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ABSTRACT 

Previous empirical research on export performance has examined the 

impact of many variables on export performance. In general, this research found 

that export performance is influenced by internal forces, external forces and 

export marketing strategy. The link between relational dimensions and export 

performance has been suggested in the literature; however, few studies include 

many relational dimensions. This study combines the two bodies of literature in 

an empirical study that investigates the influence of a marketing approach 

(relational versus transactional) on export performance. 

The proposed model was tested using path analysis on a sample of 246 

manufacturing exporters in British Columbia. The framework was tested on two 

different models using different measures of export performance as the 

dependent variable. Model one used export intensity (the ratio of exports to 

total sales) and model two used perceived level of success. 

The findings indicate that the variables "personal visits" and "retaining 

customers" had a positive influence on export performance for both models. 

"Customer treatment" had a moderately negative relationship on export 

intensity in model one. The variable "thanks given to customers" had a positive 

influence on level of export success in model two. This study also substantiated 

existing literature in its findings of a significant relationship between 

"management commitment" and export performance. Contrary to the 

proposition, it was found that technology had a negative direct influence on 

iii 



export intensity. It was also found in model two that size had a negative 

refatiomhip on the perceived level of export success. 

P * 
HIIS study provides support titat some relational dimensions of the 

marketing approach should be included in a comprehensive export performance 

model. This study &G provides support for the influence of finn factors in 

existing export performance research and contributes to the operationalization of 

a relational marketing approach that can be used in future research. In addition, 

the questions of 1) measuring relational and transaL&onal dimensions on a 

continuum and 2) the use of export inteasity as a measure of export performance 

are raised. 
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1. INTRODUCTION 

The combination of globalization of markets and competition has made 

exports a viable method of entry into foreign markets as well as a good 

opportunity for domestic f ims  to increase their sales. Exporters are continually 

looking for ways to increase their performance. Research into export 

performance has looked into many factors of success or influences of export 

performance. The growing importance of relationship marketing has been 

widely acknowledged. The link between relational dimensions and export 

performance has been suggested in the literature (Madsen, 1988; Rosson and 

Ford, 1982; Styles and Ambler, 1994). However few studies include many 

relational dimensions. Empirical research that focuses on the influence of a 

relational marketing approach on export performance is virtually non-existent. 

This study combine the two bodies of export performance and 

relationship marketing literature in an empirical study that analyzes the 

influence of a relational versus a transactional marketing approach on export 

performance. Of interest is the research question of whether a relational 

marketing approach contributes to higher export performance vis-a-vis 

transactional marketing. In this study, a marketing approach, combining both 

relational and transactional dimensions is analyzed within an export 

performance framework This leads towards asking the questions of which firm 

fadors, if any have an influence on the marketing approach. 



The purpose of the chapter is to: 1) to provide the reader with an 

introduction to relationship marketing, 2) to explain the importance of 

relationship marketing for exporters, 3) to provide the reader with an 

understanding of the research design of this study, and 4) to outline the chapters 

presented in this thesis. 

1.1 Definition of Relationship Marketing 

1.1.1 Relational and Transactional Marketing Approach 

Relational exchanges as opposed to discrete exchanges assumes exchanges 

between parties who have an exchange history and plans for future interactions 

(Weitz, 1995). Relationship marketing can be described as "all marketing 

activities directed towards establishing, developing, and maintaining, successful 

relational exchangesf' (Morgan and Hunt, 1994, p.21). The concept of 

relationship marketing includes "thinking of yourself and your firm as having 

clients, not just acquiring customers" (Melchinger, 1995, p.88). The focus is on 

protecting, retaining and servicing customers to lead to better trusting 

relationships. 

The dimension of relations is often looked at as a continuum between 

discrete and long-term relational exchanges (Dwyer, Schurr and Oh, 1987; 

Mameif., 1980). The discrete transactions are characteristic of transaction 

marketing and the relational exchanges are characteristic of relationship 



marketing (Juttner and Wehrli, 1994). In the literature, relationship marketing 

and transactional marketing have been described as opposite marketing 

strategies (Lehtinen, Hankimaa and Mittila, 1994). 

