Chapter 6

Summary, Conclusion and I mplications

6.1 Introduction

This study has investigated the effect of perceyapols or satisfaction with
export promotion programs on firm export performanclo accomplish this task, a
conceptual model was developed and tested usingapyidata obtained from a mail
survey of Thai exporting firms. Path analysis vessployed to test relationships
between the variables hypothesized in model. Qlustalysis was used to examine
the extent to which firms have achieved their oibjes for their export business
when they have different levels of perceived gaphkis chapter presents a summary,
discussion, contributions, and implications of tdissertation. Limitations of the

study and recommendations for future researchlsoepaovided.

6.2 Summary of Dissertation

6.2.1 Theoretical Background of the Study

This research aims to investigate the direct addent impacts of firms’
satisfaction with export promotion programs on ekpperformance. Current
knowledge of the impact of export promotion progsaom export performance of a
firm is very limited. The study is based on theories of internationatimatexport
involvement, export promotion, satisfaction, exporarketing strategy, and export
performance, and was designed on the basis ohtdeegoration of these theories.

6.2.1.1 Internationalization

Internationalization is the product of a seriesiméremental decisions
(Johanson and Vahlne 1977). Internationalizatioocgsses can be defined as the
activities associated with any increase in thermagonal involvement of a firm
(Welch and Luostarinen 1988). This process oftas leen divided into sequential
stages of gradual development over a long periodino¢ (Melin 1992). Export
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involvement refers to the stage of export develapnw a firm. The number of
stages of export involvement proposed in prior aese ranges from four to six.
Export involvement in this study is the degree xgexience the firm has in exporting.
This study measured export involvement of firmsaokapting a four-stage model of
export development from Bilkey (1978): beginningperter; occasional exporters;
experienced exporter with limited scope; and exgmeed exporter. It used this in
conjunction with the five- stage model of Kotabel &rinkota (1992): partial interest
in exporting; exploring exports; experimental expar experienced exporter with
limited scope; and experienced exporter. Howether,measures used in the Bilkey
(1978) and Kotabe and Czinkota (1992) studies sbr@ qualitative responses,
producing ordinal or nominal scale values rathentimterval scales. The ordinal or
nominal scale values present limitations in stadstanalysis. To address the
limitation of their models, this study offers a n@erspective of export involvement
analysis while retaining the important notions béit underlying concepts which
focuses on experience of firm in exporting. Resj@mtis were asked to indicate the
degree of export involvement of their firm from tyeinexperienced exporter’ (1) to
‘very experienced exporter’(10).

6.2.1.2 Export Promotion

Export promotion programs are provided by governingade and other
organizations to help firms overcome the problerh&xporting andto encourage
export sales to flourish (Wheeler 199@ages and Montgomery (2005) emphasized
that all public policy makers implement export atsice programs with the objective
of helping firms improve their strategy and ultislgtto enhance their performance in
the international arena. Consequently, decisielaing to export promotion policies
are considered cautiously, given their potentigtast on firms’ performance and on
overall national economic welfare (Katsikeas andrdgao 1994). Although both
export service programs and marketing developmeagrams have been devoted by
government to accelerate export expansion, thectefémess of these assistance
programs have been subject to only limited systemavestigation. Kotabe and
Czinkota (1992) proposed a model to improve theosiffeness of export assistance
by identifying existing gaps that exist between gyovnental assistance offerings and
clients’ assistance needs based on a comparisaedetexport-related problems and
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export assistance desired by firms. However, tielysof Kotabe and Czinkota
lacked a systematic methodology to obtain infororaton the export promotion
agency’s allocation of efforts and resources, wHigtited its generalizability. To
improve the effectiveness of export promotion paogs, it is therefore necessary to
examine associated gap and export performanceanstystematic statistical method.
Based on previous studies, it was not possibleeterchine whether or not export
promotion programs actually have any impact on exppfirms. Only a few studies
measured the benefit of government programs in deofmquantitative responses
(Czinkota 1994; Gencturk and Kotabe 2001; Ifju &wsh 1994; Marandu 1995).
Most researchers measured the awareness and dsag®d promotion programs as
an indication of their success (Wheeler 199Rgsults of awareness and usage level
of these programs are conflicting and have beerwshto be poor indicators
(Dominguez and Sequeira 1991; Kedia and Chhokar6;198arandu 1995;
Vanderleest 1996). Satisfaction was been sucdbssftamined both in research on
consumers and firms, but its use to investigata &ind government relationships is
limited. This study extends the model used in Mdta(1995)’s study to measure
firms’ satisfaction with governmental export promat programs, and includes the
concept of gap analysis used by Kotabe and Czinkotpply satisfaction theory to
create a new concept called “perceived gap” barezlistomer satisfaction theory.

