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The Antecedents of Export Performance of Brazilian SMEs: The Non-Linear Effects of

Customer Orientation

Abstract

This article examines the determinants of customer orientation and the quadratic effects of
customer orientation on export performance. The relationship between customer orientation
and export performance has been assumed in the literature to have a linear relationship,
neglecting the possibility of non-linear relationships between those constructs. Moreover,
while most studies have been conducted in developed countries, we test our model in Brazil,
an emerging market. The research findings suggest that technology intensity and competitive
intensity are key determinants in explaining the firm’s success in the export market. Our
findings also indicate that the relationship between customer orientation and export
performance is quadratic (U-shaped) rather than linear. The implications of these findings

along with the limitations are discussed.
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1. Introduction

Exporting activity is important for governments which are concerned with improving
the international competitiveness of their economies, and for individual firms, because it
serves as a catalyst for significant growth opportunities (Czinkota, 1994; Boso et al., 2012).
Exporting is a particularly appropriate mode of entry for small-and medium-sized firms
(SMEs) from developing countries wishing to break into a foreign market as it offers a greater
degree of flexibility, minimal resource commitment, and limits the firm risk to exposure

(Deng et al., 2003; Sousa and Novello, 2014).

During the past decades, studies have shown that export performance reflects the
outcomes of export behavior in firm-specific and environment-specific circumstances
(Diamantopoulos, 1998; Wheeler et al., 2008). Since the seminal works by Kohli and
Jaworski (1990), and Narver and Slater (1990), several studies have shown that customer
orientation is a central element in explaining firm performance (e.g. Jaworski and Kohli,
1993; Hortinha et al., 2011). Although a consensus seems to hold about the positive impact of
customer orientation on export performance (Sousa et al., 2008), there are still questions
about its robustness (Shoham et al., 2005). Moreover, the studies that have been conducted in
this area have assumed that the customer orientation-export performance relationship is linear,
neglecting the possibility of non-linear relationships between those constructs (Atuaheme-
Gima et al., 2005; Cadogan and Cui, 2004; Cadogan et al., 2009). However, the differences
that exist between the linear and quadratic relationships and their impact are important aspects
to consider in the firm’s export operations. For instance, if the relationship between customer
orientation and export performance is quadratic, failure to recognize that export performance

may decline with too much customer orientation may have a significant impact on the firm’s



export success. Therefore, SMEs must be knowledgeable of the type of relationship that exists

between customer orientation and export performance.

Another limitation in the literature is that most studies have been conducted in
developed countries, particularly in the US and Western Europe. To date, very few studies
focusing on customer orientation have been reported from developing nations (Ellis, 2005).
This is a surprise since emerging markets play an increasingly important role in the global
economy (Gaur et al., 2014), and most emerging economy governments (e.g. Brazil and
China) now actively encourage local enterprises to go global. Given the differences between
developed and developing economies, the generalization of prior research to firms in a
developing country may be inappropriate (Pangarkar and Wu, 2012). A major gap in the
literature is, therefore, knowledge about whether our current understanding can be

successfully generalized to firms in other countries, especially from the emerging markets.

Thus, our study provides the following contributions to the literature. First, we
examine the impact of customer orientation on export performance. In the case of export
operations, research into the effect of customer orientation is still in an early stage of
development since most conceptual and empirical studies of customer orientation have been
in the context of domestic markets (Racela et al., 2007). While exploring the role of customer
orientation, we also investigate whether customer orientation mediates the effect of the firm’s
internal resources on export performance. In addition, we develop a model that examines
whether the relationship between customer orientation and export performance is quadratic
rather than linear. Previous research assumed a linear effect between customer orientation and
performance, disregarding potential non-linear effects. However, the examination of potential

non-linear effects has significant theoretical and managerial implications in terms of how we



view the development of customer orientation in a firm. Finally, we examine the determinants
of export performance and test these relationships in the context of an emerging market,
namely Brazil. As a country in this category, Brazil is particularly interesting to examine as it
is South America’s largest economy being responsible for about one third of the total GDP for
Latin America and the Caribbean. According to the World Bank, Brazil is the seventh largest
economy in the world in terms of GDP (World Bank, 2014). In addition, Brazil is part of the

BRIC, the fastest-growing set of economies from the developing world.

In the next section, the theoretical background to the research is presented, along with
the development of specific research hypotheses. This is followed by a description of the
research methodology and test results. After presenting the discussion and implications of the

results, the article concludes with limitations and suggestions for further research.

2. Theoretical Background and Hypotheses Development
2.1. Customer Orientation

The literature provides different views about the role of the different components of
market orientation (Zhou et al., 2007). According to Narver and Slater (1990), there are three
components of market orientation: (a) customer orientation, (b) competitor orientation, and (c)
interfunctional coordination. In our study we will focus on customer orientation which has
been identified as the most essential part of the marketing orientation construct and can be
regarded as synonymous of market orientation (Deshpandé and Farley, 1998; Deshpandé et
al., 1993). A study by Tyler and Gnyawali (2002) also concludes that managers find customer
orientation to be the most important aspect of their firm's market orientation. Similar

arguments have been found in the literature (e.g. Wren et al., 2000; Matsuo, 2006) which



emphasize the importance of more research attention to customer orientation construct.
Customer orientation refers to the “sufficient understanding of one’s target buyers to be able
to create superior value for them continuously” (Narver and Slater, 1990, p. 21). In order to
create value for their target markets, firms have to gather knowledge about current and future
customers, and then disseminate that knowledge throughout the firm (Lafferty and Hult, 2001,
Jaworski and Kohli, 1993). Firms with a strong customer orientation have a competitive
advantage because they consider the creation and maintenance of customer value to be a top
priority (Olson et al., 2005; Hortinha et al., 2011). Not surprisingly, it has been argued that the
interests of the customers should be the first concern in companies that want to develop long-
term profitability (Deshpandé et al., 1993). This is particularly the case for SMEs where a
small firm’s marketing advantage is precisely linked to the close relationships that exist
between the firm and its customers due to the much shorter line of communication
(Weinrauch et al., 1991; Jones and Rowley, 2011). Thus, in the literature, customer
orientation is acknowledged to be a key driver of business performance (Jaworski and Kohli

1993; Zhou et al., 2007).

2.2. Conceptual Framework

The conceptual model guiding this study is based on two theoretical structures that are
present in the marketing literature, namely, the resource-based view (RBV) and the structure-
conduct-performance (SCP) paradigm. These theories are not frequently applied in
combination to explain export performance, particularly in the case of SMEs. While we use
the RBV approach to focus on the internal variables, SCP theory is selected to justify the

external element in our conceptual model.



The resource-based view (RBV) approach has been used as the cornerstone to
understand how companies compete in their environments. The model indicates how
resources are applied and combined and what makes competitive advantage sustainable in
firms (Peteraf, 1993). The resource-based approach posits that internal resources are key
determinants in defining company performance and profitability (Barney, 1991; Wernerfelt,
1984; Wright et al., 1994). In that sense, the raw materials available for deployment by a
firm’s business units are essential for defining its success in the export market (Barney, 1991;
Morgan et al., 2004). According to Barney (1991), and Conner and Prahalad (1996), the
resource-based theory focuses on how sustained competitive advantage is generated by the
unique set of resources and knowledge that companies obtain. Moreover, the RBV is
associated with the creation of superior value to consumers through the utilization of specific

and scarce resources in its actions (Peteraf and Barney, 2003).

On the other hand, the SCP theory adopted in this study suggests that external factors,
such as environmental elements may affect a firm’s export performance. According to
Morgan et al. (2004), SCP theory proposes that export performance is directly affected by the
firm’s market structure (e.g. competitive intensity). A fundamental assumption in SCP theory
is that the structural forces that determine competitive intensity in a market have a strong
impact on firm performance (McGahan and Porter, 1997; Scherer and Ross, 1990). This
theory suggests that a company’s performance is a function of differences in market
conditions (Chen, 1999). Based on the SCP paradigm, Morgan et al. (2004) argue that the
external environment (i.e. competitive intensity) is a major antecedent of export performance.
Moreover, the nature and type of market environment has different effects on the firm’s

export performance.



The RBV and SCP perspectives share a common objective in trying to understand how
companies achieve a better performance. We can, therefore, suppose that firm performance
may be influenced by the use of certain practices (in the RBV) or the conditions of a
particular market (in the SCP). Considering those propositions, we support the adoption of
both perspectives (SCP and RBV) to give a balanced view of the factors that influence export
performance in companies, whether these are external or internal. Specifically, we propose to
focus on both perspectives to understand the export performance of Brazilian small and
medium enterprises as an outcome of internal and external elements from the company and
the marketplace. Based on both approaches we identify a set of internal and external factors
that may affect the export performance of Brazilian SMEs. The internal resources we consider

in our study are: customer orientation, managerial experience, and technological intensity.

