Abstract

The increasing tendency towards a global economsyldthto a surge in international
trade as more and more countries engage in lage-sxport/import activities.

Exports now account for a substantial portion ohynaations’ economies, and their
growth and overall economic well being have beca®gendent on the performance
of their exporting firms. As a result, export matikg has received considerable
attention over the past decades, and governmengsyvelvere provide export

promotion programs with the objective of helpingeithfirms overcome export

barriers and improve their strategy in order to rowe their performance in the
international arena.

Although governmental export promotion has becomech of government policy

throughout the world and has received increasirsgaieh attention over the past
decades, research studies that measure the efieetisy of export promotion
programs, as well as the impact that firms’ satisbm with export promotion

programs has on export performance, are limitetlis @dissertation aims to broaden
the scope of export promotion knowledge by incampinog satisfaction with export

promotion programs, export marketing strategy, amgort performance into an
integrated model and empirically investigating ttheect and indirect impacts of
satisfaction with export promotion programs on 8inexport performance. To

improve the effectiveness of export promotion paogs, this study offers a new
perspective to the analysis called “perceived gapd it applies satisfaction theory to
operationalize this concept. Level of satisfactigfiers to how well the export
promotion programs deal with the export activitiest exporters find important. The
size of the perceived gap is then related to theoexsuccess of firms. Large
perceived gaps indicate that the government assesfarogram does not match firms’
expectations, and they do not consider the progteetpgul.

This study is specifically concerned with manufaicty firms that export non-
commodity products, and with trading firms. A msuirvey was conducted to obtain
primary data from Thai exporting firms from 13 irstities. A sample of 2,345 firms
was randomly drawn from exporter directories of tBepartment of Export
Promotion of Thailand, from which 370 usable questaires were returned. Path
analysis was employed to test the relationshipsngmvariables. Cluster analysis was
used to examine the extent to which firms achiethexd objectives for their export
business when they exhibited different levels atpwed gaps.

Hypotheses were divided into two groups, confirmat@nd original. Confirmatory
hypotheses tested the results against those ofopeestudies and were warranted
because almost all previous studies had been ctewlucthe advanced economies of
Europe and the USA. The results showed that alficoatory hypotheses to extend
previous research in the context of a developinghty are supported. Significant,
positive relationships were found to exist betwdems’ export involvement and
export marketing strategy (both general exporttesgpgaand marketing mix strategy)
and the firms’ subjective export performance. Hipeses that pertain to the original
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research questions investigated in the study imdbl¢he relationship between
perceived gap and export performance, and thegnastly supported by the findings.

The predicted negative relationship between peeckiyaps associated with export
promotion programs, marketing mix strategy and ecibje performance are

supported, whereas the hypothesized negative ae#dtip between perceived gaps
associated with export promotion programs and g@tnekport strategy is not

supported. Moreover, the findings fully suppore thypothesis that involved the
levels of perceived gap in relation to the levdlexport performance. The findings
indicate that firms with lower levels of perceivgap with export promotion programs
achieved higher levels of subjective performanantfirms with higher gap levels.

The research results provide evidence that perdery@p, or satisfaction with

governmental export promotion programs, plays goontant role in the achievement
of export goals of firms.

Understanding the association between export immént of firms with export
marketing strategy and subsequently with exporfopeance, and understanding the
impact of satisfaction with export promotion pragsa on firms’ marketing mix
strategy and export performance, can aid expornption organizations to improve
their efforts in order to enhance the performarfaexporting firms.
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