6.2.1.3 Satisfaction

The perceived gap concept is developed to meaduee ldvel of
satisfaction firms have with government export potion programs. The basic
concept used in developing the perceived gap dsnefsimportance Performance
Analysis (Kotler 2003) and Fishbein’s MultiattrieutModel of Attitudes (Assael
1995). Satisfaction is measured from the outcofree@mparison between expected
and perceived actual performance of a product orcge In terms of this study it
means that the service quality of a governmenwliger is evaluated on the basis of
customers’ service expectations and perceptiongstothers compare the perceived
actual service with the expected service. If pgezkservice performance falls below
expected service performance, then customers sapubinted. If perceived service
performance meets or exceeds customers’ expedtatioen they are satisfied and are
apt to use the provider again. This study idesgiffirms’ perceptions of the
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importance of activities associated with exportrafiens as the indicator of expected
performance. The export activities were derivadrfrexport-related problems firms
face identified by a review of previous studies aducted by Katsikease and Morgan
(1994); Katsikease et al., (1996). Perceived agiagormance is measured by the
extent to which exporters express satisfaction wiport promotion programs with
regard to each export activity. Level of satisfactrefers to how well export
promotion programs are perceived to deal with emtivity.

6.2.1.4 Export Marketing Strategy

Export marketing strategy is defined as the intesgtamarketing activities
of exporting firms, i.e., general export strateglentification of export customers,
marketing research utilization, export planningp@x organization, product, price,
promotion, and distribution (Cavusgil and Zou 19%tiamsuddoha and Ali 2006;
Zou and Stan 1998). A successful export marketingis a way that exporting firms
adjust their export marketing mix to fit changingveonmental and organizational
factors Bilkey (1987). Based on the componentexgiort strategy proposed by Zou
and Stan (1998)and Shamsuddoha (2006), export thragkstrategy in this study
comprises general export strategy and export matketix strategy. General export
strategy is associated with export customers, ntiackeesearch utilization, export
planning, export organization, providing sufficiebudgets to exploit overseas
markets, and identifying export countries to entbtarketing mix strategy relates to
brand strategies, pricing strategies, channelegfies, and promotion adaptation and
intensity. In addition, since export marketingagdgy directly influences the success
of firm in international markets and export markgtistrategy, it is also used as a
mediator between various internal and externalofactand export performance
(1994).

6.2.1.5 Export Performance

Export performance is the extent to which a firnokjectives, both
economic and strategic, are achieved with respeekporting a product to a foreign
market (Cavusgil and Zou 1994). Determinants gioeixperformance are comprised
of two groups: internal determinants and extedeerminants (Reid 1981). There
are four categories of internal determinants: fecharacteristics and competencies,
managerial characteristics, management supportegport marketing strategy. The
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external determinants involve external environmlefaietors and can be divided into
three types: industry characteristics, foreign rear&haracteristics, and domestic
market characteristics.Measurement of export performancan be evaluated on
various dimensions because there is no universaltgpted criterion (Gencturk and
Kotabe 2001). The two principal modes of export performance asvest are
financial and non-financial indicators. The finesicmeasures of performance
include: level of export sales, export intensityp@rt growth, and export profitability
(Constantineet al. 2000). Non-financial measures have received asing attention
in recent years based on the systematic assesbyeamngers of such items as: goal
achievement (Cavusgil and Zou 1994) (Katsikeas al. 1996), satisfaction
(Evangelista 1994), and perceived success (Cavasgil Zou 1994; Louteet al.
1991).

