiple regression 

analysis 

Export intensity Export intensity is positively related to the number of senior 

managers who speak a foreign language. 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Appendix 2.7: Summary of Studies concerning the Effect of Managers’ Subjective Characteristics on Export Performance 

 

Author 

(s), year 

Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent 

variables 

Relevant results and conclusion 

Aaby and Slater 

(1989) 

manufacturing 

firms in Ontario 

and Michigan 

 

Mail survey  

81 usable 

responses 

Regression analysis Percentage of sales It was found that there was a positive and significant 

relationship between managers’ perceived relative advantage, 

and export performance. In addition, the lower perceived 

complexity of exporting could lead to better performance.  

Baldauf et al. 

(2000) 

Austrian firms Mail survey  

184 usable 

surveys  

 

 Multiple regression 

analysis 

Export 

performance 

(export 

effectiveness, 

export sales and 

export intensity) 

Although perceived environmental effects do not appear to 

have a strong impact on export performance, certain 

organizational characteristics and management motives 

appear to be the most useful antecedents of export 

performance. 

Cavusgil (1984) Manufacturing 

firms in 

Wisconsin , US 

Mail survey  

175 exporting 

firms  

Multiple Classification 

Analysis and Automatic 

interaction detector 

analysis 

Level of export 

activity (percentage  

of sales exported 

by the firm) 

It was found that expectations of managers regarding profit, 

growth, security of market and security of investments were 

intercorrelated. Thus, only profit expectation was included in 

the statistical analysis. More favorable mangers’ perception of 

profit expectation contributed to high level of export sales. 

Cavusgil and 

Zou (1994) 

Export managers 

on Illinois, 

Indiana, 

Michigan, Ohio 

and Wisconsin. 

In depth personal 

interview 

202 export 

ventures  

Exploratory factor 

analysis, 

confirmatory factor 

analysis and  SEM 

Export 

performance 

(measures of both 

strategic and 

economic) 

It was found that management commitment had a direct 

impact on export performance. 

 

 

 

 

 

 

 



 

Appendix 2.7 continued:  Summary of Studies concerning the Effect of Managers’ Subjective Characteristics on Export Performance 

 
Author 

(s), year 

Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Christenson et 

al. (1987) 

Brazilian 

exporters of 

manufactured 

goods 

Personal and 

telephone 

interview  

152 responses  

 Multivariate linear 

discriminant analysis 

(time series research 

design) 

Successful exporters 

(continuance of 

exporting) 

The successful exporters considered less important about 

obstacles such as financial incentives, strength of 

international competition, internal obstacles and the need to 

service domestic demand.  

Francis and 

Collins-Dodd 

(2000) 

 

SMEs in Canada 

(Information 

technology and 

Telecom) 

88 usable mail 

survey 

Contingency 

framework 

Regression correlation 

Performance (export 

intensity, export 

sales, export intensity 

growth and export 

growth margin 

profitability) 

 

The results suggested that there was a positive relationship 

between proactive export orientation and export 

performance whereas there was no or negative association 

with conservative export orientation. 

Katsikeas et al. 

(1996) 

food export 

manufacturers in 

Greece 

Personally 

administered 

interview 

87 responses  

 Ordinary least squares 

regression procedure 

Perceived values of 

export performance 

(market share, sales 

volume and profit)  

Export stimulus dimension of national export policy was 

positively related to export performance and perception of 

export problems such as communication with export market 

has a negative relationship with export performance. 

Perception of competitive advantages such as marketing 

capability was positively and directly related to export 

performance. 

 Kaynak and 

Kuan (1993) 

 

Taiwanese 

manufacturing 

firms (5 

industries) 

Mail survey 

140 valid 

responses 

t-test and stepwise 

discriminant analysis 

Export  sales, export 

profitability, % of 

total profit from 

exporting and % of 

total sales from 

exporting 

The decision makers of high performing firms (export 

profitability) were found to consider exporting as a 

profitable business. The decision makers who considered 

exporting as a major daily task achieved higher 

performance.  

 

 



 

Appendix 2.7 continued: Summary of Studies concerning the Effect of Managers’ Subjective Characteristics on Export Performance. 

