Chapter 3

The Research Mode and Hypotheses For mulation

3.1 Introduction

The main purpose of this study is to investigate tmpact of firms’
satisfaction with governmental export promotion gyeams on firms’ export
performance. As reviewed in Chapter 2, a numbeprimr research projects have
studied the impact of the use of export promotiomgpams on export performance.
Few research projects have examined relationshipvdles firms’ satisfaction or
dissatisfaction with export promotion programs amgort performance. A model of
export performance integrating firm related factoas been constructed for this study
to examine the direct and indirect impact of firnevel of satisfaction with export

promotion programs on export performance.

3.2 Conceptual Model Development

A diagram of the proposed conceptual model for shisly was developed
in the literature review in the previous chapted am presented in Figure 3.1. A
review of the relevant literature suggests tham faxport performance is likely to be
highly correlated with firm’s satisfaction with exq assistance programs and the
firms’ export marketing strategy (Marandu 1995; i@kaddoha and Ali 2006). This
implies that satisfaction with export promotion iastmce potentially has a
relationship with export performance. Thus, thisdg examines factors that
influence firms’ satisfaction with export promotiggrograms and relates them to
export performance. It mainly analyzes the inmfaetween firm’s satisfaction with
export promotion programs, export marketing strategd export performance.

The conceptual research model for this study camlibieled into three
main parts as shown in Table 3.1. The first saet set of antecedents. There are two
independent variables consisting of the firms’ expavolvement and the firms’
satisfaction with export promotion programs. Drnagvion the extant literature on
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export promotion and export performance, a newatdei is developed which is
called the “perceived gap”. The perceived gaphis model is the value of the
satisfaction index, produced from the firms’ pettcap of importance of activities for
export operations times the firms’ level of dissiction with the export promotion
programs provided by the government agencies. ilBaiathe development of the
perceived gap development are discussed in setd, Chapter 4.

The second part of the model is the firms’ expodrketing strategy,
which is considered to be a mediating variable pdekxmarketing strategy is the key
factor influencing export performance (Cavusgil afal 1994) and is comprised of
two main strategic factors: general export strat@gy export marketing mix strategy.
The conceptual framework proposed in Figure 3.1wshthat export marketing
strategy is determined by factors that are botkrinatl and external to the firms.
Export involvement of the firms is an internal farcin the model, whereas the firms’
satisfaction with export promotion programs is présd as an external factor. The
third part of the model is subjective performanchkiolv is proposed as being a
consequence of the dependent variables. Simil&atusagil and Zou (1994), the
proposed conceptualization of this study posiiskabetween firms’ satisfaction with
governmental assistance and performance througloriexmarketing strategy,
highlighting the central role that export marketstgategy plays in performance. The
rational connections of all mentioned variabledwekport performance are examined
collectively and simultaneously, rather than onvatate basis.

This model proposes that subjective performanceirectly affected by
firm export involvement, perceived gap of exporomption programs, and export
marketing strategy, both general export strategy amarketing mix strategy.
Additionally, it is proposed that subjective perfance is indirectly affected by the
firm’s export involvement and the perceived gaperport promotion programs and
through the influence exercised by these variabfesxport marketing strategy. The
theoretical supporting background and conceptughitiens of all variables in this
framework will be discussed below.

A more detailed version of Figure 3.1 is shown iiguFe 3.2. The
research questions have been transformed into 8tlmgges. Arrows in the figure
indicate the direction of the hypothesized causdh§ The following section will
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discuss the conceptual definitions and the originthe five variables of interest, as

summarized in Table 3.1.

Table3.1
Main Part of Resear ch Conceptual M odel

Antecedents M ediator Conseguences
1. Firm export involvement Export Marketing Strategy  Firm Export Performance
2. Perceived gap (Value of e General export strategy ¢ Subjective performance
firms’ dissatisfaction index e Marketing mix strategy
with export promotion

programs)
Figure3.1
Resear ch Conceptual Model
Firm Export >
I nvolvement >
Export Firm
Marketing > Export
Strategy Performance
Perceived >

Gap

Before presenting a detailed description of the ettgyment of the
hypotheses, there will be a thorough explanatiothefmain variables of interest that
are incorporated in the model in order to undedsthe background and scope of the
next stage of the research. Firm export involvemnexport marketing strategy, and
export performance are first discussed, followedHsyperceived gap variable which
represents the major contribution of this studytila the control variables are
discussed. Conceptual definitions and the origihghe variables of interest are

summarized in Table 3.2.