Transaction marketing focuses on short-term saks and single transactions 

(Cowles, 1994). Exchanges are said to be discrete where there is no past history 

between parties and no future plans for interaction between them (Weitz, 1995). 

An example of a purely discrete exchange is a one-time, out-of-town purchase of 

unbranded gasoline from an independent station paid for by cash (Dwyer, 

Schurr and Oh, 1987). In exports this purely discrete form of an exchange is rare. 

For the purposes of this research, transactional marketing can be defined as the 

use of a marketing strategy that focuses on gaining, finding, attracting and 

acquiring new customers (Melchinger, 1995). The main focus of selling is on the 

product rather than the relationship. 

1.1.2 Is Relationship Marketing a Paradigm Shift? 

The growing importance of relationship marketing has been widely 

acknowledged. Evert Gummerson (1994) has gone to the extent of transforming 

the four Ps of marketing to 30R's of relationship marketing. Relationship 

marketing concepts can be seen in marketing research as well as in channel 

management. The traditional separation of suppliers, sellers, intermediaries and 

customers may no longer exist in the coming century (Berling, 1993). 



Changes are occurring in how firms interact 

"...the growing interest in relationship marketing suggests a shift in the 
nature of generd marketplace tramadions from discrete to relational 
exchanges- from exchanges between parties with no past history and no 
future to exchanges between parties who have and exchange history and 
plans for future interactions" (Weitz, 1995, p. 305). 

The shift from discrete transactions to long term relationship exchanges 

has been acknowledged by many (Anderson and Narus, 1990; Kotler, 1991; 

Parvatiyar and Sheth, 1994; Weitz and Jap, 195). There has been a radical 

departure from what may be called the "conventional philosophy of relationship 

management" which dealt with the bargaining power relative to the buyer or 

supplier maintaining a deliberate "arms length distance" to avoid any form of 

commitment. In contrast, "the emerging industry trends reflect a desire on the 

part of industrial buyers to craft stronger ties with suppliers" (Heide and Stump, 

1995, p. 57). Historically, companies have always been interested in maintaining 

a long-term relationship with their good accounts. Some look at this change as a 

genuine paradigm shift (Ambler, 1994; Anderson and Narus, 1990; Gronross, 

1994; Gummersson, 1994; Kotler 1990; Parvatiyar and Sheth, 1994; Weitz and Jap, 

1995) while others feel it can it be seen as a form of a "rebirth" in the marketing 

con&pt (Webster, 1992). Regardless, the increasing importance of relationships 

in business cannot be overlooked in research and in practice. 



1.1.3 Why Do Buyers and SeUers Enter into Relational Marketing (RM) 

Practices? 

Today, marketers are often more concerned with customer satisfaction 

and relationships than on exchanges (Parvatiyar and Sheth, 1994). In the recent 

competitive enviro~stent, relationships with buyers are a necessary requirement 

for a company's competitive advantage (Webster, 1992). Relationships between 

buyers and sellers can t3e more efficient over the long run than can pure market 

transactions (Frazieq Spekman and GNeal,l988), Reciprocity as the structural 

and social bonding of integration results in barriers to competition (Turnbull and 

Wilson, 1989) which can increase the length of the customer life-cycle (Dwyer, 

Schurr and Oh, 1987) adding to the long-term sales of a company. Consequently 

relationship marketing is a means through which the choice behavior of a buyer 

and seller is influenced by the commitment and trust that develops between the 

buyer and seller and can create a monopoly effect of decision making through a 

multitude of bonds (Madhavan, Shah and Grover, 1994). 

Relational marketing can benefit the customer by providing long-term 

satisfaction, minimizing risk, and simpwing choice. The economic benefits 

found that arise from relationship marketing practices include: reduced 

marketing and transaction costs (Williamson, 1979; Gronross, 1995), higher sales 

volume per customer through p e r s o n h d  selling and cross-selling (Shani and 

Chdasanir 1992)' core group for test marketing (Wehrli and Juttner, I%), 



improved market research using customer contact for collecting data (VJehrli 

and Juttner, 1994), mass customization (Wehli and Juttner, 1994) and the 

increased likelihood for future transactions (Crosby, Evan, and Cowles, 1990). 