Customer orientation refers to the analysis and comprehension of the needs and
demands of customers and provides the company with direction in respect of what should be
done in terms of products and services (Narver and Slater, 1990). Customer orientation can be
considered as a resource, since it is an intangible property of the firm that will enable it to
convert information into actions, thereby creating superior value for the customers (Armario
et al., 2008; He and Wei, 2011; Hunt and Lambe, 2000). The other internal factors proposed
in this study (i.e., managerial experience and technological intensity) find support in
Penrose’s (1959) proposition that managerial and technological resources should encompass
the resource domain of the firm. Among the resources, the intangible ones stand out as they
are more difficult to imitate and the most likely to generate sustainable competitive
advantages (Galbreath and Galvin, 2008). Not surprisingly, several studies suggest that
intangible resources are far more likely to underlie performance than tangible resources (Amit

and Schoemaker, 1993; Hitt et al., 2001; Barney, 2001). In this context, managerial



experience has to be considered an important intangible resource that affects the export
operations of firms, since export market knowledge accumulated through experience
constitutes a valuable resource which is difficult to imitate (Brooks and Rosson, 1982; Sousa
et al., 2008). Among the intangible resources, technological resources are particularly
significant as they provide a firm with an innovative capacity which is important for the
creation of competitive advantages to operate successfully in foreign markets (Rodriguez and
Rodriguez, 2005; Higdn and Driffield, 2011). In this regard, several studies (e.g. Basile, 2001;
Sousa and Novello, 2014) have emphasized the role of technology as one of the main factors
contributing to the success of the firm’s international operations. In relation to technological
resources, while technological intensity has not received much attention in the field literature
(Dhanaraj and Beamish, 2003), it has been considered a key element to explain the
internationalization process of the firm (Buckley and Casson, 1991). Therefore, the firm’s
technology intensity has been incorporated in the proposed model as an important internal

component to explain the export activities of SMEs.

Finally, the SCP theory posits that external components in the marketplace are vital to
determine firm performance (Porter, 1980). In line with previous studies, we argue that the
external environment is a factor that may directly affect the customer orientation and the
export performance of the firm (Morgan et al., 2004; Jeong et al., 2006). The external factor
present in our model that may affect export performance is the market’s competitive intensity.
Additionally, recent export performance literature (e.g. Lages and Montgomery, 2005)
suggests that foreign competition is a key issue that needs to be considered. The hypothesized
relationships among variables are presented below, based on the two theoretical approaches
that support our propositions. An overview of the conceptual framework is presented in

Figure 1.
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2.3. Research Hypotheses

The more competitive the market, the more difficult it is for the firm to acquire market
shares that ensure their survival (Mudambi and Zahra, 2007). As a result, intense competition
in the export market increases the need to actively monitor customers and competitors and
respond to change in the environment (Awuah, 2008). It is particularly important to ensure
that the firm engages in adequate promotion, delivers on time, properly maintains service, and
develops the right product for its markets (Terpstra, 1987). Thus, firms operating in export
markets under intensely competitive conditions are more likely to emphasize the need for
more expertise in monitoring their customers, and paying special attention to their needs. This
need to emphasize the understanding of one’s customer is directly linked to firm’s survival in
the foreign market. Unfamiliarity with the requirements of the foreign environment endangers
a firm’s survival in the foreign market (Sui and Baum, 2014). Not surprisingly, studies have
indicated that the survival of the firm hinges on the development of competences such as
customer orientation (e.g. Knight and Kim, 2009). Customer orientation, in that sense, means
to create superior value for the customer and continuously meet customer expectations with
quality products and services in markets of intense competition (Narver and Slater, 1990).
Firms which are able to provide superior customer value will build loyalty and commitment
and reduce the motivation to switch to competitors (Homburg et al., 2002). This is particularly
critical when competitive intensity is high since there is a greater degree of competitive
marketing activity with the aim of increasing the customer response to competitive marketing
efforts. In a highly competitive market, firms need to be more attentive to the changing needs

of customers (Lusch and Laczniak, 1987). Adopting a customer orientation approach is one of
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the key ways in which firms can accomplish this. Therefore, companies with higher levels of
customer-oriented practices will be more capable of coping with the intense competition of

foreign markets. Based on the above, we propose the first hypothesis:

H1: The greater the level of competitive intensity in the export market, the higher the degree

of customer orientation of the firm

In the present study we hypothesize that technological intensity will have a positive
impact on customer orientation. The rationale behind this proposition is that marketing a
product with a high degree of technological complexity in a foreign market, generates a
greater need for understanding the market, and customers’ and competitors’ practices
(Bradley, 2002). While technological competencies are important for the firm’s success and
survival in the foreign market, it is important that the introduction of technological complex
products is accompanied by an effort to understand the market and customers thereby
reducing the odds of failure (Mudambi and Zahra, 2007; Cantwell, 1989). Buyers of
technically-sophisticated items are more likely to place demands on manufacturers that drive
firms to focus more on the underlying needs and purchase requirements of their customers
(Bello et al., 2003). Also customers of technologically-intensive products tend to demand
more value added services. As the technical nature of the product increases, these added
services become increasingly important and the firm must be prepared to continuously meet
the expectations of their customers with their products and services (Sousa and Bradley, 2009;
Celly and Frazier, 1996). Moreover, as the product complexity increases, customers may
require more support in operating and maintaining the products (Venohr and Meyer, 2009).
Therefore, firms that produce technologically intense goods must engage in more training and

technical support activities in order to be able to market and service the product properly in
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the export market (Cavusgil and Zou, 1994; McGuinness and Little, 1981). Thus, technology-
intensive products lead companies to adopt a higher degree of customer-oriented behavior.

Based on these arguments, we propose the second hypothesis:

H2: The greater the level of technological intensity of the product, the higher the degree of

customer orientation of the firm

The relationship between managerial experience and customer orientation has not
received much attention in the marketing literature. We argue that a strong relationship exists
between those two components, since the manager’s knowledge of the foreign market will
lead to a better comprehension of the customer which is a central aspect of the customer
orientation behavior. The concept of absorptive capacity in the organizational learning
literature could be useful in this context. Absorptive capacity is the firm’s ability to recognize
the value of new, external information, assimilate it, and apply it (Cohen and Levinthal,
1990). The term ‘absorptive capacity’ can be used to explain a firm’s ability to turn
experiences into useful knowledge in an ongoing business (Eriksson and Chetty, 2003).
Previous experience adds to the manager’s human capital by providing valuable knowledge
and absorptive capacity relevant to the international operations of the firm (Filatotchev et al.,
2009). Knowledge development is a cumulative experience, insofar as prior experiences
generate knowledge that is applied as managers make decisions about their ventures (Hultman
et al., 2011). Experience from foreign operations will facilitate learning about the foreign
market (Carlsson et al., 2005). The previous international business experience of decision-
makers represents an important organizational resource which allows the firm to obtain
specific knowledge of the process of identifying and serving foreign customers (Filatotchev et

al., 2009). In that sense, managers who have higher levels of international experience can
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provide firms with a better appreciation of the potential market, enabling their companies to
access information about customers and competitors, leading to a higher level of customer
orientation. O’Hara et al. (1991) propose that more experienced workers, familiar with the
customer’s needs, are more likely to present customer-orientated behavior, if compared to less
experienced employees. Franke and Park (2006) also provide support for the assumption that
workers with higher experience perform better and present customer-oriented behavior. Based

on the above discussion, we propose the next hypothesis:

H3: The higher the level of the manager’s international experience, the greater the customer

orientation of the firm

The relationship between competitive intensity and export performance has been
thoroughly studied in the marketing literature (Lages and Montgomery, 2005; McGahan and
Porter, 1997; Morgan et al., 2004; Ambler et al., 1999: Scherer and Ross, 1990). However, the
results achieved by those studies are mixed, demanding a better understanding of the
proposed relationship. According to Sousa et al. (2008), market competitiveness has been
alleged to have an important influence on export performance. Competitive markets tend to be
more dynamic with frequent changes in their competitive conditions, and shifts in customer
tastes and needs. These changes usually create uncertainty for the firm and make long-term
planning difficult (Zahra et al., 1997). These uncertainties also create additional difficulties
for the firm in its efforts to succeed as they increase the possibility of making wrong
decisions, and thereby reducing the performance of the firm abroad (Sousa and Bradley,
2008). Not surprisingly, O’Cass and Julian (2003) argue that the lack of competition in an
export market contributes positively to export performance. Our hypothesis is based on the

proposition that firms operating in less competitive markets will perform better. This is
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consistent with the study by Sriram and Manu (1995) who found that firms exporting to less

competitive markets tend to achieve better results. Thus, the following hypothesis is proposed.

H4: The higher the competitive intensity, the lower the degree of export performance

According to the RBV, customer orientation is a resource that is likely to generate a
sustainable competitive advantage that may lead to superior performance (Slater and Narver,
1995). Customer orientation represents the sufficient understanding of one’s target buyers to
be able to continuously create superior value (Narver and Slater, 1990). To ensure the creation
of superior value, the firm has to understand customer needs and wants. A firm that
consistently identifies and responds to such preferences will be in a better position to satisfy
customers and perform well against competitors (Cadogan et al., 2002). Simply put,
customer-oriented firms perform better (Deshpandé et al., 1993) since they are more likely to
understand what their customers are willing to pay for. In the export marketing literature, the
relationship between customer orientation and export performance has been assumed as a
linear positive relationship, implying that to achieve greater levels of export performance,
firms must continuously invest in customer-oriented behaviors. This rationale is grounded in
the RBV paradigm, in which increasing efforts in market-oriented behaviors are considered to
positively affect the firm’s performance (Hunt and Morgan, 1995; Katsikea and Morgan,
2003; Sarensen, 2009). Therefore, our sixth hypothesis explores the positive linear

relationship between customer orientation and export performance.

H5: There is a positive linear relationship between customer orientation and export

performance
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We also propose an alternative hypothesis to H5. The alternative hypothesis assesses
the possibility that the customer orientation-export performance relationship is quadratic
rather than linear. A small number of studies have been published (Cadogan and Cui, 2004;
Cadogan et al., 2009) exploring the non-linear relationship between market orientation
constructs and export performance, revealing an area that is still in need of further research.
H5 postulates that firms will perform better when customer-oriented behavior is higher. This
means that export performance will always increase with more investments in customer
orientation. However, based on the theory of the growth of a firm, a company has no way to
extend itself without limitation, because the management capability and resources of a
company restrict the growth of the company (Penrose, 1959). Therefore, firms operate under
limited budgets and have to prioritize their resource investments optimally (Cadogan et al.,

2009).