Firm Export
I nvolvement

Perceived Gap

Figure3.2

Main Effectsin Research Conceptual Model

H2 (+)
Hla (+

(+) > General Export H3 (4) Firm Export

Strategy > Performance

l Performance
H5a (-) Be Marketing Mi
arketing Mix
H5Db (-) R Strategy H4 () .
H6 (-)

1

Firm characteristics

e Size

e Exporting experience
(Control Variables)
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3.2.1 Export involvement

Export involvement refers to the stage of exporetigoment that a firm
currently exhibits. Firms tend to go through a bemof stages as they become
increasingly involved in export operations. Themmer of stages of export
involvement proposed in prior research ranges ftlm@e to six. This study defines
export involvement is the degree of experiencefithe has in exporting by adapting
the model of export involvement proposed by Bilkg978) and Kotabe and Czinkota
(1992). The details of export involvement measweimusing in this study is
discussed in Section 4.2.5. Export involvementhis study is designed to examine
the impact of firms’ export involvement on their pext marketing strategy that
eventually influence export performance. The fravork of this study is partly built
on the internationalization model discussed in @raf, Section 2.2.2. This study
employs internationalization theory to explain estpmarketing strategy and export

performance at different stages of firms exporblagment.

3.2.2 Export marketing strategy

Traditionally, export marketing strategy has beesfinged in terms of
market selection (i.e., degree of worldwide oriéintaand market segmentation) and
product strategy (Cooper and Kleinschmidt 1985pnt€mporary marketing focuses
not only on product strategy but also on integratetketing activities, i.e., general
export strategy, identification of export customemsarketing research utilization,
export planning, export organization, product, @rigromotion and distribution
(Cavusgil and Zou 1994; Shamsuddoha and Ali 20@&; Znd Stan 1998). Export
marketing strategy in this study relates to twotdex the overall general export
strategy and export marketing strategy relatethéomarketing mix variables. Export
marketing strategies have been important predictbrexport performance. All
export marketing strategy-related studies have doarpositive relationship between
strategy and export success (Shamsuddoha and @#)20'he combined tendency in
the reviewed studies seems strong enough to camdloat the effect of export
marketing strategy on export performance is pasitiv
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3.2.3 Export performance

Export performance is defined as the extent to Wwlidirm’s objectives
(both economic and strategic) for exporting a pobdmto a foreign market are
achieved through the planning and execution of exgimategy(Cavusgil and Zou
1994). A variety of outcome measures have been proposddesmaluated in the
export performance literature. The one commonifigéh the more recent research is
that multiple measures are necessary to captureurtfgpie and valuable facets of
performance (Diamantopoulos 1999; Katsikeas, Lemnidand Morgan 2000;
Shoham 1998; Styles 1998; Zou and Stan 1998). k&tsiet al’'s (2000) review of
the export performance measurement literature ifteoht some categories of
performance outcomes: (1) economic measures baseshles, profits and market
share; (2) non-economic measures related to exparkets (such as number of
countries exported to), products and miscellangteras (including projection of
export involvement); and (3) generic subjective sueas (including perceived export
success, achievement of export objectives, satisfacwith specific export
performance indicators and in general).

Subjective measures enable a much wider range tfomes to be
addressed. Some researchers have argued for theiamcof managers’ perceptions
of the extent to which they have achieved theieotiyes as a bona fide measure of
performance, because they are the only one who &iiosir export goals (Seifert and
Ford 1989; White, Griffith, and Ryans 1998). FerthShoham (1998) found that
objective measures of sales, profits and growth serengly correlated with the
subjective measures of satisfaction with thesearnés. Only subjective measures of
export performance are adopted for this study basedthe contribution from
Katsikeas, Piercy and loannidis (1996)’'s measuntrsehema. Subjective measures
are the firms’ perception with regard to the achraent of export objectives (Lages
and Montgomery 2005; Shoham 1998) and satisfactith the trend of export
performance (Madsen, T.K. 1989)
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3.2.4 Perceived Gap of Export Promotion Programs

The perceived gap variable used in this study \®ld@ed to measure the
levels of satisfaction of firms with government exppromotion programs. The basic
concept used in developing the perceived gap dsneisimportance Performance
Analysis (Kotler 2003) and Fishbein’s MultiattrieuModel of attitude (Assael
1995).