 
Author 

(s), year 

Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Luz (1993) 

 

Brazil-based 

manufacturing 

firms 

31 usable 

responses 

 

Correlation coefficient, 

step-wise regression  

5 year growth of 

export sales 

Management motivation was not significantly associated 

with export sales growth. Moreover, it showed that no 

significant correlation between export sales growth and 

managerial perceptions of the importance of competitive 

pricing. 

Raven  et 

al.(1994) 

 

small sized 
independent 

export 

companies 

distributing 

agricultural 

commodities in a 

western U.S 

State 

Mail survey 

118 usable 

responses 

 

Factor analysis 

Regression analysis, 

correlation analysis 

Satisfaction and 

performance 

Perceived environmental uncertainty has impact on 

satisfaction and performance in export channel. Higher 

level of decision making uncertainty will have a greater 

negative effort on satisfaction and performance in export 

channels than in domestic channels. 

Schlegelmilch 

and Cook 

(1988) 

UK mechanical 

engineering 

companies 

Mail survey 

130 completed 

responses 

Multiple regression 

analysis 

Export intensity Although managerial attitudes could be employed to 

categorize as either exporter or non-exporter but unable to 

explain the magnitude of export intensity. 

Styles  and 

Ambler(2000) 

SMEs in UK and 

Australia 

Manufacturing 

firms 

434 usable 

responses 

Correlation matrix, 

Confirmatory Factor 

Analysis (CFA) and 

SEM. 

Business 

performance   

(sales, profitability 

etc)  

Positive relationship was found between market 

commitment and export performance. But the relationship 

between market commitment and export performance 

appeared to vary depending on the country exported. 

 

 

 

 

 

Comment [t1]: Should it be export 

performance? Performance measures are 

not discussed. 



 

Appendix 2.8: Summary of Studies concerning the Effect of External Market Environments on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Cavusgil and 

Zou (1994) 

Export managers 

on Illinois, 

Indiana, 

Michigan, Ohio 

and Wisconsin. 

In depth personal 

interview with 

managers from 

202 export 

ventures  

Exploratory factor 

analysis, 

confirmatory factor 

analysis and SEM. 

Export performance 

(measures of both 

strategic and 

economic) 

It was proposed that external market environment such as 

export market competitiveness and the degree of 

technology orientation of industry had indirect effect on 

export performance by influencing the export marketing 

strategy. 

Holzmüller and 

Kasper (1991) 

 

Austrian 

exporters in 

manufacturing 

sector. 

Telephone 

interview 

103 responses  

Regression analysis and 

causal analytical model 

Change in export 

ratio and export ratio 

in 1986 

The line of industry in terms of manufacturing complexity 

tended to have a positive influence on export performance. 

Kaynak and 

Kuan (1993) 

Taiwanese 

manufacturing 

firms (5 

industries) 

Mail survey 

140 valid 

responses  

 

t-test and stepwise 

discriminant analysis 

% of total profit from 

exporting and export 

sales 

Many variables of foreign market environments such as 

economic development of the country, favorable foreign 

exchange, restriction-free importing, pressure of price 

competitions and lower employment rates discriminate 

between high and low export performers. 

Li and 

Ogunmokun 

(2000) 

Small, medium 
and large firms 

fro China 

Mail survey 

complete 

responses from 

111 exporters. 

Multiple regression 

analysis 

Export performance 

(sales, growth, 

profitability) 

The relationship between flexibility and export performance 

is stronger in environments characterized by intense 

competitive rivalry than by mild competitive rivalry. 

Madsen (1987) 

 

Analysis of 17 

export studies 

 A slightly modified 

version of the strategy-

structure-performance 

(SSP) used. 

Export performance It was concluded that there was unclear results regarding 

the relationship between export market attractiveness and 

export performance. But negative relationship was found 

between physical distance to market and trade barrier and 

export performance.  The association between domestic 

market attractiveness and export performance seemed to be 

situation-specific. 