Financial and non-financial indicators can be openalized in both
objective (e.g. based mainly on records relatingatsolute figures of firm’s
profitability, sales level and such like) and subide terms (e.g. manager’s
perceptions) (Evangelista 1994). The use of oleaneasures to describe export
performance is difficult because readily availabiel valid archival data due to the
reluctance of private firms to disclose these fgurwhich are deemed confidential
(Appiah-Adu 1999). Therefore, several empiricaidsts support the reliability and
validity of the use of non-financial and subjectteems to assess export performance
(Dess and Jr 1984). Further, the method of subgeperformance assessment allows
better comparability across different industriattees and situations, with varying
standards of acceptable performance (Pelham andolVill996). This study
measured export performance by assessing both tiviejeand subjective export
performance and divided them into three sets oficatdrs: objective export
performance (export growth, export proportion, angbort profit rate), subjective
export performancel (the extent to which a firm&isfaction with the trend of
performance, composed of five items), and subjeakport performance?2 (the extent
to which a firm’s perception of exporting objectivieave been achieved and comprise

of nine items).
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6.2.2 Proposed Model

The conceptual framework and hypotheses were deeéltyom the extant
literature. The conceptual model integrates firgasisfaction with export assistance
programs, export marketing strategy, and exporfopmance. Export marketing
strategy was classified into two components: gdrexport strategy and marketing
mix strategy. Thus, this study examines factoas ififluence firms’ satisfaction with
export promotion programs and relates them to éxperformance. To measure
satisfaction with export promotion programs, a newiable was developed which is
called the “perceived gap”. The perceived gaphis model is the value of the
satisfaction index, produced from the firm’s petcap of the importance of activities
for export operations times the firm’s level ofist#tction with the export promotion
programs provided by government agencies. Theqgsexp conceptualization of this
study analyzes the interface between perceived wdpsxport promotion programs,
export marketing strategy, and export performancéhis model proposes that
subjective export performance is directly affecteg firm export involvement,
perceived gaps of export promotion programs, armbexmarketing strategy, both
general export strategy and marketing mix stratefygditionally, the model proposes
that subjective export performance is indirectlyfeetied by the firm’s export
involvement and the perceived gap of export proomoprograms, and through the
influence exercised by these variables on exporketiag strategy.

This study measured subjective export performange assessing
subjective export performancel (the extent to whachrm’s satisfaction with the
trend of performance, composed of five items) ambjective export performance2
(the extent to which a firm’s perception of expogtiobjectives have been achieved
and comprise of nine items), correlations analyssults between subjective export
performancl and subjective export performancel found that subjective export
performance?2 indicates a more suitable selectian fubjective export performancel
because subjective export performancel showed gty correlations among all
items. Thus, subjective export performance2 pesichore information about export

performance and is used in the causal model.
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6.2.3 Questionnaire Development and Administration

Drawing on the literature, a questionnaire was hbperl to measure
export involvement of firms, importance of expodtieity for the firm’s export
operations, satisfaction with governmental expodnpotion programs designed to
help firms’ export activities, export marketingaegy, and export performance, all
using multi-item scales. A self-administered msulrvey was employed for this
research for administrative reasons, given thereaifithe study, and the number and
geographic spread of respondents throughout thetigou After a pre-test and
translating the questionnaire into the Thai languaige questionnaire was mailed to a
sample of 2,800 Thai exporting firms. Consideriing relatively low response rate to
mail surveys in developing countries (Ray 19&8)ywo-wave mailing with telephone
follow-up was selected as the most adequate teghrtig achieve a greater response
rate. A total of 403 questionnaires were receivgthe dateline (17 % response rate),
but 33 cases were considered to be unqualifiedoremts for this research,
including non- manufacturing firms, non-tradingnis, firms that no longer export,
and missing data among the measures of intereberefore the completed set of
responses contained 370 usable questionnaired, response rate of 16%, which is
close to expectations. ANOVA was performed to festifferences between early,
medium, and late respondents. The overall patténmesponses between the three
groups was quite similar with no statistically sfgrant differences among them.
These results support the contention that samptepesentative of the population

under consideration.

6.2.4 Resear ch Findings

The two research questions of central concerniscstidy are:

Q1: How do the firms’ export involvement and firmsatisfaction with
export promotion programs directly and indirectifeat firms’ export performance?

Q2: Are there any differences (perceived gap) betwfirms’ perceptions

of the importance of activities for export operagoand firms’ satisfaction with
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export promotion programs? If yes, how does thiscgieed gap affect export
performance?

With the application of path analysis and clustelgsis, the two
guestions have been systematically addressed, rmsend&rated in Chapter 5. The
results related to each research question are@s:be

Regarding Research question 1, Inspection thefgignce level of critical
ratios and values of Direct Effects and IndirecteEfs of export involvement and
perceived gaps on subjective export performanahawn in table 5.18, indicates that
export involvement of firm and perceived gaps (@is$action index) of export
promotion programs both directly and indirectlyeatffirms’ export performance.