Importance Performance Analysis proposes that ¢éneice quality of a
provider is related to customers’ service expeatatiand perceptions (Kotler 2003).
Customers compare the perceived service with thea®d service. If the perceived
service falls below the expected service, custorasrslisappointed. If the perceived
service meets or exceeds their expectations, theapt to use the provider again.
This study identifies firms’ perceptions of importa of activities for export
operations as an expected performance by derivivgmt from export-related
problems firms face. Perceived actual performasceeasured by the extent to
which firms express satisfaction with governmenpak promotion programs that
relate to the various export activities. The levksatisfaction refers to how well the
export promotion programs deal with the activitid®esearch and practitioners have
begun to recognize that the study of customer'paeses to dissatisfaction have
significant implications for such key phenomenabaand loyalty and repurchase
intentions. The contribution of the customer dis$action research has been
highlighted and has spurred further advances satea (Singh 1990).

Fishbein’s multiattribute model is one of the atiié model explaining the
relationship between attitudes and behavior. Itppses a linkage between brand
(object) evaluations (Ao) and intended or actudhawr: A positive (negative)
attitude toward a brand will increase (decrease)litelihood that consumers intend
to buy it. Positive buying intentions are likely lead to actual behavidfishbein’s
model states that an attitude (A) toward an objertdepends on consumers’ beliefs
(b) that the object has certain attributes (i) andhe evaluation (e) of these product
attributes (i). Tricomponent Attitude Model, anethmportant model of attitude can
support the appropriateness for using Fishbein'ftiatimibute model in developing
the perceived gapAccording to the tricomponent attitude model, attés consist of
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three major components: a cognitive, an affectisad a conative component
(Shiffman and Kanuk 2004). Cognitive componentsists of a person’s cognitions.
The affective component is consumer's emotions ewlirigs about a particular
product or brand constitute the affective comporedrdin attitude. These emotions
and feelings capture an individual direct or glohasessment of the attitude object
(i.e., the extent to which the individual rates #ititude object as “favorable” of
“unfavorable,” “good” or “bad”). Conation is comred with the likelihood or
tendency that an individual will undertake a spediction or behave in a particular
way with regard to the attitude object. This stfimiyuses on the affective component
in which to assess the exporters’ feelings withogkpromotion programs (object).
Applying the two basic concepts mentioned above, plerceived gap
value used in this study is the product of the @abfi the perceived importance of
each export activity relative to value associateith vihe level of satisfaction
expressed with governmental assistance programgne@elsto assist firms perform

each export activity.
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Table3.2

Conceptual Definitionsand Origins of the Five Variables of I nterest

Firm Export I nvolvement

Export involvement stage

The degree of export involvement of the firm, by
identifying stage of development in exporting o firm
(Adjust from Kotabe and Czinkota, 199Hxport
involvement of this study was measured via respotsde
indicating their firms’ exporting experience on@& point
bipolar scale (1= Very inexperienced Exporter, Nery
experienced Exporter)

Export Marketing Strateqgy

General export strategy

Marketing mix strategy

The means by which a firm responds to the interpfay
internal and external forces to meet its objectiiésovers
all aspects of the identification of export custosne
developing export planning and strategies, export
organaiztion, and market research utilization (Zad Stan,
1998; Shamsuddoha, 2006).

The means by which a firm responds to the interpfay
internal and external forces to meet its objectivies
involves all aspects of marketing mix tools, inchgd
product, promotion, pricing, and distribution. (Qagil and
Zou, 1994; Zou and Stan, 1998)

Firm export performance

Subjective

1. The firm’'s perception of its achievement of etjng

Performance objectives (Shoham,1998; Lages et al.,2004).
(Non-financial 2. The firm’s perception of satisfaction with thertds of its
performance) export performance (Madsen,1998)

Perceived Gap

Perceived Gap (Value of
Dissatisfaction I ndex)

Value of dissatisfaction derived from perception of
importance of export activity relative to the fiand
dissatisfaction with governmental assistance progra
designed to assist firm’s export activity. (Newidgion)

Table3.3

Conceptual Definitionsand Origins of the Control Variables

Firm Characteristics (Control Variables)

Firm size

1. Total number of full time employees in the fiBitch et
al., 1990).

2. Total assets of the firm (Ditch et al.,1990;isghaus
,1993; and Lages et al.,2005)

Firm exporting experience

Years the firm has been in exporting (Shamsudd2®i6).
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3.3 Hypotheses For mulation

The conceptual model employed this research ingoleight specific
hypotheses. This section presents each hypotinedetail. All hypotheses are stated

in the form of alternative hypotheses.