Additionally, although customer orientation is an important tool for developing
competitiveness and enhancing performance, other customer value-enhancing strategic
orientations must also be leveraged to meet the customer’s demands (entrepreneurial,
innovation, learning, and technological orientation) (Cadogan et al., 2009; Gatignon and
Xuereb, 1997; Hult and Ketchen, 2001). Indeed, companies should never be locked into a
particular external emphasis, since environmental conditions are transient and fluid (Slater
and Narver, 1994). Also, developing the excessive behavior of constantly screening customer
needs would be harmful to other strategic dimensions (Ulwick, 2002), as constant changes in
customer demands would prevent companies from being able to develop the required skills in
a particular technology (Atuaheme-Gima et al., 2005). Thus, a firm’s budgets have to be
parsimoniously allocated in order to accommodate resource demands from different strategic

areas.
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Taking these arguments into consideration, as companies begin to invest in customer-
oriented behaviors, export performance will increase, since companies become more
knowledgeable about customer needs and demands. However, further investment in customer
orientation after an optimal point would lead to harmful results, thus indicating the existence
of an inverted U-shaped relationship between customer orientation and export performance. It
is worth mentioning that a few researchers (Atuaheme-Gima et al., 2005; Cadogan and Cui,
2004; Cadogan et al., 2009) also found similar results when analyzing the relationship
between market orientation and firm performance. Therefore, we propose the following

hypothesis:

H6: There is an inverted U-shaped relationship between customer orientation and export

performance.

Exploring the role of customer orientation is important to fully understand the
relationships among the study’s constructs. As a result, we are interested in exploring whether
customer orientation mediates the effect of the firm’s internal resources on export
performance. While it has not been extensively studied, the possible mediating role of
customer orientation has been previously examined in the literature (e.g. Williams and
Attaway, 1996). As indicated above, technology intensity and managerial experience are
expected to have a positive impact on customer orientation, which in turn is an important
predictor of a firm’s export performance. Consequently, it is proposed that it is through the
development and leveraging of the firm’s intangible resources (i.e., technology intensity and
experience) into customer orientation that firms are able to achieve superior export

performance. Thus, the following hypotheses will be tested in this study:
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H7a: Customer orientation mediates the influence of technology intensity on export
performance.
H7b: Customer orientation mediates the influence of managerial experience on export

performance.

3. Methodology
3.1. Sample and Data Collection Procedure

The study was conducted using a sample of exporting firms based in Brazil. We used a
multi-industry sample to increase the observed variance and to strengthen the generalizability
of the results (Morgan et al., 2004). The research was based on a survey of 700 small and
medium-sized firms (SMEs), which was randomly generated from the trade association
database of non-government agencies. In line with the OECD’s 1994 definition, we use 500
employees as the dividing line between a SME and a large firm (please see Appendix 1 for

sample characteristics).

The structured questionnaire used was originally written in English and translated into
Portuguese by a bilingual expert. Academic experts who were familiar with the topic under
investigation assessed the content validity of the items. As suggested by Churchill (1979), the
measures were then refined through interviews with people capable of understanding the
nature of the concept being measured, i.e. managers involved in export operations. The
questionnaire was, therefore, given to a pre-test sample of eight managers. Based on their
feedback the survey was revised. The questionnaire was then back-translated into English and

checked for consistency with the original translated version to enhance ‘translation
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equivalence’ (Craig and Douglas, 2005; Van de Vijver and Leung, 1997). The effective
response rate was 19% (132 usable questionnaires). This result constitutes a fairly high
response rate, considering that the average top management survey response rates are in the
range of 15-20% (Menon et al., 1999), and it is considerably higher than other studies

conducted in countries with a developing economy (e.g. Zou et al., 1997).

To explore the issue of non-response bias, we tested for differences between early and
late respondents (Armstrong and Overton, 1977). As recommended by Weiss and Heide
(1993), early responses were defined as the first 75% of returned questionnaires. The last 25%
were considered late responses and representative of firms that did not respond to the survey.
Using a t-test, early and late respondents were compared on all the variables and no
significant differences were found (at the conventional 0.05 level); this suggests that non-
response bias was not an issue. Moreover, since anonymity was guaranteed, bias associated
with those who did not wish to respond for confidentiality reasons was also reduced

(Bialaszewski and Giallourakis, 1985).

Particular attention was paid to the identification and selection of the most appropriate
person in each firm to participate in the study. Because of involvement and direct
responsibility in decision-making, the manager was considered to be a major force behind the
initiation, development, sustenance, and success of a firm’s foreign activities. To ensure the
reliability of the data, the respondents selected were senior managers with responsibility for
foreign operations. The approach suggested by Huber and Power (1985) of using a single key
informant was also adopted, with a view to minimizing the potential for systematic and

random sources of error.
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3.2. Measures

This study uses the main export venture, the most important product exported to the
most important foreign market, as the unit of analysis. The use of the export venture allows us
to identify and isolate specific antecedents of export performance (Morgan et al., 2004). For
all constructs in the theoretical model the identified unit of analysis was the firm’s main

export venture to its primary export market.

In order to measure export performance the following items were used: overall
satisfaction, meeting expectations, improved global competitiveness, and strengthened
strategic position. Those items have been frequently used in previous studies (e.g. Zou et al.,
1998; Sousa et al., 2010). In relation to competitive intensity in the main export market, we
relied on the scale developed by Morgan et al. (2004). Technology intensity of the product
was assessed by asking respondents to indicate the degree of technology intensity of the
product on a five-point scale ranging from ‘not technology intensive’ to ‘highly technology
intensive’. The experience of the manager was measured by asking respondents to indicate
their degree of professional exporting experience, and their level of proficiency of the
language spoken in the main export country (Das, 1994; Sousa and Bradley, 2006). Finally,
customer orientation was measured using the Narver and Slater (1990) scale (see Appendix

2).

In addition to the variables specified in our model, the following control variables
were included: size of the firm, competitor orientation, interfunctional coordination, psychic
distance, year of internationalization, duration of international business in the export market,
and age of the firm. Following previous studies, firm size was measured by using the number

of employees (Brouthers and Nakos, 2005). The scales provided by Narver and Slater (1990)
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were used to measure competitor orientation and interfunctional coordination. Psychic
distance was measured using the scale provided by Sousa and Bradley (2006). The
respondents also indicated how many years the firm has been involved in the export market,

year of internationalization, and the age of the firm.

3.3. Assessment of Common Method Bias

As common method bias may be an issue in international research, and considering
that we have used a single respondent from each company to collect our data, some
procedures have been adopted to safeguard our constructs from the effects of systematic
errors that either inflate or deflate the relationship between them. The first procedural remedy
was on the designing process and administering the questionnaire. We mixed the order of the
questions and used different types of scales and metrics. Here, we followed the procedure
proposed by Podsakoff et al. (2003), who suggested that researchers should use different scale
endpoints. In the case of our questionnaire there are three different types of scale endpoint. By
applying that procedure, “respondents cannot easily combine related items to cognitively
“create” correlation needed to produce a CMV-biased pattern of responses” (Chang et al.,
2010, p. 180). Secondly, we guaranteed to all participants that their participation was
anonymous and confidential, and that there were no right or wrong answers. These procedures
should reduce people’s evaluation apprehension and prevent them from editing their answers
such that they become more socially acceptable and consistent with what researchers desire as
a response. Thirdly, respondents were not aware of the conceptual model that supported our

study. This should prevent them from creating correlations between constructs.

Additionally, the Harman single-factor test was performed. This test consists of

loading all items used to measure the constructs onto one single factor using exploratory

20



factor analysis. Common method bias is an issue when one factor emerges from the

exploratory factor analysis or when the majority of variance of the sample is explained by one

factor. The solution obtained by the exploratory factor analysis for all items provided five

factors, all with eigenvalues higher than 1. The first factor accounted for less than 30% of the

total variance. Following Morgan et al. (2004), we also used confirmatory factor analysis
(CFA) to test a single method factor. The fit indexes for a single-factor model (CF1=0.257,;
TLI=0.122; IFI=0.269; RMSEA=0.231) suggest a poor model fit, indicating that common

method bias is not likely.

Finally, in addition to the above tests, we conducted the marker variable technique
(Lindell and Whitney, 2001). This test consists of introducing a theoretically-unrelated
variable and assessing its correlations with the other variables of interest. The correlations

between the marker variable and the other variables are signs of common method bias

(Malhotra et al., 2006). The marker variable included in this study is the age of the manager.

The correlation results indicated that this marker variable (age of manager) is not related to

the variables of interest included in our model. The correlations varied from .01 to -.12, and

the average correlation between the marker variable and the other variables of interest is .05.

Using structural equation modelling, we included the marker variable in the theoretical mod
to have an effect on each indicator of our latent variables and compared the model with and
without it. The results indicated that there were no significant changes in both models.
Considering the findings of the three statistical tests conducted and the other procedural
remedies aforementioned, we can conclude that common method bias was not a concern in

our sample.

el
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3.4. Model Estimation

We used structural equation modelling with maximum likelihood (ML) approach to
test the hypothesized relationships and model. Statistical software AMOS 20.0 was used to
estimate the model parameters. The model estimation was conducted in two steps. In the first
step we assessed the overall measurement model through confirmatory factor analysis (CFA).
Construct validity was also assessed at that stage. In the second phase of the estimation we

tested the hypothesized structural relationships of the model presented in Figure 1.