1.2 The Importance of Relationship Marketing for Expoi ters 

1.21 Reasons for Using Relationship Marketing in Exporting 

Exploratory research suggests the importance of using RM practices in 

international settings (Ambler, 1994; Styles and Ambler, 1994). Several 

dimensions of exporting indicates that relationship marketing may be an 

appropriate strategy to use in exporting. These dimensions are: 1) complex 

exporting procedures, 2) higher cost to develop customers, 3) physical distance, 

4) cultur~l distance, 5) the use of part-timers (described in detail later), 6) new 

technologies in international applications, and 7) the international environment. 

Efforts to engage in exporting requires commitment The function of 

exporting is more complex than that of domestic sales because of such factors as 

trade regulations, shipping across borders, foreign exchange, international 

contracts, international law, and international payments. Higher costs occur 

because of such additional expense as duties, licenses, export taxes, shipping, 

brokerage, insurance and long distance communications. Lead times for 

receiving orders are often longer because of the logistics in exporting a product 



across borders. Companies often implement greater minimum order sizes to 

compensate for the higher costs, which increase the volume of an export order. 

It is more expensive financially to get new customers in more distant 

markets. Research, prospecting and communications are more difficult and 

costly. As a result exporters will work harder to maintain long-term 

relationships with their customers. The greater the physical distance, the greater 

is said to be the need for stronger ties to keep firms together (Styles and Ambler, 

1994). Many cultures (such as in Asia) place a higher value on relationship 

formation than do Western cultures. In China, the term "Guanxi" is associated 

with the development and use of relationships in business (Ambler, 1995). The 

Japanese concept of "Keiretsuff, a network of affiliated companies who cooperate 

with one another for financial, commercial and strategic reasons is very much a 

highly developed form of relationship marketing. 

The greater differences among cultural perceptions and communications 

of an international exchange may lead to more difficulty in establishing 

relationships, thus requiring greater efforts at relationship marketing. Llanes 

and Melgar (1993) researched antecedents of behavior in crosstultural 

environments. Their study specifically looks at the exporter-importer dyad 

between a developing country (the Philippines) and importers from Asia, 

Europe, USA and Australia. Results indicate the buyer and seller both perceive 

each other through different antecedents of behavior. Research by Katsikaes and 

Piercy (2990) showed that low degrees of conflict in the relatiorship resulted 



from a defined role by each party, commitment to the long-term relationship and 

insigruficant communication difficulties. They also acknowledge that there are 

perceptual differences due to the different roles, backgrounds, norms, values 

and predisposition's (from the environment). In addition, a recent study by 

Johnson, Sakano, Cote and Onzo (1993) on interfirm power and its repercussions 

in US-Japanese channel relationships reveal that the Japanese differentiate the 

use of power in different ways than in the US.. 

The use of part-timers has often been said to be one of the dimensions of 

relational marketing (Gronross, 1995). The intricate detail of exporting 

procedures often require the use of sub-contractors such as freight forwarders, 

custom brokers, international lawyers, marketing consultants, and translators 

etc. Other departments and individuals may more often be involved in export 

exchanges. In s0rr.e companies when larger volumes of orders are being 

considered, many upper level managers and even the president may be involved 

in the negotiations and development of the relationship. The involvement of 

more people and specialists (called "part-timers") is said to be one of the 

dimensions of relationship marketing. 

New technologies such as the facsimile, e-mail, Internet, video 

conferencing and information technology 0 database marketing, have helped 

improve international communications which can only help improve relation 

building strategies. 



It is now much easier and less expensive for companies to engage in relationship 

marketing strategies. According to Pearson (1994): 

"The growth of internal telecommunications networks will support 
shared access to centralized and distributed customer databases. 
International reporting and decision support will be enhanced. 
Relationships with multinationa! customers can be coordinated across 
countries and managed effectively (p.29)." 

In addition, the greater uncertainty and increased competition in the 

international environment is conducive to forming long-term relationships. Both 

buyers and seller form relationships to overcome the risk of uncertainty (Heide 

and Stump, 1995). Greater competition results in the need for sellers to try to use 

relationship marketing to develop a competitive advantage (Dwyer, Schur and 

Oh, 1987). 