3.3.1 Hypotheses involving Firm Export Involvement and Export Marketing
Strategy and Export Performance

H1: Export involvement is positively associated thwiexport
marketing strategy.

H2: Export involvement is positively associatedthwsubjective
performance.

Export involvement deals with the stages of expestelopment of a firm.
The internationalization process and export invelgat process indicates that the
export activities of a firm develop through a graddprocess as the firm goes from
one stage move to the next, ultimately reaching stegge of global operations
(Cavusgil 1980; Crick 1995; Rao 1990; Sharlkeyal. 1989). Changing from one
stage to the other is a deliberate strategy ofithe based on its organizational and
managerial capabilities. Douglas and Wind (1987 &avusgil and Zou (1994)
suggested that the more internationally experieracédn is, the more likely it is to
have competence in international operations. Apmiant firm is able to select better
export markets, formulate suitable marketing stpat@nd effectively implement the
chosen strategy. When managers are committed/émtare, they carefully plan the
allocation sufficient managerial and financial neses to it. With formal planning
and resource commitment, uncertainty is reducedblarg marketing strategy to be
implemented effectively and leading to better penfance (Cavusgil and Zou 1994).
Therefore, it can be concluded that export involgetnprocess has an impact on
export marketing strategy and export performancst specific stages, different
problems arise which call for distinctive strategte overcome those problems and
consequently achieve different export performanc&xport marketing strategy
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consists of two main strategic factors: generaloeixgtrategy and marketing mix

strategy. It is therefore hypothesized that:

Hla: Export involvement has a positive impact ko general export
strategy to be adopted.

Hlb: Export involvement has a positive impact lo@ tnarketing mix
strategy to be adopted.

H2: Export involvement has a positive impact onbjsative

performance.

3.3.2 Hypotheses Involving Export Marketing Strategy and Export perfor mance

Export marketing strategy is a mediating variahbl¢his study. It has been
found to be a key factor impacting export perforoeriCavusgil and Zou 1994).
Export marketing strategy is defined as the degfeslaptation or standardization of
the marketing mix required in foreign markets (Cayiband Zou 1994), thus directly
influencing export performance. Zou and Stan (}$98posed that export marketing
strategy involves strategic factors categorized general export strategies and export
marketing strategies related to marketing mix \@des. Export marketing strategy in
this study is comprised of general export strategg marketing mix strategy based
on Zou and Stan (1998). General export strategglwves strategic factors of export
customers, marketing research utilization, expdenmping, export organization,
providing sufficient budgets to exploit overseasrkets and identifying export
countries to enter. Marketing mix strategy covéne identification of brand
strategies, pricing strategies, channel strategées] promotion adaptation and
intensity. On the whole, previous studies haveviged evidence that export
marketing strategy is associated with export perforce. Therefore, there is
expected to be a positive relationship betweensfiadopting an adapted general

export strategy and marketing mix strategy andalperformance, and as such:

H3: Firms’ general export strategy has a positivgpact on
subjective performance.
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H4: Firms’ export marketing mix strategy hasasipve impact on
subjective performance.

Based on Zou and Stan (1998), general export girate/olves overall
strategic factors of firms, it can be assumed tbsitpe effect of general export
strategy on marketing mix strategy. The relatigmdletween these two variables is
off interest of this study, thus this study doesmgothesize the relationship between

general export strategy and marketing mix strategy.

3.3.3 Hypotheses involving Perceived Gap of Export Promotion Programs and
Export Marketing Strategy and Export Performance

H5: Perceived gap with export promotion progsdras a negative
impact on export marketing strategy.