 

 

 

 



 

Appendix 2.8 continued: Summary of Studies concerning the Effect of External Market Environments on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Madsen (1989) 

 

Danish 

exporters 

manufacturing 

industries (60% 

industrial 

products and 

40% consumer 

products) 

Mail survey 134 

responses from 

SMEs  

Step-wise multiple 

regression analysis 

Export performance 

(export sales, growth 

and profitability) 

The results indicated that although there was no immediate 

association between the amount of export barrier and export 

performance, there was a strong association between export 

market attractiveness and export sales. 

McGuinness 

and Little 

(1981) 

Manufacturers of 

industrial 

products in 

Canada 

Personal and 

telephone 

interview and 

mail survey 

82 usable 

responses 

Factor analysis and 

multiple regression 

analysis 

Export performance  

(foreign sales 

intensity) 

The tariff imposed on new product had negative influence 

on export performance of Canadian firms but it seemed to 

be  an insignificant obstacle to lower technology firms and 

to firms exporting to markets other than the U.S. 

Pope (2002) Small firms 
from California , 

US 

Mail survey 

137 usable 

responses 

Two-way ANOVA Export as a 

percentage of total 

sales 

The results showed that there was positive and significant 

association with declining domestic sales and saturated 

domestic market and the level of export as a percentage of 

total sales. 

Styles and 

Ambler (1994) 

Winners of the 

1992 Queen’s 

Award for 

Export 

Achievement 

UK exporters 

67 responses Chi-square Export performance 

(export growth and 

intensity over 3 

years, export 

intensity compared to 

competitors etc) 

It was found that market infrastructure problems varied 

based on economic development of the country. Despite the 

fact that sampled UK firms faced infrastructure problems, 

they still could manage to succeed. It was shown that 

assistance by government and governmental agencies were 

little importance to success factors of UK firms.  

 

 

 



 

 

Appendix 2.9:  Summary of Studies concerning the Effect of Firms’ Objectives and Goals on Export Performances 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Axinn (1988) 

 

manufacturing 

firms in Ontario 

and Michigan 

 

Mail survey  

81 usable 

responses 

Regression analysis Percentage of sales Contrary to previous studies, no relationship between firm’s 

goals and export behavior of firm was found. 

Moon and Lee 

(1990) 

 Korean 

electronic 

manufacturing 

firms in Seoul 

and In-Cheon. 

 

Personal 

interview (Quota 

sampling) 

52 usable 

responses 

Multiple discriminant 

analysis 

Export development 

stage 

Management’s expectation and perceptions on achievement 

of business goals is related to export development stages. 

 

 

 

 

 

 

 

 

 

 



 

Appendix 2.10:  Summary of Studies concerning the Effect of Market Expansion Strategies on Export Performance 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Axinn (1988) 

 

manufacturing 

firms in Ontario 

and Michigan 

 

Mail survey  

81 usable 

responses 

Regression analysis Percentage of sales There was a strong relationship between worldwide 

market coverage and export performance 

Baldauf et al. 

(2000) 

 

Austrian firms 184 usable  mail 

responses 

Multiple regression 

analysis 

 Export performance 

(export effectiveness, 

export sales and export 

intensity) 

The findings suggested that one route to higher export 

performance might be expanding the geographical scope 

of market coverage. 

Cooper and 

Kleinschmidt 

(1985) 

electronics 

industry in 

Canada 

Personal 

interviews  

142  Canadian 

firms 

MANOVA ANOVA 

 

Export intensity and 

export growth 

It was indicated that firms exporting to a large number of 

countries consistently outperformed the firms exporting 

to one or a few countries. 

Lee and Yang 

(1990) 

small and 

medium high-

tech 

manufacturing 

firms 

in Washington 

and Oregon. 

Field interviews 

52 responses 

One way analysis of 

variance 

Export performance 

(export level, relative 

export growth and 

relative export 

profitability) 

Only perceived export growth rate relative to domestic 

growth rate showed significant differences across market 

expansion strategy. Market diversification showed the 

best performance in all measures and the market 

concentration showed the poorest performance in all 

export measures except perceived export growth 

measures. 

Louter et 

al.(1991) 

Consumer and 

industrial 

markets from 

The Netherlands 

Mail survey 165 

usable responses 

 

SEM 

 

Export success 

(export/sales ratio, 

degree of export 

profitability, relative 

export profitability) 

It was suggested that the number of countries exported to 

differs with the type of industry. Thus, market 

concentration or spreading depends on the specific 

situation. 