1.2.2 Why this Topic is Important for Exporters 

Globalization and increased competition worldwide has resulted in the 

need for companies to consider expansion into export markets. Canadian 

exporters with a Simited sized domestic market, are continually faced with the 

need to expand into international markets to increase their sales and to gain 

economies of scale. There are many modes of entry available to companies to 

expand into international markets. However a large n-ber use some forrn of 

exports either as an initial stepping stone or on an ongoing basis. Many reasons 

exist for a company to export (for example using excess capacity, receiving 



unsolicited orders, loss of domestic market share, greater profits overseas, new 

markets for older technology, opportunity to increase marginal efficiencies, and 

allows for growth with growing markets). 

Exports are becoming increasingly important to British Columbian 

manufacturers. The increasing importance of international trade and the limited 

size of the Canadian domestic market influences Canadian firms to export to 

maintain their required level of growth. Exports in British Columbia in 1995 

were over 13 billion dollars.1 The province's close proximity to the Pacific region 

results in a lvge percentage of exports going to Pacific Rim Countries.2 

Whether an exporting firm sells through direct sales or through other 

modes of distribution, a relationship develops between the exporter and the 

importer. Relationship marketing across borders requires greater effort by the 

exporter. Developing interfinn relationships with buyers from ax.othpr country 

becomes more difficult, complex m.d costly with distance and differences in 

language, culture and external environments. Consequently, there is a growing 

need for a better understanding of the use of relational marketing in exporting. 

As Canadian firms look outwards towards export markets, the development of 

international relations and maintaining a relationship between the exporter and 

imporkr becomes increasingly important. 

1 Source Statistics Canada, BC Stab database, Victoria 

2 1994 exports to USA 54.1%; Japan 248%; South Korea 3 .2% W& Germany 20%; Italy 1.8% Taiwan 



1.3 Research Design - 

1.3.1 Parpose of Thesis 

This study seeks to idenidy the effect of a marketing approach (made of 

trarsactional and relational dimensions) on export performance by reviewing 

existing theoretical frameworks in the export performance literature and by 

combining this with relationship marketing principles. The study examines 

findings from relationship marketing research to determine dimensions of 

transactional and relational marketing strategies used by exporters. It is felt that 

relational marketing research can provide valuable insight for international 

marketing (Styles and Ambler, 1994). 

The primary purpose of this research is to find support that there is a link 

between a marketing approach and export gerformaqce. The export 

performance framework will also analyze firm factors that may have an 

influence on export performance and the marketing approach. This study will 

also provide s~pport  for existing export performance research and contribute to 

the operationalization of a relationship approach to k used in subsequent 

relationship marketing research. 

23.2 Research Qaestions 

The pl'evious section outlined the importance of relationship marketing 

for exporters- It will be demonstrated in chapter two that the use of relatiocship 



marketing in the export performance literature is limited. As a result, there is a 

growing need for research in the area of relationship marketing used by 

exporters. This leads to the development of several research questions that are 

important for exporters. The questions that provide the framework for this 

study are: 

Do relational marketing dimensions have a positive influence on export 

performance? 

flo frmsactional marketing dimensions have a negative influence on export 

performance? 

What are the factors that can be used to measure the intensity of the 

relationship marketing? 

Do different dimensions of refationship marketing impact export 

performance differentty? 

Which, if any, firm specific factors have an influence on export performance? 

Which, if any, firm specific factors can be used to influence relational 

marketing dimensions? 

Is there a difference between the different measures of export performance 

(export intensity and success level of exports)? 

233 The Proposed Model 

These questions are amwered by combining the literature of export 

performmce with relationship marketing research. A diagram of the theory 

base for tftis thesis is presented in Figure 1. A model is developed to test the 

innwnce of a rda%iorr_ship m ~ ~ g  approach within an export performance 

framework The export performance model initiated by Aaby and Slater (1989) 

and later refined by Cavusgil and Zou (1994), is used as the base of the 



framework for this model and is discussed in detail in chapter two (section 2.14 

and 2'15). The research areas of relationship marketing, contract law and 

transaction costs analysis contribute to the operationalization of a relationship 

marketing approach to be used in the export performance framework. 