Export promotion programs are provided by governsientrade
associations and other organizations to help firovercome the problems of
exporting (Wheeler 1990) Past research indicates that export assistanse ha
contributed to the development of successful exprategies (Denis and Depleteau
1985; Reid 1984). The goal of export promotiongoams is to enhance export
performance by improving firms’ capabilities, resms, and strategies and overall
competitiveness (Czinkota 1996; Diamantopowoal. 1993; Seringhaus and Rosson
1990), which in turn, have all been demonstratedniprove export performance
(Aaby and Slater 1989; Cavusgil and Zou 1994; Zod &tan 1998). Moreover,
Lages and Montgomery (2005) emphasized that al ltlenefits provided by
exporting activity encourage public policy makeesimplement export assistance
programs with the objective of helping firms impectheir strategy and ultimately to
enhance their performance in the internationalafeages and Montgomery 2005).

Based on customer satisfaction theory, satisfacti@me of the key global
constructs predicting consumer behavior, includirtgre intentions (Ellen and Mark
1999). It involves the customer’s emotional skate feelings regarding their reaction
to the perceived difference between performanceasggl and expectation (Hennig-
Thurauet al. 2002). Satisfaction is measured from the outcafha comparison
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between expected and perceived actual performaineaepooduct or service (Kotler
2003, p. 61). This study measures export perfocmary first identifying firms’
perceptions of the importance of the activitiesoasged with export operations.
These activities were identified from export-rethteesearch that focused on the
problems firms face. Perceived actual performascemeasured by the extent of
satisfaction firms express with respect to expadnmtion programs offered by
governments that regard these export activitidse [&rger the perceived gap between
the importance of each activity and firms’ satisifac with the government programs
related to the activity, the lower the level ofistaiction with the programs in the area.
For example, if exporters rate “pricing” as a vamportant exporting activity, but are
rate government pricing programs to be “low” sait$on, a large perceived gap
would existed.

A review of the relevant literature suggest themnfexport performance is
likely to be highly correlated with the firm’s ssfiaction with export assistance and
the firm’s export marketing strategy (Marandu 199kiamsuddoha and Ali 2006).
This implies that if the firm is dissatisfied widxport promotion assistance there will
be negative relationships with export performannd axport marketing strategy.
Thus, this study examines the relationships betweers’ lack of satisfaction with
export promotion programs and export performanck. analyzes the interface
between firms’ level of satisfaction with exportoprotion programs, export
marketing strategy, and export performance. Awipusly explained, satisfaction
with export promotion programs is measured via fieeceived gap analysis. The
larger the perceived gap, the lower the level distection. Thus, it should be
expected that there will be a negative relation$l@pveen the perceived gap and the

factors to export strategy and performance. thésefore proposed that:

H5a: Perceived gap of export promotion programs &anegative
impact on the general export strategy to be adopted

H5b: Perceived gap of export promotion programs aanegative
impact on the marketing mix strategy to be adopted.
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As mentioned above, the extent of the perceived q@apbe associated
with the export success of firms. The greaterpbeceived gap, the lower the actual
performance of government assistance programsveltad the firms’ expectations;
the export promotion programs are considered usébesthe firms’ export activities
and will reflect negatively in the firms’ export fi@mance. The information gained
from their perceptions can be used to understagid &xport behavior and the types
of assistance they require. Consequently, thergavent can support its exporters to
overcome their most pressing problems by providiaygpropriate assistance.
Significant differences between the satisfactiothvgovernmental export promotion
and export assistance requirements will have aeradwaffect on export performance
outcomes.

In this study, all responding firms are classifieth groups on the basis of
the perceived gap value. Each group thus confaims that indicated similar levels
of satisfaction with export promotion programsmhy therefore be hypothesized that
export performance will differ between firms thah#it higher and lower levels of
perceived gaps. Specifically, firms with lower gaved gap levels will be more
likely to achieve higher levels of export succdsmtfirms with higher perceived gap

levels. Itis predicted that:

H6: Perceived gap of export promotion programs &asegative
impact on subjective performance.

H7: Firms with lower levels of perceived gap witkxport
promotion programs will achieve higher levels objsative
performance than firms with higher levels.