Regarding Research question 2, results in Tablslo@/s the value of 18
perceived gaps derived from calculation (the prodfcfirms’ perceptions of the
importance of activities for export operations npljt by firms’ dissatisfaction with
export promotion programs) ranging from 27.2 to337t means that there are
perceived gaps between firms’ perceptions of theontance of activities for export
operations and firms’ satisfaction with export paiian programs. Table 5.16 shows
that perceived gaps is negatively related to stibggerformance. Significance
levels of perceived gaps in Table 5.17 lead to doaclusion of acceptable
nomological validity for the H7. This means thiatis with lower levels of perceived
gaps of export promotion programs achieve highéjestive export performance2
than firms with higher levels of perceived gapshf€a 5.24 and 5.25).

6.2.5 Resear ch Discussions

Causal relationships between variables hypothesiaethe conceptual
model were tested using path analysis and clustdysis. The first set of hypotheses
investigated relationships between export involveimand the export marketing
strategy of firms. The first hypothesis stated #ort involvement has a positive
impact on the general export strategy to be adofgtétla), and that export
involvement has a positive impact on the marketiix strategy to be adopted (H1b).
The second hypothesis proposed a positive impacexgfort involvement on
subjective performance (H2). The third and fourtipotheses proposed a positive
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impact of general export strategy and marketing msirategy on subjective
performance (H3 and H4). The fifth set of hypo#dsedocused on relationships
between perceived gap of export promotion progrants export marketing strategy
by stating that perceived gap of export promotioogpams has a negative impact on
the general export strategy to be adopted (H5aj, that perceived gap of export
promotion programs has a negative impact on theketiag mix strategy to be
adopted (H5b). The sixth hypothesis proposed aathag association between
perceived gap of export promotion programs withjettive performance (H6). The
seventh hypothesis involved the levels of perceigag in relation to the levels of
export performance by stating that the firms wialvér levels of perceived gap with
export promotion programs will achieve higher lsvef subjective performance than
firms with higher levels (H7). H1 to H5 are conifi@tory hypotheses that extend
previous research in an empirical investigatioth@ content of a developing country;
while H6, H7 are original hypotheses to empiricakamine research questions that
have not previously been tested.

Exploratory factor analysis was performed to tes¢ tvalidity and
reliability of the variables in the model. Analyghen proceeded with path analysis
to draw the relationships between the variableothgsized in the conceptual model
and to test the hypotheses H1 to H6. Applicatibreloster analysis was done to
develop and to test the relationships between dewél perceived gap of export
promotion programs and levels of achievement ofjesive export performance
identified in H7. All hypotheses except H5a argmuted. In summary, research
results provide evidence that perceived gaps @sfaation with governmental export
promotion programs play an important role in th@ieeement of export goals of
firms. Five key findings that emerged from thisidst can be summarized and
explained as follows:

First, results do not support the existence ofractlirelationship between
the perceived gap of export promotion programsgarteral export strategy, whereas
they do support the relationship between percegagaof export promotion programs
and marketing mix strategy. This means that thétyalo create general export
strategies with regard to customer and market ifiieation, marketing information
collection, competitive strategy building, and pgobrg sufficient budget to exploit
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export markets, is not related to firms’ satisfacti or dissatisfaction with
governmental export promotion programs. A poss#xglanation is that perhaps the
nature of general export strategy is identicaldmpetent strategic plans of individual
firms more than marketing mix strategy is. Therefat is very difficult to design
appropriate and particular export promotion proggaavering the needs of each firm
in developing market expansion identification argansion strategies.