I Export Performance 
Literature I 

a) Framework of Model 
b) Finn Factors 
c) Perforname 

Measurements 
d) Controls 

I 
I 

I Transaction 
Cost Analysis 1 Icontract Law I 

Rela tionship 
Marketing Theory 

Proposed Model of Thesis: The Influence of a Relational 
Versus a Transactional Marketing Approach on Export Performance 



In the proposed framework (Figure 2), both internal and external factors 

have a direct relationship on the firms marketing approach. - - The type of 

marketing approach used is directly related to export performance. Past 

research has also shown a direct relationship between firm factors and export 

performance. The marketing approach replaces the marketing strategy in the 

export performance framework developed by Cavusgl and Zou (1994) that is 

discussed in the next chapter. Relationship marketing research contributes the 

marketing approach dimensions used in this study. 

Relationship Marketing 
Internal Research 

Firm Factors 

srt Performance 
of Success 

i b) Export Intensity 
b) Transactional i 

Figure - 2 Summary of Proposed Model 

The proposed model is developed into two separate models using two 

different measures of export performance as the dependent variable. These are 

model one, which uses export intensity3 and model two, which uses a subjective 

level of export success. The two measures of perfmance are used separately as 



opposed to an aggregate measurement of performance to determine if there are 

any differences between the two measurements. Research in the past has used 

many measures of export performance independently (Coeurderoy, 1995) or in 

some cases in aggregate (Bonaccorsi, 1992). Correlations between the variables 

have not always been high. As a result it would seem logical to look at each 

dependent variable separately in an effort to raise any questions to its construct 

validity. 

1.3.4 Testing of the Proposed Model 

P.e proposed model is tested through path analysis using multiple 

regression on a sample of manufacturing exporters in British Columbia. A 

multiphase research design is used to first operationalize the proposed model, 

secondly to test the proposed model through path analysis and third to test the 

overall revised model. The first step (4.2 ) consists of confirmatory factor 

analysis of relational and transactional marketing approach dimensions as well 

as firm factors. The proposed conceptual framework is then operationalized into 

two empirical models to test the propositions. 

The second step (4.3) consists of three parts: 1) path analysis performed 

on the full model to find explanatory variables, 2) path analysis on revised 

model with only significant variables, and 3) multicolinearity tests to refine the 

revised model into its final format. The third step consists of testing the 

3 Export intensity is defined as the ratio of the level of export sales to total sales. 



predicted correlations of the revised model against the actual correlations on the 

hold-out sample. This last step provides a test of the overall model using a chi 

square. 

1.3.5 Outline of Thesis 

Chapter one has provided an introduction to the topic of this study. 

Chapter two will review the literature that provided guidance for the proposed 

model. The literature review looks at export performance literature (2.1) and 

relationship marketing research (2.2) and the limitations found in the research 

(2.3). In chapter three, the theory base for the proposed model is reviewed (3.1) 

and the relationships of the proposed framework are described (3.2). The 

components of the proposed model are discussed (3.3)' followed by a review of 

the research questions (3.4) and the development of the propositions (3.5). 

Chapter four, methodology outlines the research design (4.1), operationalization 

of the model into a testable format (4.2) and the statistical analysis used to test 

the model (4.3). 

The results of the analysis are presented in chapter five wbich presents 

the findings for each model separatek - using the different dependent variable of 

export performance. The chapter starts off with an overview of the findings for 

the export intensity and level of success final revised models (5.1). More 

detailed results are presented from path analysis for the full models (5.2), path 

analysis and multicollinearity testing of the revised models (5.3) and testing of 

the fit of the data on the two final revised models using Bartlette's Test of 



Sphericity. The chapter concludes with a summary of empirical support for the 

propositions tested (5.5). 

Chapter six presents a discussion of the results of the overall test of the 

model (6.1). This is followed by a discussion of the implications of the empirical 

results for each of the research questions (6.2). The limitations of the study are 

also discussed in section 6.3. Directions for future research are detailed in 

chapter eight. This is followed by implications of the findings for exporters 

(chapter nine) and general conclusions of this study (chapter 10). 



2. LITERATURE REVIEW 

The purpose of this chapter is to provide the reader with an o v e ~ e w  of 

the research leading towards the development of this thesis. Previous research 

in the areas of export performance and relationship marketing provides the 

theoretical background for this study. The studies most relevant to this research 

are looked at in greater detail later in the chapter. The first section (2.1) reviews 

export performance literature. The second section (2.2) addresses relationship 

marketing research This is followed by the third section (2.3) which consists of 

a summary of the limitations found in both bodies of research and describes how 

the research questions are dealt with by incorporating the concept of relationship 

marketing within an export performance framework. 