Nakos et al. 

(1998) 

 

exporting SMEs 

in Greece 

Mail survey 

125 usable 

responses 

Multiple regression and 

Bivariate regression 

analysis 

Export performance (% 

of firm sales obtained 

by exporting and 

profitability measures) 

It was found that foreign market coverage had a positive 

and significant relationship with export performance. 



 

Appendix 2.11: Summary of Studies regarding the Impact of Competitive Strategies on Export Performance 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Albaum and Tse 

(2001) 

 

Exporting firms  

from HK’s top 

six export 

product 

categories 

183 responses 

mail survey 

Ordinary Least Square 

(OLS) regression 

analysis 

Export performance 

(market share and 

profitability 

compared with 

competitors and 

expectations) 

It was supported that a firm’s performance is positively 

related to the firm’s competitive advantage in marketing 

strategy. The relationship is stronger when market share 

measure was used. It was found that advantage in product 

and positioning strategy exerts significant effects on market 

share measures. 

Baldauf et al. 

(2000) 

 

Austrian firms 184 usable  mail 

responses 

Multiple regression 

analysis 

 Export performance 

(export effectiveness, 

export sales and 

export intensity) 

The results showed that a positive relationship between the 

use of differentiation strategy and export effectiveness of 

organization and a negative relationship between the use of 

low cost strategy and the export effectiveness of 

organization. A negative relationship between the use of 

differentiation strategy and export intensity and export sales 

of the organization was also revealed. 

Li  and 

Ogunmokun 

(2001) 

Exporting firms 

in China 

Mail survey 

111  completed 

responses 

Multiple regression 

analysis  

and factor analysis 

Export performance 

(sales, growth and 

achievement of 

strategic goals) 

It was found that firm resources and firm capabilities 

enhance export competitive advantage. A high 

differentiation advantage contributes only to export 

ventures’ strategic goal achievement and a low- cost 

advantage contributes solely to 

export ventures’ sales and growth performance 

Louter et al. 

(1991) 

Consumer and 

industrial 

markets from 

The Netherlands 

Mail survey 165 

usable responses 

 

SEM 

 

Export success 

(export/sales ratio, 

degree of export 

profitability, relative 

export profitability) 

Focus strategy was found to be either satisfactory or very 

profitable in all sample firms which used the focus strategy. 

 

 

 

 



 

Appendix 2.11 continued: Summary of Studies regarding the Impact of Competitive Strategies on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Moen (2000a) Norwegian 

industrial firms 

with less than 

250 employees 

Mail survey 335 

complete 

responses 

t-test and chi-square 

Structural Equational 

Models 

Export performance 

(various subjective 

measures) 

Small firms using niche focus strategy by focusing on 

personal selling and product quality generate a positive 

impact on export performance. 

 

Namiki  (1988) 

 

US computer 

hardware 

manufacturers 

 

63 responses  

Mail survey  

Factor Analysis and 

One way of Analysis of 

variance 

Degree of overall 

success in exporting 

(subjective measures) 

It was found that a differentiation focus or innovative 

differentiation achieved better export performance than 

those following a market differentiation strategy. 

Piercy et 

al.(1998) 

 

small and 

medium sized 
British 

manufacturing 

firms 

312 complete 

and usable 

responses  

 

Mean scores 

export venture as a unit 

of analysis 

Superior export 

performance 

(high/low 

performers) (sales 

volume, market share 

and profitability) 

Competitive skills and competitive resources in exporting 

are sources of competitive advantages that lead to export 

performance. It was also indicated that very large 

differences in competitive performance in exporting appear 

to be driven by relatively small differences in product and 

service and in competitive skills and resources. 

 

 

 



 

Appendix 2.12: Summary of Studies regarding the Impact of Export Marketing Strategies on Export Performance 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Albaum and Tse 

(2001) 

 

Exporting firms  

from HK’s top 

six export 

product 

categories 

183 responses 

mail survey 

Ordinary Least Square 

(OLS) regression 

analysis 

Export performance 

(market share and 

profitability 

compared with 

competitors and 

expectations) 

No significant relationship was found between the current 

level of adaptation of marketing mix strategies and any of 

the four performance measures. 