A second result is, perceived gaps or satisfactidh export promotion
programs are relatively unimportant to export perf@ance when compared to export
involvement, general export strategy, and exportrketang mix strategy.
Standardized Total Effects show that general exgtoategy, marketing mix strategy,
and export involvement are stronger predictors wbjective performance2 than
perceived gaps. However, significant negativeot$fef all perceived gap variables
on subjective perforamnce2 are empirically confidme

Third, the seven export activities that have thghést perceived gaps
(high dissatisfaction) in this study ranked fronghest to lowest mean value are: (1)
protecting against currency exchange rate fluahuati (2) identifying capable
overseas distributors; (3) setting competitive ggién export markets; (4) dealing
with red tape of Thailand’s public institutions;) (8eveloping products to meet
importer’s quality standards; (6) developing prdaddesign and style for export
markets ; and (7) handling payments from oversestsililitors. These results are
different from Marandu’s study (1995) which condeetin Tanzania and found that
firms were most dissatisfied highest for six sessic(l) commercial attaches; (2)
compensation for some of the taxes paid (duty daakl) (3) an export subsidy
(rebate); (4) seed capital revolving fund; (5) @eas trade fairs; and (6) foreign
exchange retention scheme. Only an activity inmgl\vexchange retention is found
similarities. This difference is explainable tleadporters’ different satisfaction can
occur in even same context of developing countng happen perhaps differences
from internal dominants of individual country, ftris case Tanzania is a regulated
developing country whereas Thailand is non-regdlaleveloping country. This
study exhibits similarities when compare to Kotabel Czinkota (1992)'s study
which identified existing gaps between governmeafferings and firms’ assistance
needs in US state and found the pressing areassistance desired from the most to
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the least need are: (1) logistics-related problgives, distribution coordination,
packaging, arranging transportation, and obtairfingncial information); (2) legal
procedure (i.e., government red tape, productlitgband custom/duty); (3) foreign
market intelligence (i.e., competition overseas dratle restrictions); (4) sales
promotion (i.e., advertising, sales effort, and ke&ing information); and (5)
servicing of exports (i.e., repair service, tecahadvice, and warehousing).

Fourth, the results indicate that 50% of firms éxhhigh satisfaction with
export promotion programs, and that satisfactimelkeare about same across the 13
industries studied. Satisfaction does not depamdirn characteristics, region of
export countries, and managerial characteristidswever, satisfaction was found to
be positive associated with the number of expountites. The firms which exhibit
low satisfaction with export promotion programs estpto a greater number of
countries than do firms with medium and high satisbn with export promotion
programs# 12, 10, and 8 countries respectively). This mehasthe wider range of
export market areas the firms has, the more likbb/ firms are to express lower
satisfaction. A possible explanation is that thlatrve number of countries that firms
export to may present varying obstacles or problentls which the firm needs to
cope. Thus, a firm with a greater number of expoatkets needs to have favorable
and multiple programs to support them in order vercome associated problems.
Firms that sell to fewer export markets may faceefeobstacles.

Finally, most automotive, auto parts, and accessoresponding firms
(which are the second most important industry inegating export income for the
country) are highly satisfied with export promotiprograms (65% of respondents).
Conversely, only 30% of electronic and electricagplaances firms (the largest
industry in export trade) exhibit high levels oftisiction with export promotion
programs. This finding suggests that export pramnoprograms have been designed
for all exporting rather than only for the most onfant industries. It also indicates
another gap, this time regarding the formulationpodgrams relevant to different

industries.
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6.3 Contributionsfor Field in International Marketing

This main objective of this dissertation was to @lep a greater
understanding of how satisfaction with export préioto programs influence export
performance by examining the interface between dirgatisfaction with export
promotion programs, export marketing strategy, exybrt performance. The results
from this dissertation provide substantial supportthe conceptual Model shown in
figure 3.2. The results have significant contribg to our understanding of the
impact that export promotion programs and expaidtegy have on firm export
performance. Five major contributions emerge from this dissestatare presented,
along with itsdiscussion separately below.

The main contribution of this study has been toaldsth a causal
relationship between satisfaction with export prtioo programs and export
performance. From a theoretical perspective, pteviresearch on the impact of
export promotion programs on the export performamae been very limited. This
study found that satisfaction with export promotmograms has a significant impact
on firm export performance and lends valuable eicgdirsupport to the only other
study that has been conducted on this issue (Marda885). Therefore, this study
contributes to the literature by validating satt$ifan with export promotion programs
as a predictor in the export performance model estdblishing empirical support
through rigorous testing using path analysis.