The first section (2.1) provides a general overview of export marketing 

literature to give tht reader an understanding of the foundation of export 

performance research. Four relevant export performance studies and their 

limitations are reviewed. The studies include "Manufacturer-Overseas 

Distributor Relations and Export Performance" (Rosson and Ford, 1982), 

"Management Influences on Export Performance: A Review of the Empirical 

Literature 1978-88" (Aaby and Slater, 1989), "Marketing Strategy-Performance 

Relationship: An Investigation into the Empirical Link in Export Market 

Ventures" (Cavusgil and Zou, 19941, and "Successful Export Practice: The UK 

Experience" (Styles and Ambler, 1994). 



The study by Rosson and Ford (1982) provides insight into the importance 

of relationships in overseas distributor export performance. "Aaby and • l̃ater's 

Export Model" (1989), developed from a review of the empirical literature on 

export performance during the period 1978 to 1988 is the first comprehensive 

model of export performance. Research by Cavusgil and Zou adapted this 

model and empirically tested it. It is the model of Cavusgil and Zou (1994) 

wbich forms the basis for the export model in this thesis. The proposed 

Relational Paradigm Model developed by Styles and Ambler provides support 

for the inclusion of relationship marketing in an export performance model. 

The second section (2.2) begins with a broad overview of relationship 

marketing literature. It then focuses on research which provides guidance in 

finding a measurement of relationship marketing used by companies. This is 

very important as it provides insight into the ability to measure a relationship 

marketing strategy used by an exporter. 

Relational constructs are found in contract law literature as well as 

transaction cost literature. The literature review discusses the relevant aspects of 

"MacNeil's Relational Contracting Model". The aspects of transaction cost 

which are relevant to relationship marketing are also addressed. This is 

followed by a review of two studies that measured relationship marketing used 

by firms in the domestic market. These are "A Framework for Measuring the 

Extent of a Relational Marketing Strategy" by Daniel McCort (1994) which looks 

at a hospital's strategy to gain donors and "On Measuring the of 

Relationship Marketk@ by -tehtinen, Hankimaa, Mittila (1994) which looks at 



three hotels. 

The third section (2.3) of the literature review concludes with a summary 

of the limitations addressed in each section. This is followed by suggestions on 

how improvements can be made to the existing theory in order to gain better 

insight into the use of relationship marketing by exporters. The research 

questions are dealt with by combining the concept of relationship marketing 

within an export performance framework. 

21 Export Performance Literature 

21.1 Export Marketing Literature 

The purpose of this section is to give the reader an understanding of the 

wide body of research from which export performance literature belongs. 

Export marketing literature has focused on such topics as: Reasons for 

companies initially exporting (Bilkey 1978, Bilkey and Tesar 1977; Cavusgd, 

Bilkey and Tesar, 1979); entry mode choice (Agarwal and Ramaswan, 1992; 

Anderson and Gatignon 1986; Erramilli, 1990; Kwon and Konopa, 1992; Root, 

1971); selection of international markets (Zinn, 1994), stages of 

internationalization (Dalli, 1994; Douglas and Craig, 1983; Suzman, 1975); export 

marketing research (Ha* Webb and Jones, 1994); information acquisition (Belich 

and Dubinskyi 1995; Evergen, 1993); adaptation versus standardization of the 

marketing strategy (CavusgS Zou and Naidu, 1993); and export performance 



(Aaby and Slater 1989; Bilkey 1978; Cavusgd and Zou, 1994). The types of 

companies researched have included services (Erramilli, 1990), industrials, and 

high technology firms in a variety of industries, size and channels. The 

following section will look at export performance literature in more detail. 

2.1.2 Export Berformance Literature 

Research into the determinants of export performance4 has been an 

important area of international marketing for the last 25 years. A great deal of 

research on export performance of firms looks at predictors of success or critical 

success factors. Other studies about export performance have focused on 

comparisons between successful and unsuccessful companies (Das, 1994); 

inhibiting factors (Kedia and Chokar, 1986); regional comparisons (Beamish, 

Craig and McLellan, 1993; Kaynak, 1992; Seringhaus, 1993); and 

entrepreneurship (Yeoh, 1994). 