Bilkey (1987a) U.S. machinery 

manufacturers 

936 export cases 

from 156 firms 

Descriptive analysis Export profitability It was suggested that the most profitable prices for products 

exported to more price-elastic foreign markets should be the 

same as or higher than home country prices. The adaptation 

of firm’s export channels and dealers support tended to 

contribute high profitability.  

Cavusgil and 

Zou (1994) 

Export managers 

on Illinois, 

Indiana, 

Michigan, Ohio 

and Wisconsin. 

In depth personal 

interview 

202 export 

ventures  

Exploratory factor 

analysis, 

confirmatory factor 

analysis and SEM 

Export performance 

(measures of both 

strategic and 

economic) 

Performance in export venture is enhanced when there are 

product adaptation to customer requirements and strong 

support to foreign distributors or subsidiary. Moderate and 

inverse relationship was found between promotion 

adaptation and export performance. Competitive pricing is a 

minor determinant of export performance. 

Christenson et 

al. (1987) 

 

Brazilian 

exporters of 

manufactured 

goods 

Personal and 

telephone 

interview  

152 responses  

 Multivariate linear 

discriminant analysis 

(time series research 

design) 

Successful exporters 

(continuance of 

exporting) 

Successful exporters were found to rely more on the 

international competitive prices and used more 

intermediaries than ex-exporters. 

 



 

Appendix 2.12 continued: Summary of Studies regarding the Impact of Export Marketing Strategies on Export Performance 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Donthu and Kim 

(1993) 

US small and 

medium 

manufacturing 

firms  

640 responses Discriminant analysis Export performance 

(export growth) 

It was supported that customized product adaptation 

policy for exporting is positively related with export 

growth. 

Gemünden 

(1991) 

 

50 studies in 18 

countries 

Meta analysis  Export success (export 

intensity, export growth 

and export profitability) 

Nineteen out of 50 studies revealed that export-oriented 

product adaptation and services are one of the four 

prominent success factors in previous studies. 

Kaynak  and 

Kuan (1993) 

Taiwanese 

manufacturing 

firms ( 5 

industries) 

Mail survey 

140 valid 

responses  

 

t-test and stepwise 

discriminant analysis 

% of total profit from 

exporting and export 

sales 

It was found that pricing discrimination and product 

adaptation were positively related to export 

profitability. It was also indicated that product 

adaptation has a negative association with percentage 

of total sales from exporting and percentage of total 

profit from exporting.  

Kirpalani and 

Macintosh  

(1980) 

 

Canadian and 

American firms 

as Firm as a unit 

of analysis 

24 Canadian and 

10 American 

firms 

personal 

interview 

Factor analysis, 

Correlation and 

multiple regression 

analysis 

Success (sales growth 

over the past 5 years,  

level of export activity, 

ratio of export sales to 

total sales, relative to 

the average among its 

domestic competitors. 

There was a significant association between pricing 

policies, promotional effort, and product type and 

export success. Product sophistication and product 

lines were negatively associated with success. 

However, distribution strategy such as quality and 

compensation of dealers did not have a significant 

relationship with success.  

Louter et 

al.(1991) 

Consumer and 

industrial 

markets from 

The Netherlands 

Mail survey 165 

usable responses 

 

SEM 

 

Export success 

(export/sales ratio, 

degree of export 

profitability, relative 

export profitability) 

The sample firms preferred a less standardized 

approach. It was found that a standardized product, 

promotion and distribution policy improved export 

profitability in certain industries. 

Madsen (1987) 

 

Analysis of 17 

export studies 

 A slightly modified 

version of the 

strategy-structure-

performance (SSP) 

used. 

Export performance Product adaptation was found to be correlated 

positively with export performance. It was concluded 

that communication intensity and channel support had 

a positive association with export performance. 