We followed Ping’s (1995) estimation technique proposition to calculate the quadratic
effect tested in the model. The quadratic effect of customer orientation was obtained by using
a single indicator created by squaring the mean of the observed variables that composed that
construct. As the powered term was highly correlated with the customer orientation variable
from which it was derived, we used the residual centering procedure (Little et al., 2008). This
procedure allowed us to avoid problems related to the estimates instability of the regression
coefficients, i.e. to avoid the possibility that these estimates of the main effects may change

when higher-order terms enter the model.

One of the purposes of this study is to assess whether the relationship between
customer orientation and export performance is quadratic rather than linear. Thus, we paid
special attention to the criteria used to establish whether that relationship is linear or
curvilinear. A quadratic relationship might be represented by a linear and a quadratic term,
suchas Y = ag X + ap X2, or solely by the quadratic term Y = a, X? when ay is zero. In the
particular case of an inverted U-shaped relationship between the quadratic term of customer
orientation and export performance, a, must be negative (McCallum et al., 2010). In that case,

the relationship will be represented by a concave function. Support for the contention that the
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relationship between customer orientation and export performance is linear (H5) is provided if
the regression coefficient that represents that hypothesis is positive and significant and the
coefficient for hypothesis H6 is not significant. However, support for hypothesis H6 (inverted
U shape relationship between customer orientation and export performance) is provided if its

regression coefficient is negative and significant.

4. Analysis and Results
4.1. Reliability and Validity

We started by evaluating the psychometric properties of export performance,
competitive intensity, managerial experience, customer orientation, and export performance.
We initially performed exploratory factor analyses (EFA), computed item to total correlations,
and calculated Cronbach’s alpha coefficients (Cronbach, 1951). All measures were now
unidimensional and showed accepted reliability levels with all alpha coefficients equal or

above 0.62.

We further assessed discriminant validity, convergent validity, and scale reliability
with confirmatory factor analysis (CFA), in line with the paradigm advocated by Anderson
and Gerbing (1988). Tables 1 and 2 display the results obtained from the estimation of the
CFA model. The results indicate that the overall chi-square for this model was 104.962
(p<0.001) with 54 degrees of freedom (df). Four measures of fit were examined: the
comparative fit index (CF1=0.937), Tucker-Lewis fit index (TL1=0.909), incremental fit index
(IF1=0.939), and the root mean square error of approximation (RMSEA=0.060). The results of
the CFA model also show that the items employed to measure the constructs were both valid
and reliable. More specifically, convergent validity is evidenced by the large and significant

standardized loadings (t>1.96, p<.05) of the items on the respective constructs.
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We used two methods to assess discriminant validity of the measures. Firstly, we
examined the chi-square difference by running pair-wise tests for all the scales. All chi-square
differences have high significance (e.g., the test for customer orientation and export
performance, Ayx2(1)=18.01, p=0.00), which indicates the discriminant validity (Anderson and
Gerbing 1988). Secondly, discriminant validity was assessed by observing the construct inter-
correlations. These were significantly different from 1, and the shared variance between any
two constructs (i.e. the square of their inter-correlation) was less than the average variance

explained in the items by the construct (Fornell and Larcker 1981) (see Table 2).

As far as the reliability is concerned, all constructs present acceptable levels of
composite reliability (CR): export performance (CR=0.77); customer orientation (CR=0.78);
competitive intensity (CR=0.81); and managerial experience (CR=0.66). In terms of variance
extracted, all constructs were equal or exceeded the recommended level of 0.5. We conclude,
therefore, that for all constructs, the indicators were sufficient and adequate in terms of how

the measurement model was specified.
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Insert Table 1 and 2 about here
T ——
4.2. Testing of Hypotheses
Because of the complexity of the model and the need to test the relationships between
the constructs simultaneously, structural equation modelling was used by applying the
maximum likelihood (ML) method (Amos version 20.0). The overall chi-square for the model
exhibited in Figure 1 was significant (chi-square = 130.945, df = 71, p<0.001). We therefore

examined the structural diagnostics for relative global fit according to the procedures
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suggested by Bollen (1989). As with the CFA model, the other measures of fit were:
comparative fit index (CFI=0.935) Tucker-Lewis fit index (TLI=0.904), the incremental fit
index (IF1=0.938), and the root mean square error of approximation (RMSEA=0.058). Given
that all the fit indices were inside the cut-off values suggested by the literature, the model was
deemed acceptable (Vandenberg and Lance 2000). The relationships proposed in the model
were examined next and the standardized path coefficient estimates are presented in Table 3

and Figure 2.
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Insert Table 3 and Figure 2 about here
T
Consistent with hypothesis H1, the results indicate that the greater the level of
competitive intensity in the export market, the higher the degree of customer orientation of the
firm as indicated by a parameter estimated of 0.179 (p<0.05). Similarly, as predicted by H2,
the level of technological intensity of the product has a significant positive impact on the
degree of customer orientation of the firm (0.297; p<0.01). Surprisingly, the results for H3
(0.064; p>0.10), fail to provide support for the notion that a manager’s international
experience is positively related with the degree of customer orientation of the firm. In relation
to H4, the results support our hypothesis that competitive intensity has a negative effect on

export performance of the firm (-0.175; p<0.05).

As the estimated coefficient of customer orientation on export performance is positive
and significant (0.454; p<0.01), and the coefficient that represents the relationship between
customer orientation squared and export performance is also positive and significant (0.187;
p<0.05), both hypotheses H5 and H6 are rejected. However, taken together, those results
reveal that the relationship between customer orientation and export performance is U-shaped

rather than an inverted U-shape as predicted in hypothesis H6. The argument that the
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relationship between customer orientation squared and export performance is positive (U-
shaped) rather than negative (inverted U-shaped) is that the regression coefficient that
represents the linear relationship is significant (ay, H5) but the regression coefficient o, (H6) is
also positive and significant. Thus, the relationship between customer orientation and export
performance is quadratic and positive, being represented by a concave curve. Figure 3 shows

the quadratic function of export performance in relation to customer orientation.
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Insert Figure 3 about here
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Besides the direct effects specified in the model, we estimated the mediating role of
customer orientation between the internal resources technology intensity and managerial
experience, and export performance. The mediation is employed to reveal the existence of a
significant intervening effect of the mediating variable (customer orientation) between
resources (technology intensity and managerial experience) and export performance. We
tested whether the mediating variable in the model (i.e., customer orientation) accounts for a
proportion of the relationship between predictor (technology intensity and managerial
experience) and criterion variables (export performance). In order to test the mediating effects
of customer orientation we decided to adopt the bootstrapping method. The bootstrapping
method has been recommended over the Baron and Kenny (1986) approach because it
provides a higher level of power and reasonable control over the Type 1 error rate (Cheung
and Lau, 2008). Table 4 displays the direct, indirect, and total effects of technology intensity
and managerial experience on export performance via customer orientation. The results
indicate that none of the direct effects of technology intensity or managerial experience on
export performance were significant (respectively, 0.102; p>0.10 and 0.216; p>0.10). In terms

of indirect effects, we found technology intensity to have a significant effect on export
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performance (0.232; p<0.01), whereas the indirect effect of managerial experience is not

significant.
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Insert Table 4 about here
T

5. Discussion and Implications
5.1. Discussion

Although the direct link between customer orientation and firm performance has
received empirical support, there are still questions about its robustness, particularly in the
case of export operations, since most studies have focused on domestic markets. Additionally,
the majority of studies that have been published in the area have explored the customer
orientation-export performance relationship as linear, neglecting other types of effect, such as
quadratic relationships. Moreover, to date, very few studies have been reported from
developing nations. To address these gaps in the literature we developed a model that
examines these relationships in the context of a developing country, namely Brazil. In this
model, we investigated whether customer orientation mediates the effect of the firm’s internal
resources on export performance. In addition, we examined the linear and non-linear effect of
customer orientation on export performance. The results achieved in this study indicate a
strong relationship between the internal and external aspects present in the marketplace, and
the export performance of small and medium-sized Brazilian firms, thereby providing support
for the idea that the RBV and SCP approaches have to be taken into consideration when

evaluating the success of SMEs in international settings.

Initially, our results indicate that the competitive intensity of the market has a strong

and positive effect on the customer orientation behavior of small and medium-sized firms.
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Customer orientation seems to be more important for those companies that develop their
activities in highly competitive markets (Sousa and Bradley, 2009). A customer-oriented
behavior is necessary in those markets where customers have the choice to switch their
providers (Cadogan et al., 2003). Fostered by the level of competition, firms are driven to
develop customer-oriented actions and behavior, enabling them to perform better even in
intensely competitive scenarios. It also supports claims that a firm’s survival in the foreign
market is linked to an understanding of the customer and therefore the development of

competences such as customer orientation (Sui and Baum, 2014; Knight and Kim, 2009).

The technology intensity of the product marketed by the firm and its relationship with
the customer orientation has also been addressed in this study. As the results revealed, for
those SMEs where the product is highly technology-oriented, there will be a higher degree of
customer orientation. The results also appear to support the notion that technology intensity
has an indirect effect on export performance via customer orientation. This is consistent with
the proposition that marketing highly technological products demands a better understanding
of customers, markets, and competitors, leading to a higher level of customer-oriented
behavior (Bradley, 2002) which should have a positive impact on the firm’s performance.
Thus, firms with such characteristics must be better prepared for the competition in foreign
markets, developing a customer-oriented stance. These results imply a higher level of training
of the firm’s employees and technical support activities for the products (Cavusgil and Zou,

1994; McGuinness and Little, 1981).