Export performance literature in the past has been highly fragmented. 

Aaby and Slater reviewed 55 studies from 1978-1988 and combined them with 

the findings from Bilkey's review (1978) to form a broad framework that directly 

relates managerial factors to export performance. Both the external 

environmental (macro-economic, social, physical, cultural and political aspects) 

and internal firm factors (managerially-controlled factors) have been found to be 

important determinants of the export performance of firms (Aaby and Slater, 

4 Export performance in early research is also named export behavior. 



1989; Reid, 1980). Other factors of success that have been researched include: 

length of time and experience (Axinn 1988; Madsen 1988; Ogbuehi and 

Longfellow, 1994; Welch and Weidersheim-Paul, 1980), market structures 

(Bodur, 1994; Nolle, 1991); R&D subsidies (Klodt, 1987) and size (Ali and 

Swiercz, 1991; Bonaccorsi, 1992; Calof, 1994; Culpan, 1989; Reid, 1981; Wagner, 

1995). 

It is hoped that the previous sections have outlined export performance 

research and its fit within export marketing literature. The above mentioned 

sources are not a complete list but rather are meant to provide the reader with an 

introduction to the topic. The following section will look in more depth at 

several export performance studies which have contributed the most towards the 

development of this thesis. 

2.1.3 ManufacturercOverseas Distributor Rielations and Export Performance 

(Rosson and Ford, 1982) 

A study by Rosson and Ford on manufacturer-overseas distributor 

relations and export performance investigated 41 Canadian and UK dyads. The 

dyads consist of Canadian exporting firms with a distributor representing their 

product in the UK The study successfully supports a link between the nature of 

the relationship and performance level existing between Canadian 

manufacturers and their overseas distributors. Performance is measured by 

sales trend (measured on a 5-point scale) and total sales in the UK. This study 



looks at the relationships between participant variables (stake of the 

relationships, experience and uncertainty), relationship dimensions and 

outcomes (see Figure 3). 

Findings from this research linking relationship and outcomes show the 

strongest positive results for intensity.5 The construct intensity in Rosson and 

Ford's study is defined as the level of contact and resource exchange between 

the parties. The measures used that provided the greatest sigdicance were 

number of letters, stock carried and effort expended. Standardization, defined 

as the stability of roles and routines had been hypothesized to have a positive 

impact on performance, however the results indicate the reverse. This reveals 

that adaptability is important. Conflict, as predicted, had a negative impact on 

sales growth. 

This study is a very effective first step at measuring the link between 

relationship dimensions and level of performance. findings suggest 

strongly that high performance is associated with certain manufacturer- 

distributor relationship characteristics. Characteristics that should be included 

in a relationship marketing strategy should include adaptability, commitment to 

developing the business together and shared decision making. 

sThis is a different measuremeflt fhan the wmtruct intensity used in this thesis. Rosson and Ford are 
referring to the intensity of the relationship. This study uses the name intensity as a measurement of 
export performance. 



Participant Variables Relationship Dimensions Outcomes 
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Adapted from Rosson and Ford (1982), p.59. 

Figure - 3 The Model of Manufacturer-Overseas Distributor Relations and 
Export Performance bv Rosson and Ford (1982) 

The study by Rosson and Ford (1982) focused heavily on the relationship 

dimensions, however it did not include many of the other factors of export 

performance, such as management commitment and export experience that 

proved important in later export models. The subsequent literature review 

conducted later on by Aaby and Slater (1939) reveals a more comprehensive 

nodel of export performance. Rosson and Ford's study is also limited in the 

number of relationship dimensions it measured to describe a relationship 

marketing strategy. In addition, this study only examines relationships between 

manufachuws and distributors. It is mentioned by Rosson and Ford (p.69) that 

'*the mk of the dis4rihbr is dearly crucial because the manufactwds 



marketing policy is made operational mostly by his foreign partner." 

Consequently it should be important in a broader study of all types of exports to 

differentiate between direct and indirect exporters since the use of distributors 

or agents may require greater use of relationship marketing characteristics to 

achieve success. 