3.3.4 Control Variables

In this study, firm size and firm exporting expewge are regarded as
extraneous factors. They will therefore be colgbin order to remove their effects

from the analysis of the data.
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3.34.1Firm Size

Several empirical studies have reported results theggest that an
organization’s size is a key determinant of its pemsity to export (Burton and
Schlegelmilch 1987; Reid 1984). The larger thmfithe greater the differential size
advantage, and this will usually have a positiv@ant on export activity (Katsikeas
and Morgan 1994). Most of researchers found théipegselationship between firm
size and export performance (Ali, A. and Swierc®1;9Calof 1993, 1994; Cavusgil
1993; Christensest al. 1987; Czinkota and Johnston 1983; Kaynak and KL8%8;
Louter et al. 1991) (Culpan 1989). The firm’s size is measurgdseveral factors,
including number of employees, assets, and salagu&gilet al. 1979; Evangelista
1994; Kaynak and Kuan 1993). According to Kaynakl &uan (1993), as size and
export volume increase, there is gradual changderms of export marketing
attitudes, and therefore a strong impact by firee in export sales. Ali (2004) also
found a relationship between firm size and experfggmance. He measured firm
size by total sales and the number of employeeas,eaport performance by export
volume, export intensity, and export growth. Herfd a relationship only between
firm size (measured by total sales) and exportgperdnce (measured by export
volume).

As previous discussed, firm size and firm exportiegperience are
identified as elements of firm specific charactesss Number of employees, assets,
and sales volume have often been used to measuvatiable of size (Cavusgst al.
1979) (Evangelista 1994; Kaynak and Kuan 1993) asda predictor of various
aspects of export behavior (Bilkey and Tesar 19C@yusgil and Nevin 1981,
Czinkota and Ricks 1981; Reid 1983). The most fpuadicators of size are the
number of full-time employees and sales volume glkatis 1994). Others have
included total assets, equity, and domestic mask&ts (Agarwal and Ramaswami
1992). This study selected the total number dftile employees and total assets as
indicators of firm size. This selection was groeadin pretest interviews that
indicated managers would be more willing to provaeployment information and
asset information in comparison with alternativeescriteria such as sales volume.
Furthermore, employment figures and total assetscansidered to be more stable
because they are not influenced by price level i{&yaet al. 1989).
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3.3.4.2 Firm Exporting Experience

Firm’s exporting experience in this study is defiras the number of years
the firm has been in exporting. The principlesmdérnationalization theory suggest
that knowledge obtained through experience frominegs activities in a specific
overseas market is the primary means of reducimgigo market uncertainty. In
doing this, it also generates export business appities and is consequently a
driving force in the process of internationalizati¢Ali, A. and Swiercz 1991,
Johanson and Vahlne 1990).

A firm’s ability to overcome the problems encouetgiin exporting to a
specific market depends on the degree of its expial knowledge about the
environmental dynamics shaping that export marketRourke 1985). More
specifically, firms with more experience in expodiare likely to have a better
understanding of foreign market mechanisms andimatlely, generate better
outcomes compared with those firms characterizedelgtively less experience in
export markets.

Madsen (1989) found that a firm’s exporting expace has a positive
effect on export performance and on attitudes tde/émture exports. Because of its
international experience, the experienced firm kative differences in environmental
conditions between it home market and foreign ntarkad is more likely to adapt its
marketing strategy to accommodate the specific ieée@xporting market (Cavusgil
and Zou 1994). With formal planning and resourcenmitment, uncertainty is
reduced, enabling marketing strategy to be impleatkereffectively and thereby

leading to better performance (Cavusgil and Zouw).99

3.4 Conclusion

This chapter has developed and presented the legedhto be
investigated in this study. All the research hygstds are summarized in Tal3ld.
The main objectives in hypotheses development d)yeto empirically test the
structural relationships, 2) to examine those psdjmms that may have significance,
and 3) public policy implications. The next chaptéiscusses the research
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methodology, and it provides the details and opmrat definitions and
measurements of the variables, the instrument dprent, the research procedures,
and the methods to collect the data, and the stalisechniques used to analyze the

collected data.

Table3.4
Summary of Hypothesized Relationships

Hypothesis Hypothesized Relationships Expected
No. Relationship
Hla Export involvement of firm— export marketing strategy Positive
H1lb Export involvement of firm— marketing mix strategy Positive
H2 Export involvement of firm— subjective performance Positive
H3 Firms’ general export marketing strategy subjective Positive
performance

H4 Firms’ export marketing mix strategy> subjective Positive
performance

H5a Perceived gap of export promotion programs general Negative

export strategy to be adopted

H5b Perceived gap of export promotion programs marketing  Negative

mix strategy to be adopted

H6 Perceived gap of export promotion programssubjective Negative
performance
H7 Firms with lower levels of perceived gaps wikpert Negative

promotion programs will achieve higher levels dbjsgative
performance than firms with higher levels.