As expected, the results support our hypothesis that high competitive intensity has a
negative impact on export performance. This is particularly relevant for firms from emerging

markets. Firms from emerging markets which intend to enter more developed markets must
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continuously monitor the moves of their competitors, and change their product and service
offering more frequently than in developing markets (Matanda and Freeman, 2009). As a
result, the higher competitive intensity in developed markets requires firms to deploy more
resources to enhance product and service offering to meet customer needs and demands, and
this requirement tends to reduce their profitability in the export market (Sriram and Manu,

1995).

Contrary to our expectations, however, the results obtained in the present study
revealed that the manager’s international experience has no significant impact on customer
orientation. While this result is surprising it is consistent with previous studies which found
that international experience did not play a significant role in explaining the foreign activities
of the firm (e.g. Leonidou and Katsikeas, 1996; Nakos and Brouthers, 2002; Contractor et al.,

2005).

Customer orientation has long been discussed in the marketing literature, and
represents a cornerstone in the field (Narver and Slater, 1990). Our findings suggest that the
relationship between customer orientation and export performance is quadratic rather than
linear. Moreover, the positive sign of the path coefficient between the quadratic term of
customer orientation and export performance, reveals the existence of a U-shaped relationship
rather than an inverted U-shaped one as predicted in H6. This means that at very low and very
high levels of customer orientation SMEs perform well in foreign markets. However, if firms
develop mid-range customer orientation practices, they may be outperformed by their
competitors (Cadogan and Cui, 2004). This is consistent with the argument of Narver and
Slater (1990) that at very low levels of market orientation, firms are very internally focused,

especially on financial and profit contributors aspects, and thereby, are more likely to remain
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efficient. Cadogan and Cui (2004) also hypothesized that export agents who are less market-
oriented achieve higher performance if they leave market-oriented activities to other partners
in the export value chain. In these conditions, exporters do not have to incur costs associated
with the development of market-oriented behaviors. On the other hand, mid-range levels of
customer orientation practised by firms have detrimental impacts on their export performance.
The rationale behind this argument is that when companies start to invest in market-oriented
actions, such as customer orientation, they have not channelled enough resources to become
truly customer-oriented. Under these conditions they are neither truly customer-oriented nor
internally-focused. As a result, they lose the clear focus on their internal activities and are not
sufficiently capable of competing with more customer-oriented companies. However, firms
will benefit from increasing investments in customer orientation after a certain point. As
SMEs become more knowledgeable of the market characteristics and their customers, they are

more likely to be effective in their actions.

The Barney and Wright (1998) framework appears to provide further support for this
U-shaped relationship. These scholars argue that resources provide a source of competitive
advantage only if the firm is organized to exploit and capitalize on them. Organizations
should focus attention on systems, rather than single actions in order to capture resources
contributions that lead to sustained competitive advantages. Practices are maximally effective
when they exist as a coherent system (Barney and Wright, 1998). Thus, we argue that, at mid-
range levels of customer orientation, firms are not able to fully capitalize on this type of
resource since organizational arrangements or systems have not been fully developed to
capture its contribution to the firm’s success. Moreover, at this point the firm has moved away
from its internal focus that was responsible for its superior performance at the very low level

of customer orientation. Thereby, as the firm intensifies its investment in customer
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orientation, and this strategic orientation becomes an embedded function within the company,

its paybacks are more likely to be achieved.

Overall, the empirical results provide broad support for our theoretical model. From an
RBYV theory perspective, strong support was found for the role of technology intensity and
customer orientation to explain the export performance of the firm. Contrary to expectations,
managerial experience was found to be less important than RBV theory suggests. A possible
explanation is that the direct determinants of export performance are derived from resources,
such as customer orientation, that are the result of managerial decisions influenced by market
forces (Ferrier, 2001; Luo and Peng, 1999). Consistent with the SCP theory, our findings also
indicate that competitive intensity is important in affecting the export operations of the firm.
This result provides further support to a key SCP premise that structural forces that determine
competitive intensity in a market have a strong impact on firm performance (McGahan and

Porter, 1997; Scherer and Ross, 1990).

5.2. Implications for Business Marketing Practice

The findings of this study have practical implications for SMEs’ export operations.
Firstly, firms that experience high levels of competition in foreign markets should strive to
develop a better attitude towards customer-oriented behavior. This should be addressed by a
better comprehension of the market and customers. To facilitate such comprehension, firms
should apply tools and expertise in helping them monitor customer characteristics, needs and

wants.

Secondly, we also revealed that companies that deliver technology-intensity products

will present a higher level of customer orientation. This result unveils a significant meaning
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for export managers, since they have to prepare the company to develop a customer-oriented
stance. This means that for technology-led companies, training and technical support activities
must be undertaken in order to achieve successful results in the marketplace. Intensive and

continuous training should be on the agenda for employees in those companies.

Regarding the results of the customer orientation-export performance relationship, our
study has a significant impact for SMEs engaging in foreign operation. Our results revealed a
positive U-shaped relationship between the two constructs in this relationship. This means
that the relationship will be beneficial when the level of customer orientation commanded by
the company is very low or very high. Therefore, we recommend SMEs to adopt either of
these two different patterns of behavior. In the first one, the company concentrates on
developing its expertise in those internal activities that may make it internally highly efficient.
In this perspective, investments in customer-oriented activities would have to be undertaken
by other partners in the value chain. This approach is particularly recommended to those
SMEs with low budgets, and which must optimally allocate their resources. In that case, more
efforts should be channeled to the optimization of industrial processes and the development of
financial controls. The second approach posits that SMEs have to invest heavily in customer-
oriented activities, avoiding what Narver and Slater (1990) called the tentative market-
oriented adopters. In that case, SMEs operating under small budgets would have to find the
necessary resources to develop customer-oriented activities that would make them overcome

the mid-range investment point and become truly customer-oriented companies.
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5.3. Limitations and Directions for Further Research

Every empirical study has certain limitations that should be acknowledged. First, it is
possible that the generalizability of the findings may be restricted. To test the general validity
of our findings it would be necessary to replicate our study to other countries. However, while
our empirical analysis was focused on Brazil, we believe that our results should be of
relevance to other emerging markets because of the similarities present in other emerging
markets such as growth rates, relatively short history of local firms competing in foreign
markets, and the role of the governments in actively encouraging local firms to go global.
Additionally, whilst the study has provided strong empirical support for most of our
hypotheses, the use of a cross-sectional research design cannot capture the dynamic aspects of
the constructs incorporated in the model. Thus, a longitudinal study might offer further

interesting insights on these relationships over time.

Moreover, the model can be expanded to incorporate additional internal and external
factors. Examples are export dependence, export commitment, openness to innovation,
marketing program standardization, and cultural distance. Finally, while in this article we
explore the mediating role of customer orientation, future studies are also encouraged to
examine the mediating role of other marketing orientation dimensions (e.g. competitor
orientation). In the future, the analyses of these variables together with those adopted in our
study will certainty add to our understanding of SMEs’ export operations. Our study also shed
light on a relationship that has been neglected in the literature: the quadratic effects of

customer orientation on export performance. This warrants more research effort in the area.
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6. Conclusion

While most studies on customer orientation have been conducted in the context of
domestic markets, our research extends this literature by assessing our model in an exporting
context. Moreover, the selection of an emerging market (i.e., Brazil) as the setting for this
study addresses a gap in the literature relating to the fact that most studies to date have been
undertaken in developed countries with the consequent inapplicability of their results to
emerging markets (Pangarkar and Wu, 2012). As a result, and given the growing importance
of understanding the behavior of firms in foreign markets, particularly from emerging market

firms, our research focuses on the impact of customer orientation on export performance.

We integrate the RBV approach and the SCP paradigm to develop our conceptual
model. While the RBV approach is used to support the selection of the internal variables, SCP
theory is selected to justify the external element in our conceptual model. Our results indicate
that researchers who draw on the SCP theory regarding the effect of external elements should
not simply examine the direct effect of the firm’s market structure (e.g. competitive intensity)
on firm performance, but should also focus on the effect of such structural characteristics on
the firm’s ability to implement a customer-oriented approach to achieve higher export
performance. From an RBV theory perspective, the results support the notion that internal
resources (i.e., technology intensity, and customer orientation) are key determinants in

defining the firm’s success in the export market.

Our research also extends previous work by examining the non-linear effect of
customer orientation on export performance. The results suggest that the relationship between
customer orientation and export performance is quadratic (U-shaped) rather than linear. This

finding should have significant implications in terms of how we view the development of
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customer orientation in a firm. And given the increasing importance of customer-oriented
approaches in determining the firm’s success in foreign markets, additional studies are needed
to promote further understanding of this issue. Despite the need for more research in this area,
we believe that this study provides new insights about the role of customer orientation and the
drivers of export performance, and offers a good foundation for advancing understanding in

this area.

35



References

Ambler T, Styles C and Xiucun W (1999) The Effect of Channel Relationships and Guanxi on
the Performance of Inter-Province Export Ventures in the People's Republic of China.
International Journal of Research in Marketing 16(1): 75-87.

Amit R and Schoemaker PJ (1993) Strategic Assets and Organizational Rent. Strategic
Management Journal 14(1): 33-46.

Anderson JC and Gerbing DW (1988) Structural Equation Modeling in Practice: A Review
and Recommended Two-Step Approach. Psychological Bulletin 103(3): 411-423.
Armario JM, Ruiz DM and Armario EM (2008) Market orientation and internationalization in
small and medium-sized enterprises. Journal of Small Business Management 46(4):

485-511.

Armstrong JS and Overton TS (1977) Estimating Nonresponse Bias in Mail Surveys. Journal
of Marketing Research 14(3): 396-402.

Atuaheme-Gima K, Slater S and Olson EM (2005) The Contingent Value of Responsive and
Proactive Market Orientations for New Product Program Performance. Journal of
Product Innovation Management 22(6): 464-482.