 

Appendix 2.12 continued: Summary of Studies regarding the Impact of Export Marketing Strategies on Export Performance 

 

Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Madsen (1989) 

 

Danish 

exporters 

manufacturing 

industries (60% 

industrial 

products and 

40% consumer 

products) 

Mail survey 134 

responses from 

SMEs  

Step-wise multiple 

regression analysis 

Export performance 

(export sales, growth 

and profitability) 

The results showed that price competitiveness in export 

market marginally affected the export performance. 

Shoham (1996) 

 

manufacturing 

exporters in US. 

81 responses 

from Mail survey 

10 in-depth 

interview 

Two-stage regression 

analysis 

Export performance 

(sales, sales change, 

profit and profit 

change) 

Adaptation of most marketing mixes enhances export 

performance except number of product items and 

promotional budget. Adaptation of product quality, services 

and design are not associated with export performance. 

There are mixed supports for how planning moderates the 

impact of adapted strategy on export performance. 

Shoham and 

Albaum (1994) 

manufacturing 

firms engaged in 

export activities 

Random 

sampling 

Mail Survey 

456 responses 

 

Regression Analysis 

 

Export performance 

(sales, growth and 

profitability) 

It was revealed that adaptation of marketing strategies are 

superior to transference of strategies even after controlling 

for the cultural distance to the major export markets, for the 

type of export products and for firm size. 

Styles and 

Ambler (1994) 

Winners of the 

1992 Queen’s 

Award for 

Export 

Achievement 

UK exporters 

67 responses Chi-square Export performance 

(export growth and 

intensity over 3 

years, export 

intensity compared to 

competitors etc) 

The results suggested that if a firm offered a high quality 

product that meets customer needs, country-specific 

adaptation of either product or advertising was not 

necessary for success. 

 

 

 



 

Appendix 2.13: Summary of Studies concerning the Effect of Technological Resources on Export Performance 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Cavusgil (1984) 

 

Manufacturing 

firms in 

Wisconsin, US 

Mail survey  

175 exporting 

firms   

Multiple Classification 

Analysis and Automatic 

interaction detector 

analysis 

Level of export 

activity (percentage 

of sales exported by 

the firm) 

There was a significant relationship between technology 

intensiveness of firm’s industry and level of export activity.  

Chetty (1993b) 

 

Analysis of 111 

export studies 

between 1978-

1991 

(extension of 

Aaby (1989)’s 

work) 

N/A Meta-analytic vote 

counting method 

Export performance Thirteen out of 14 studies showed that firm’s technology 

was positively associated with export performance. 

Christenson 

(1987) 

 

Brazilian 

exporters of 

manufactured 

goods 

Personal and 

telephone 

interview  

152 responses  

 Multivariate linear 

discriminant analysis 

(time series research 

design) 

Successful exporters 

(continuance of 

exporting) 

Product quality was the firm characteristic that most 

discriminate between successful exporters and ex-exporters. 

Gemünden 

(1991) 

 

50 studies in 18 

countries 

N/A Meta analysis Export success 

(export intensity, 

export growth) 

It was found that there was a positive relationship between 

intensity of R&D and export intensity but not with export 

growth. 

 

 

 

 

 

 

 

 



 

Appendix 2.13 continued: Summary of Studies concerning the Effect of Technological Resources on Export Performance 

 

 
Author(s), year Population/ 

industry 

Method/ usable 

responses 

Analytical approach Dependent variables Relevant results and conclusion 

Kaynak (1993) 

 

Taiwanese 

manufacturing 

firms (5 

industries) 

Mail 

questionnaire 

140 valid 

responses from  

 

t-test and stepwise 

discriminant analysis 

Export sales, % of 

total profit from 

exporting and % of 

total sales from 

exporting 

There is a negative relationship between export product 

technology intensity and export sales.  

Madsen (1987) 

 

Analysis of 17 

export studies 

N/A A slightly modified 

version of the strategy-

structure-performance 

(SSP) used. 

Export performance There was no relationship between technology intensity and 

export performance existed. 

Madsen (1989) 

 

Danish 

exporters 

manufacturing 

industries (60% 

industrial 

products and 

40% consumer 

products) 

Mail survey 134 

responses from 

SMEs  

Step-wise multiple 

regression analysis 

Export performance 

(export sales, growth 

and profitability) 

General resources and technology content of product do not 

exhibit any direct relationship with performance. 
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