A second important contribution is that this stuthveloped conceptual
links between satisfaction with export promotiongnams and other determinants of
firm export performance, such as export involvenem export marketing strategy,
in the process of building an indirect effect bedgwesatisfaction with export
promotion programs and export performance. Enmgdiriests of the proposed
hypotheses by path analysis established and/oirocted the existence of most of the
proposed relationships. Therefore, this studydémonstrating the indirect effect of
satisfaction with export promotion programs on firexport performance, has
developed a more comprehensive, empirically testedel of export performance

than those currently being used.
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Third contribution is this study further contribste the field by offering a
new perspective on gap analysis that addresséitetion of the gap concept of the
Kotabe and Czinkota (1992) which failed to provgidficient explanation about the
computation of their export promotion efforts indeXhis study also contributes by
extending of satisfaction theory, particularly sttction with respect to the
relationship between firms and governmental orgdions. It does this by applying
satisfaction theory to operationalize the conceftictv underlies perceived gap
analysis and calculates it on the basis of a satisih measure that come from the
outcome of a comparison between expected and pettaictual performance of a
product or service (Kotler 2003, p. 61).

Fourth, this study also contributes to the field tmonstrating the
relationships via the use of more rigorous sta@s$tanalysis. Although Marandu
(1995) had studied the relationship between satisfa with export promotion
programs and export performance, he had failedetarly conceptualize the relational
path between export promotion programs and expmfopnance. Furthermore, his
statistical rigor was a limitation where measurésissociation were tested utilizing
chi-square analysis. This study contributes terditure by using path analysis as a
more rigorous statistic test of the relationshig &m allow causal interrelation of the
findings. Moreover, this study has employed clust@alysis to examine the
performance of firms which have different levelspeirceived gap. Cluster analysis
again found that larger perceived gaps (i.e., highiesatisfaction) are negatively
related to subjective performance.

Finally, this study also contributes to the growiliigrature on cross-
cultural international marketing. Most previougper promotion studies have been
conducted and tested in developed countries. Study helps to fill the void in
literature with empirical findings that relate twpert behavior of developing country
firms. Most developing countries have been experg a persistent balance of
trade deficit and the imbalance between exportsiapadrts has been widening over
the years. Thus, it is a major policy to reveilsis tinfavorable trend in developing
countries by improving export trade and export genfance in order to decrease their

deficit. This study is therefore well placed tok®aa contribution to the important
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current issue as well as adding to the neededatitex on export policy in developing

countries.

6.4 Implications

The ultimate aim of this study has been to exptbee associations and
causality between satisfaction with export promotjgrograms, export marketing
strategy, and export performance. On the badiseofindings, the following tentative

recommendations emerge.

6.4.1 Implicationsfor Practice (Export Promotion Organizations)

The findings of this study have confirmed the calicioles that the
government policy related to export promotion pewrgs can play in supporting
export success of firms. Five tentative guidelifagspolicy makers are provided as
below.

First, export promotion organizations should coesithcreasing their
efforts to convince exporting firms to become exubs$o, perceive, and use their
existing assistance programs in order to encoufages to have confidence to
continue exporting. This recommendation is basedtle finding that export
involvement of firms is significantly associatedthviexport marketing strategy and
consequently export performance. Thus, if firmsehanore exporting experience,
they will tend to be more successful in their expgerations.

Second, government organizations are advised tosfdiceir efforts on
improving those programs which are characterizeé hygh perceived gap ranking
from highest to lowest mean value: (1) protectimggiast currency exchange rate
fluctuations; (2) identifying capable overseas rdisttors; (3) setting competitive
prices in export markets; (4) dealing with red taperhailand’s public institutions;
(5) developing products to meet importer's quaditgndards; (6) developing product
design and style for export markets ; and (7) hagdpayments from overseas
distributors. This recommendation is based on thdirfg that perceived gap with

export promotion programs negatively affects onogkmarketing mix strategy and
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consequently on the export performance of firmshusl if those programs are
improved in order to lower the perceived gap (higbetisfaction), it is feasible that
the firms involved in those programs will improvetr competency which can lead to
the achievement of better outcomes.

Third, export promotion organizations should enlatieir capability to
approach and to deliver precise messages direathargeted firms for particular
assistance programs. Moreover, these organizatshimalld have accurate and
updated database of exporting firms in order tacieffitly, effectively provide
relevant trade information directly to targetedmf& without delay or loss of
information. This may induce more exporters to ptention to and use the
programs. In addition, a good database with ateunames and addresses can
contribute to the efficient use of the informatiby all users, whether they are in
government organizations or not.

Fourth, protecting against currency exchange fatguations appears to
have the highest perceived gap (lowest satisfactiorherefore, protecting against
currency rate fluctuations should be run as smgahlpossible with minimal bother
to exporters. The Bank of Thailand could then bacerned mainly with policy
issues, not allocation of foreign exchange.