Auh S and Menguc B (2007) Performance implications of the direct and moderating effects of
centralization and formalization on customer orientation. Industrial Marketing
Management 36(8): 1022-1034.

Awuah GB (2008) Analyzing Customer-Orientation Practices of Firms from a Wider
Perspective. Journal of Business to Business Marketing 15(1): 45-70.

Bagozzi RP and Yi Y (1994) Advanced topics in structural equation models. In R. P. Bagozzi
(Ed) Advanced Methods of Marketing Research. Oxford: Blackwell.

Barclay D, Higgins C and Thompson RL (1995) The partial least squares approach to causal
modeling: Personal computer adoption and use as an illustration. Technology Studies
2(2): 285-309.

Barney JB (1991) Firm Resources and Sustained Competitive Advantage. Journal of
Management 17(1): 99-120.

Barney JB (2001) Is the resoucer-based “view” a useful perspective for strategic management
research? Yes. Academy of Management Review 26(1): 41-56.

Barney JB and Wright PM (1998) On becoming a strategic partner: The role of human
resources in gaining competitive advantage. Human Resource Management 37(1): 31-
46.

Baron RM Kenny DA (1986) The moderator-mediator variable distinction in social-
psychological research: conceptual, strategic, and statistical considerations. Journal of
Personality and Social Psychology 51(6): 1173-1182.

Basile R (2001) Export Behaviour of Italian Manufacturing Firms over the Nineties: The Role
of Innovation. Research Policy 30(8): 1185-1201.

Bello, DC, Chelariu C and Zhang L (2003) The Antecedents and Performance Consequences
of Relationalism in Export Distribution Channels. Journal of Business Research 56 (1):
1-16.

Bialaszewski D and Giallourakis M (1985). Perceived Communication Skills and Resultant
Trust Perceptions Within the Channel of Distribution. Journal of Academy of Marketing
Science 13(2): 206-217.

Bollen K (1989) Structural Equations with Latent Variables. New York: Wiley and Sons.

Boso N, Cadogan JW and Story VM (2012) Complementary Effect of Entrepreneurial and
Market Orientations on Export New Product Success under Differing Levels of
Competitive Intensity and Financial Capital. International Business Review 21(4): 667-
681.

36



Bradley F (2002) International Marketing Strategy (4th ed.). London: Prentice Hall.

Brooks MR and Rosson PJ (1982) A Study of Export Behavior of Small and Medium-sized
Manufacturing Firms in Three Canadian Provinces. In M. R. Czinkota and G. Tesar
(Eds.) Export Management: An International Context (pp. 276-285). New York:
Praeger Publishers.

Brouthers LE and Nakos G (2005) The Role of Systematic International Market Selection on
Small Firms' Export Performance. Journal of Small Business Management 43(4): 363-
381.

Buckley PJ and Casson MC (1991) The Future of the Multinational Enterprise. London:
Macmillan.

Cadogan JW and Cui CC (2004) Chinese export agents” adoption of export market-oriented
behaviours: Measurement and performance relationship. Journal of Asia Pacific
Marketing 3(2): 21-37.

Cadogan JW, Cui CC and Li EKY (2003) Export Market-oriented Behavior and Export
Performance: The Moderating Roles of Competitive Intensity and Technological
Turbulence. International Marketing Review 20(5): 493-513.

Cadogan JW, Diamantopoulos A and Siguaw JA (2002). Export Market-oriented Activities:
Their Antecedents and Performance Consequences. Journal of International Business
Studies 33(3): 615-626.

Cadogan JW, Kuivalainen O and Sundqvist S (2009) Export market-oriented behavior and
export performance: Quadratic and moderating effects under differing degrees of market
dynamism and internationalization. Journal of International Marketing 17(4): 71-89.

Cantwell J. (1989) Technological innovation and multinational corporations, Oxford:
Blackwell.

Carlsson, J., Nordegren, A. and Sjoholm, F. (2005), "International Experience and the
Performance of Scandinavian Firms in China,” International Business Review Vol. 14
No. 1, pp. 21-40.Cavusgil ST and Zou S (1994) Marketing strategy - performance
relationship: An investigation of the empirical link in export market ventures. Journal of
Marketing 58(1): 1-21.

Celly KS and Frazier GL (1996) Outcome-Based and Behavior-Based Coordination Efforts in
Channel Relationships. Journal of Marketing Research 33(2): 200-210.

Chang SJ, Van Witteloostuijn A and Eden L (2010) From the Editors: Common Method
Variance in International Business Research. Journal of International Business Studies
41(2): 178-184.

Chen H (1999) International Performance of Multinationals: A Hybrid Model. Journal of
World Business 34(2): 157-170.Churchill GA (1979) A Paradigm for Developing Better
Measures of Marketing Constructs. Journal of Marketing Research 16(1): 64-73.

Cheung GW and Lau RS (2008) Testing Mediation and Suppression Effects of Latent
Variables: Bootstrapping with Structural Equation Models. Organizational Research
Methods 11(2): 296-325.

Cohen WM and Levinthal DA (1990) Absorptive Capacity: A New Perspective on Learning
and Innovation. Administrative Science Quarterly 35(1): 128-152.Conner KR and
Prahalad CK (1996) A Resouce-Based Theory of the Firm: Knowledge versus
Opportunism. Organization Science 7(5): 477-501.

Contractor FJ, Hsu C-C and Kundu SK (2005) Explaining Export Performance: A
Comparative Study of International New Ventures in Indian and Taiwanese Software
Industry. Management International Review 45(3): 83-110.

Craig CS and Douglas SP (2005) International Marketing Research (3rd ed.). West Sussex:
John Wiley & Sons Ltd.

37



Cronbach, LJ (1951) Coefficient Alpha and the Internal Structure of Tests. Psychometrika
16(3): 297-324.

Czinkota MR (1994) A National Export Assistance Policy for New and Growing Businesses.
Journal of International Marketing 2(1): 91-101.

Das M (1994) Successful and Unsuccessful Exporters from Developing Countries: Some
Preliminary Findings. European Journal of Marketing 28(12): 19-33.

Deng J, Menguc B and Benson J (2003) The impact of human resource management on
export performance of Chinese manufacturing enterprises. Thunderbird International
Business Review 45(4): 409-429.

Deshpandé R and Farley JU (1998) Measuring Market Orientation: Generalization and
Synthesis. Journal of Market-Focused Management 2(3): 213-232.

Deshpandé R, Farley JU and Webster FE Jr (1993) Corporate Culture, Customer Orientation,
and Innovativeness in Japanese Firms: A Quadrad Analysis. Journal of Marketing
57(1): 23-37.

Dhanaraj C and Beamish PW (2003) A Resource-Based Approach to the Study of Export
Performance. Journal of Small Business Management 41(3): 242-261.

Diamantopoulos A (1998) From the Guest Editor. Journal of International Marketing 6(3): 3-
6.

Efron B and Tibshirani RJ (1993) An Introduction to the Bootstrap. New York: Chapman &
Hall/CRC.

Ellis PD (2005) Market Orientation and Marketing Practice in a Developing Economy.
European Journal of Marketing 39(5/6): 629-645.

Eriksson K and Chetty S (2003) The Effect of Experience and Absorptive Capacity on
Foreign Market Knowledge. International Business Review 12(6): 673-695.

Falk RF and Miller NB (1992) A primer for soft modelling. Akron, OH: The University of
Akron Press.

Ferrier WJ (2001) Navigating the competitive landscape: The drivers and consequences of
competitive aggressiveness. Academy of Management Journal 44(4): 858-877.

Filatotchev I, Liu X, Buck T and Wright M (2009) The Export Orientation and Export
Performance of High-Technology Smes in Emerging Markets: The Effects of
Knowledge Transfer by Returnee Entrepreneurs. Journal of International Business
Studies 40(6): 1005-1021.

Fornell C and Larcker DF (1981). Evaluating Structural Equation Models with Unobservable
Variables and Measurement Error. Journal of Marketing Research 18(1): 39-50.

Franke GR and Park J-E (2006) Salesperson Adaptive Selling Behavior and Customer
Orientation: A Meta-Analysis. Journal of Marketing Research 43(3): 693-702.

Fredericks E (2005) Infusing flexibility into business-to-business firms: A contingency theory
and resource-based view perspective and practical implications. Industrial Marketing
Management 34(6): 555-565.

Galbreath J and Galvin P (2008) Firm Factors, Industry Structure and Performance Variation:
New Empirical Evidence to a Classic Debate. Journal of Business Research 61(2): 109-
117.

Gatignon H and Xuereb J-M (1997) Strategic orientation of the firm new product
performance. Journal of Marketing Research 34(1): 77.

Gaur AS, Kumar V, and Singh D (2014) Institutions, Resources, and Internationalization of
Emerging Economy Firms. Journal of World Business 49(1): 12-20.

Hair JFJ, Black WC, Babin BJ, Anderson RE and Tatham RL (2005) Multivariate Data
Analysis (6th ed.). Upper Saddle River: Prentice Hall.

He X and Wei Y (2011) Linking market orientation to international market selection and
international performance. International Business Review, 20(5): 535-546.

38



Higon DA and Driffield N (2011) Exporting and Innovation Performance: Analysis of the
Annual Small Business Survey in the UK. International Small Business Journal 29(1):
4-24.

Hitt MA, Biermant L, Shimizu K and Kochhar R (2001) Direct and Moderating Effects of
Human Capital on Strategy and Performance in Professional Service Firms: A
Resource-Based Perspective. Academy of Management Journal 44(1): 13-28.

Homburg C, Hoyer WD and Fassnacht M (2002) Service Orientation of a Retailer's Business
Strategy: Dimensions, Antecedents and Performance. Journal of Marketing 66
(October): 86-101.

Hortinha P, Lages C and Lages, LF (2011) The Trade-Off between Customer and Technology
Orientations: Impact on Innovation Capabilities and Export Performance. Journal of
International Marketing 19(3): 36-58.

Huber GP and Power DJ (1985) Retrospective Reports of Strategic-level Managers:
Guidelines for Increasing their Accuracy. Strategic Management Journal 6(2): 171-180.

Hult G and Ketchen DJJ (2001) Does market orientation matter?: A test of the relationship
between positional advantage and performance. Strategic Management Journal 22(9):
899-906.

Hultman M, Katsikeas CS and Robson MJ (2011) Export Promotion Strategy and
Performance: The Role of International Experience. Journal of International Marketing
19(4): 17-39.

Hunt S and Lambe J (2000) Marketing’s Contribution to Business Strategy: Market
Orientation, Relationship Marketing and Resourced-Advantage Theory. International
Journal of Management Review 2(1): 17-43.

Hunt SD and Morgan RM (1995): The Comparative Advantage Theory of Competition.
Journal of Marketing 59(2): 1-15.

Jaworski BJ and Kohli AK (1993) Market Orientation: Antecedents and Consequences.
Journal of Marketing 57(3): 53-70.

Jeong I, Pae JH and Zhou D (2006) Antecedents and Consequences of the Strategic
Orientations in New Product Development: The Case of Chinese Manufacturers.
Industrial Marketing Management 35(3): 348-358.

Jones R and Rowley J (2011) Entrepreneurial Marketing in Small Businesses: A Conceptual
Exploration. International Small Business Journal 29(1): 25-36.

Katsikea E and Morgan RE (2003) Exploring export sales management practices in small- and
medium-sized firms. Industrial Marketing Management 32(6): 467-480.

Knight GA and Kim D. (2009) International business competence and the contemporary firm.
Journal of International Business Studies 40(2): 255-273.

Kohli AK and Jaworski BJ (1990) Market Orientation: The Construct Research Propositions,
and Managerial Implications. Journal of Marketing 54(2): 1-18.

Kwon Y-C and Hu MY (2000) Market orientation among small Korean exporters.
International Business Review 9(1): 61-75.

Lafferty BA and Hult G (2001) A Synthesis of Contemporary Market Orientation Perspective.
European Journal of Marketing 35(1/2): 92-109.

Lages LF and Montgomery DB (2005) The Relationship Between Export Assistance and
Performance Improvement in Portuguese Export Ventures: An Empirical Test of the
Mediating Role of Pricing Strategy Adaptation. European Journal of Marketing
39(7/8): 755-784.

Leonidou LC and Katsikeas CS (1996) The export development process: An integrative
review of empirical models. Journal of International Business Studies 27(3): 517-551.

Lindell, MK and Whitney DJ (2001) Accounting for Common Method Variance in cross-
sectional reseach designs. Journal of Applied Psychology 86(1): 114-121.

39



Little TD, Bovaird JA and Widaman KF (2008) On the Merits of Orthogonalizing Powered
and Product Terms: Implications for Modeling Interactions Among Latent variables.
Structural Equation Modeling 13(4): 497-519.

Luo Y and Peng M (1999) Learning to compete in a transition economy: Experience,
environment, and performance. Journal of International Business Studies 30(2): 269-
295.

Lusch, RF and Laczniak, GR (1987) The Evolving Marketing Concept, Competitive Intensity
and Organizational Performance. Journal of the Academy of Marketing Science 15(3):
1-11.

Malhotra N, Kim SS and Patil S (2006) Common method variance in IS research: A
comparison of alternative approaches and reanalysis of past research. Management
Science, 52(12): 1865-1883.

Matanda MJ and Freeman S (2009) Effect of Perceived Environmental Uncertainty on
Exporter—Importer  Inter-Organisational Relationships and Export Performance
Improvement. International Business Review 18(1): 89-107.

Matsuo M. (2006) Customer orientation, conflict, and innovativeness in Japanese sales
departments. Journal of Business Research 59(2): 242-250.

McCallum W, Connally E, Hughes-Hallett D, Cheifetz P, Davidian A, Lock PF, Lovelock D,
Schmierer E, Shure P, Swenson C and Marks EJ (2010) Algebra: Form and Function.
Wiley, London.

McGahan AM and Porter ME (1997) How Much Does Industry Matter, Really? Strategic
Management Journal 18(Summer): 15-30.

McGuinness NW and Little B (1981) The Influence of Product Characteristics on the Export
Performance of New Industrial Products. Journal of Marketing 45(2): 110-122.

Menon A, Bharadwaj SG, Adidam PT and Edison SW (1999) Antecedents and Consequences
of Marketing Strategy Making: A Model and a Test. Journal of Marketing 63(2): 18-40.

Morgan NA, Kaleka A and Katsikeas CS (2004) Antecedents of Export Venture Performance:
A Theoretical Model and Empirical Assessment. Journal of Marketing 68(1): 90-108.

Mudambi R and Zahra SA. (2007) The survival of international new ventures. Journal of
International Business Studies 38(2): 333-352.

Nakos G and Brouthers KD (2002) Entry Mode Choice of Smes in Central and Eastern
Europe. Entrepreneurship Theory and Practice 27(1): 47-63.

Narver JC and Slater SF (1990) The Effect of a Market Orientation on Business Profitability.
Journal of Marketing 54(4): 20-35.

Noble CH, Sinha RK and Kumar A (2002) Market Orientation and Alternative Strategic
Orientations: A Longitudinal Assessment of Performance Implications. Journal of
Marketing 66(4): 25-39.

O'Cass A and Julian C (2003) Examining Firm and Environmental Influences on Export
Marketing Mix Strategy and Export Performance of Australian Exporters. European
Journal of Marketing 37(3/4): 366-384.

O'Hara BS, Boles JS and Johnston MW (1991) The Influence of Personal Variables on
Salesperson Selling Orientation. Journal of Personal Selling & Sales Management
11(Winter): 61-67.

Olson EM, Slater SF and Hult GTM (2005) The Performance Implications of Fit among
Business Strategy, Marketing Organization Structure, and Strategic Behavior. Journal
of Marketing 69(3): 49-65.

Pangarkar N and Wu J (2012) Industry Globalization and the Performance of Emerging
Market Firms: Evidence from China. International Business Review 21(2): 196-209.

Penrose ET (1959) The Theory of the Growth of the Firm. London: Basil Blackwell.

40



Peteraf MA (1993) The cornerstones of competitive advantage: A resource-based view.
Strategic Management Journal 14(3): 179-191.

Peteraf MA and Barney JB (2003) Unraveling the Resource-Based Tangle. Managerial &
Decision Economics 24(4): 309-323.

Ping RAJ (1995) A parsimonious estimation technique for interaction and quadratic latent
variables. Journal of Marketing Research 32(3): 336-347.

Podsakoff PM, MacKenzie SB, Lee J-Y and Podsakoff NP (2003) Common Method Biases in
Behavioral Research: A Critical Review of the Literature and Recommended Remedies.
Journal of Applied Psychology 88(5): 879-903.

Porter ME (1980) Industry Structure and Competitive Strategy: Keys to Profitability.
Financial Analysts Journal 36(4): 30-41.

Racela OC, Chaikittisilpa C and Thoumrungroje A (2007) Market orientation, international
business relationships and perceived export performance. International Marketing
Review 24(2): 144-163.

Rodriguez, JL and Rodriguez RMG (2005) Technology and Export Behaviour: A Resource-
Based View Approach. International Business Review 14(5): 539-557.

Scherer FM and Ross D (1990) Industrial Market Structure and Economic Performance (3rd
ed.). Boston: Houghton Mifflin Company.

Shoham A, Rose GM and Kropp F (2005) Market Orientation and Performance: A Meta-
Analysis. Marketing Intelligence & Planning 23(5): 435-454.

Sriram V and Manu FA (1995) Country-of-Destination and Export Marketing Strategy: A
Study of Us Exporters. Journal of Global Marketing 8(3/4): 171-190.

Slater SF and Narver JC (1994) Does Competitive Environment Moderate the Market
Orientation-Performance Relationship? Journal of Marketing 58(1): 46-55.

Slater SF and Narver JC (1995). Market Orientation and the Learning Organization. Journal
of Marketing 59(3): 63-74.

Sgrensen HE (2009) Why competitors matter for market orientation. European Journal of
Marketing 43(5/6): 735-761.

Sousa CMP and Bradley F (2006) Cultural Distance and Psychic Distance: Two Peas in a
Pod? Journal of International Marketing 14(1): 49-70.

Sousa CMP and Bradley F (2008) Antecedents of International Pricing Adaptation and Export
Performance. Journal of World Business 43(3): 307-320.

Sousa CMP and Bradley F (2009) Effects of Export Assistance and Distributior Support on
the Performance of Smes: The Case of Portuguese Export Ventures. International Small
Business Journal 7(6): 681.

Sousa CMP, Martinez-Lopez FJ and Coelho F (2008) The Determinants of Export
Performance: A Review of the Research in the Literature Between 1998 and 2005.
International Journal of Management Reviews 10(4): 343-374.

Sousa CMP, Ruzo E and Losada F. (2010) The Key Role of Managers' Values in Exporting:
Influence on Customer Responsiveness and Export Performance. Journal of
International Marketing 18(2): 1-19.

Sousa CMP and Novello S (2014) The Influence of Distributor Support and Price Adaptation
on the Export Performance of Small and Medium-Sized Enterprises. International Small
Business Journal 32(4): 359-385.