Fifth, export promotion organizations should depekpecific programs
which are directed at various types of firms. S8ificms are in different industries
and have different importance, providing tailoredgram that address their specific
needs seems to be appropriate. In order to accsEmplis, systematic marketing
research should be conducted to gain sufficiemrmétion relating to firms’ desired

assistance programs.

6.4.2 Implicationsfor M anagements

The study findings have demonstrated the importaotes of
management’s satisfaction with governmental expmwmotion programs and
possibility in achieving better export performancelhis suggests managers in
exporting firms that to become successful expartesporting firms should pay
attention to what is deemed to be of benefit tar thiens, particularly governmental
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export promotion programs with low perceive gapse.(ithe programs involving
preparing export documentation, promoting in exporarket, national export
promotion programs, and gathering information akeqiort markets). Satisfaction
with export promotion programs is empirically confed to be associated with export
performance. Therefore, exporters should motitlaenselves and other managers in
their firms to find opportunities to access goveembal export promotion programs.
They can possibly support the firms’ success in ynamays. Additional
recommendation is for non-exporters who want toobex pre-exporters, it is
necessary to start up by using programs that peotidm with increased competent,

i.e., gaining export knowledge (Francis and Cotlredd 2004).

6.5 Limitations of the Study

A basic limitation of this study is that it usesceoss-sectional design
rather than longitudinal analysis. To investigitens’ usage and perception of
governmental export promotion programs, a longnabistudy can provide both
broader and more in-depth perspectives of firmattiens over time.

A second limitation of this study involves the fabtat the sample of
exporting firms come from a single country. Thesearch has been conducted in
Thailand, a developing country context which allowanipulating the variation of
export promotion programs within a country, but itsngeneralization across
countries constraints. Those who employ the rebedfindings must take this
limitation into consideration. The examinationtbé phenomenon in other country
contexts could verify and increase the generalitalof the findings presented here.

A further limitation of this study relates to thesults coming from twelve
manufacturing industries that produce non-commogityducts, and from trading
firms. Many firms, including those dealing withregltural products, restaurants,
and all service firms were excluded from the sangpframe. A study that included
all industries would have been ideal in order toréase the application of the
findings, but it was not possible because of lichiteudget and time. Given this

limitation, the application of the results to aldustries may be limited. Broadening



194

the study to include all industries would contribub the generalizability of the
findings.

Another limitation relates to the sampling fram&lthough the sampling
frame was based on the most comprehensive and-digt¢oexporter directories
available from the Department of Export Promotidéi lsailand, it was found that 455
of 2,800 sampled companies from the list were un#blbe contacted either because
they had closed down or moved without leaving awérding address, which
generated a response rate that was below expedati®he 370 usable firms (the
actual rate 16%) used in this study were adequateSEM analysis but a larger
sample size could have resulted in more accunatientys.

An additional limitation of this study is that it amly focuses on
perception of respondents to export promotion o, Perception is very important
information required from doing marketing reseabeltause it is a determinant of an
attitude and intention to buy. However, it shoulé bealized that perception
information is gained from variation of managemlentl of exporting firms. Thus, it
may or may not conform to objective reality of fsm

6.6 Implicationsfor futureresearch

The findings of this study suggest implications foture studies on the
following topics:

First, there is a need to replicate this study eéwveloping countries like
Thailand, in order to validate the findings of teeidy. It would be even more
interesting if the study was to be conducted inhbdéveloping country and in a
developed country

Second, in future studies, there should be a dquestsking about past
participation of firms in various existing expomomotion programs in order to find
out which ones they found satisfactory and feltb® useful for their export
operations. Such a study could be helpful in sstygg which programs should be
emphasized for target users, and which ones shmuldeleted. Such a study could

help also suggest the introduction of new programs.
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Third, the cross-sectional nature of data limitditgbto rule out cause-
effect inferences. Research efforts involving aadyic phenomenon such as firm
performance in export markets requires a temparvalld (Katsikeast al. 1996).
Longitudinal analysis would provide enriched evidemrregarding causal direction.
The study would examine prior participation in thgport promotion programs
provided and relate it to outcomes. Such findiegsld then be compared with
outcomes. This method would provide stronger imfmion to describe the
relationship between satisfaction with export prtioroprograms and various impact

measures.