Sriram V and Manu FA (1995) Country-of-Destination and Export Marketing Strategy.
Journal of Global Marketing 8(3/4): 171-190.

Sui S and Baum M. (2014) Internationalization strategy, firm resources and the survival of
SMEs in the export market. Journal of International Business Studies 45(7): 821-841.

Terpstra V (1987) The evolution of international marketing. International Marketing Review
4(2): 47-59.

41



Tyler BB and Gnyawali DR. (2002) Mapping managers' market orientations regarding new
product success. Journal of Product Innovation Management 19(4): 259-276.

Ulwick AW (2002) Turn Customer Input into Innovation. Harvard Business Review 80(1):
91-97.

Van de Vijver F and Leung K (1997) Methods and Data Analysis of Comparative Research.
In JW Berry, YH Poortinga and J Pandey (Eds.), Handbook of Cross-Cultural
Psychology (2nd ed., Vol. 1, pp. 247-300). Boston: Allyn and Bacon.

Vandenberg RJ and Lance CE (2000) A Review and Synthesis of the Measurement Invariance
Literature: Suggestions, Practices, and Recommendations for Organizational Research.
Organizational Research Methods 3(1): 4-70

Venohr B and Meyer K (2009) Uncommon Common Sense. Business Strategy Review 20 (1):
38-43.

Wheeler C, Ibeh K and Dimitratos P (2008) UK Export Performance Research: Review and
Implications. International Small Business Journal 26(2): 207-239.

Weinrauch JD, Mann OK, Robinson PA and Pharr J (1991) Dealing with Limited Financial
Resources: A Marketing Challenge for Small Business. Journal of Small Business
Management 29(4): 44-54.

Weiss AM and Heide JB (1993) The Nature of Organizational Search in High Technology
Markets. Journal of Marketing Research 30(2): 220-233.

Wernerfelt B (1984) A Resource-based View of the Firm. Strategic Management Journal
5(2): 171-180.

Williams MR and Attaway JS (1996) Exploring Salespersons' Customer Orientation as a
Mediator of Organizational Culture's Influence on Buyer-Seller Relationships. Journal
of Personal Selling and Sales Management 16(4): 33-52.

World Bank (2014), World Development Indicators, Washington: The World Bank.

Wren BM, Souder WE and Berkowitz D. (2000) Market orientation and new product
development in global industrial firms. Industrial Marketing Management 29(6): 601-
611.

Wright PM, McMahan GC and McWilliams A (1994) Human Resources and Sustained
Competitive Advantage: A Resource-Based Perspective. International Journal of
Human Resource Management 5(2): 301-326.

Zahra SA, Neubaum DO and Huse M (1997) The Effect of the Environment on Export
Performance among Telecommunications New Ventures. Entrepreneurship Theory and
Practice 22(Fall): 25-46.

Zhou KZ, Brown JR, Dev CS and Agarwal S (2007) The Effects of Customer and Competitor
Orientations on Performance in Global Markets: A Contingency Analysis. Journal of
International Business Studies 38(2): 303-3109.

Zou S, Andrus DM and Norvell DW (1997) Standardization of International Marketing
Strategy by Firms from a Developing Country. International Marketing Review 14(2):
107-123.

Zou S, Taylor CR and Osland GE. (1998) The EXPERF scale: A cross-national generalized
export performance measure. Journal of International Marketing 6(3): 37-58.

42



Table 1

Measurement Model and Reliability

S A Regression | Standardized | t-value
Weights Loading

Export Performance (CR* = .77; AVE** = .50; Alpha*** = 0.81)
Overall satisfaction Setto 1 0.972
Meeting expectations 0.931 0.880 12.324
Improved global competitiveness 0.323 0.328 4.129
Strengthened strategic position 0.423 0.417 4.919
Customer Orientation squared 1
Technology Intensity 1
Customer Orientation (CR =.78; AVE = .55; Alpha =.79)
Competitive advantage based on understanding customer needs Setto 1 0.644
Monitor/assess commitment in serving customers 1.790 0.929 6.561
Business objectives driven by customer needs and satisfaction 1.150 0.603 5.817
Competitive Intensity (CR =.81; AVE = .52; Alpha = .81)
Competition in our export market is cut-throat Setto 1 0.842
New competitive move almost every day 0.947 0.670 8.018
Promotion wars in our export market 1.035 0.807 10.496
Price competition is a hallmark 0.593 0.513 5.985
Managerial Experience (CR = .66; AVE =.50; Alpha = .62)
Language proficiency Setto 1 0.847
Export experience 0.532 0.538 2.023

Goodness-of-Fit Indices

Chi-square (df) =104.962 (54); p<0.001
RMSEA = 0.060; CFI=0.937; TLI=0.909; IFI= 0.939

Note:

*Composite reliability (CR) (Bagozzi, 1980)

**Average Variance extracted (AVE) (Fornell and Larcker, 1981)
***Alpha (Cronbach, 1951)
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Table 2
Correlation between Constructs

Construct Mean | S.D. | AVE | 1 2 3 4 5 6 7 8 9 10 | 11 | 12 | 13
1. Export Performance 2.78 .78 .50
2. Customer Orientation 1.79 74 55 | 43
3. Customer Orientation squared - - 1 41 | 64
4. Competitive Intensity 2.39 .90 52 | -05| .22 | .08
5. Technology Intensity 3.16 .89 1 A0 | .25 | 11 | .13
6. Managerial Experience 3.68 .87 50 | .23 .32 |-20| .17 | -.01
Control Variables
7. Size of the Firm 339 164 -16| .03 | .01 | -09| .05 | .02
8. Competitor Orientation 2.38 .83 -11| .17 | -01| .04 | .16 | -.05 | -.03
9. Interfunctional Coordination 2.35 .83 .08 | 51| .22 | .20 |-11|-07| .01 | .25
10. Psychic Distance 3.24 97 -02| .14 | .17 | 07 | .11 |-12|-11|-.07 | .08
11.Year of Internationalization 1992 | 6.29 .02 |.07 | 02| .06 |-16|-01| .06 | .02 |-03| .07
12. Duration of International Business | 17.10 | 6.38 -02|-05|-06|-01| .03 | .08 | .01 |-06]|.01]-19]-72
13. Age of the Firm 38.49 | 11.16 -06|-08|-02|-02| .12 |-09|-10|-01]-02|-04|-59| 41




Table 3

Coefficients of Structural Relationships and Goodness-of-fit Indices of the Structural

Model
Linkages in the model Standardized

) t-value
Hypotheses Estimates
H1: Competitive Intensity = Customer orientation 0.179 2.089**
H2: Technology Intensity = Customer Orientation 0.297 3.956***
H3: Managerial Experience = Customer Orientation 0.064 0.728
H4: Competitive Intensity - Export Performance -0.175 2.059**
H5: Customer orientation > Export Performance 0.454 4.017%**
H6: Customer orientation squared - Export Performance 0.187 1.994**
Control Variables
Size of the Firm - Export Performance -0.183 2.636**
Competitor Orientation > Export Performance -0.047 0.628
Interfunctional Coordination > Export Performance 0.044 0.595
Psychic Distance - Export Performance -0.132 1.767
Year of Internationalization > Export Performance 0.108 1.550
Duration of International Business - Export Performance 0.094 1.358
Age of the Firm - Export Performance -0.001 0.018
Goodness-of-Fit Indices
Chi-square (df) =130.945 (71); p<0.001
RMSEA = 0.058; CFI=0.935; TLI=0.904; IFI=0.938

**np<.05
*kk p < 01
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Table 4
Standardized Direct, Indirect, and Total Effects on Export Performance *

Construct Direct Effects Indirect Effects Total Effects
Technology Intensity 0.102" 0.232%** 0.334™
Managerial Experience 0.216™ 0.087™ 0.303"™
*%% p < 01

ns — non-significant
& _ Bootstrap-bias corrected confidence interval based on 2,000 bootstrap subsamples.
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Figure 3

Non-Linear Relationship between Customer Orientation and Export
Performance
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Appendix 1:
Sample Characteristics

Between 1 and 49 7.6
50 and 250 52.6
251 and 500 39.8

Between 1930 and 1959 2.1
Between 1960 and 1980 40.4
Between 1981 and 2000 53.2
Between 2001 and 2006 4.3

Up to 5 years 15.3
6 to 10 years 22.9
11 to 15 years 15.3
More than 15 years 46.6

Machinery 24.6
Furniture and accessories 17.6
Agricultural products 12.3
Garments/Textile 5.3
Shoes 5.3
Food/beverage 7.0
Automotive (parts/accessories) 5.3
Communication products 1.8
Chemicals/hygiene products/plastic 5.1
Leather goods 35
Tobacco-related goods 35
Electronics 18
Other sectors 7.0
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Appendix 2:
Measurement Items

Constructs and items

Export Performance

Source: Zou et al. (1998); Sousa et al. (2010)
- Overall satisfaction

- Meeting expectations

- Improved global competitiveness

- Strengthened strategic position

Technology Intensity
Source: Sousa and Bradley (2009)
- Indicate the degree of technology intensity of the product in a five-point Likert scale ranging from ‘not

technology intensive’ to ‘highly technology intensive’

Customer Orientation

Source: Narver and Slater (1990)

- Competitive advantage based on understanding customer needs
- Monitor/assess commitment in serving customers

- Business objectives driven by customer needs and satisfaction

Competitive intensity

Source: Morgan et al. (2004)

- Competition in our export market is cut-throat
- New competitive move almost every day

- Promotion wars in our export market

- Price competition is a hallmark

Managerial Experience

Source: Das (1994); Sousa and Bradley (2006)
- Language proficiency

- Export experience
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