21.4 Aaby and Slater's "Strategic Export Model" (1989) 

Aaby and Slater reviewed 55 studies from 1978-3988 and combined them 

with the findings from Bilkey's review (1978) to form a broad framework that 

directly relates managerial factors to export performance. Aaby and Slater's 

(1989) "Strategic Export Model" investigated managerially controlled factors: 

firm characteristics, firm competencies, and firm strategy. The framework 

divides the independent variables into external (uncontrollable) and internal 

(controllable by the firm) variables. h ~ e i r  review they suggested that a firm's 

competencies and strategies directly influences export performance, while 

strategy acts as an intervening variable between firm competencies and 

characteristics and export performance (see Figure 4). 

The research prior to this paper was highly fragmented. Aaby and Siater 

classified a comprehensive review of the export performance literature according 

to their mde1. A summary of fhe general findings from the review can be seen 

in Appendix 1. Of importance is knowledge that the relationship between firm 

characteristics, firm competencies and firm strategy are complex. Aaby and 



Slater realized that other factors such as stage of market development need to be 

controlled. They suggest that future research shoudd consider more complex 

relationships. 

Aaby and Slater proposed a general model of causal relationships by 

reviewing the literature. They did not conduct an empirical test of their 

proposed framework. The research by Cavusgil and Zou discussed in the 

following section empirically tesb this model. In addition, a meta-analysis of 

111 studies by Chetty and Hamilton (1993) confirmed the validity and relative 

importance of the key variables of the "Aaby Slater Export Model." However, 

their review did not find strong support for the relationships in their proposed 

framework. 

Even though the concept of relationships or relationship marketing has 

not yet been fully explored, the "Strategic Export Model" by Aaby and Slater 

(1989) provides an important backdrop for further research and has given many 

researchers guidance into the determinants of export performance. It is a critical 

stepping stone in the export performance literature. 



A General Model for Assessing Export Performance and Variables (Aaby and Slater, 1989) 
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2.1.5 Marketing Strategy-Performance Relationship by Cavusgil and Zon 
1x994) 

Few studies have attempted to empirically test comprehensive models 

(Ambler and Styles, 1994). k recent comprehensive study by Cavusgnl and Zou 

(1994) analyzed 202 export ventures from 70 firms. This study provides 

empirical support for the "Aaby and Slater Model." Their study which modified 

the "Aaby and Slater Model" shows that the main determinants of export 

performance are export marketing strategy, international competence of the firm 

and managerial commitment. This model proposes that both external and 

internal factors influence the export marketing strategy (see Figure 5). The 

principal theoretical perspective adopted in this model is that of "strategy- 

environment coalignment" which according to Cavusgl and Zou states that 

"The fit between strategy and its context- whether it is the external 
environment or organizational characteristics has sigruficant positive 
implications for firm performance" (Cavusgrl and Zou, 1994, p. 3). 

In other words, the link between the factors and performance are partially 

mediated by the export marketing strategy. 

Their model limited the export maxeting strategy to standardization and 

adaptation. Although a relational construct was not included in the study, it did 

include "support to foreign distrihtor/subsidiary" as one of the factors of 

succgs in their marketing strategy. This research provides a testable model of 

export performance. A benefit of the framework presented in general terms is 

that it allows for inclusion of different constructs (such as relationship 



marketing) in future research. The four features of their study that are important 

for the purposes of this thesis are: 

1. the model is presented in general terms using an export marketing 

strategy, 

2. the findings that the constructs, firm competence and management 

commitment and marketing strategy all have a direct impact on export 

performance, 

3. export performance includes strategic and economic indicators, 

4. the methodology uses path analysis to test the relationships as well as 

a test of the overall model fit 

For the purpose of this study, Cavusgd and Zou contribute a general 

framework in which a relationship marketing approach can be used as the 

marketing strategy. Zn this thesis, a comprehensive relationship marketing 

approach should include adaptability6 as well as measurements defining 

support to the importer. This will broaden the export marketing strategy tested 

by Cavusgd and Zou. 

6 Adaptability was also demonstrated as being an important dimension in the study by Rosson and Ford 
(1982). 



Their research used factor analysis to form measurements of many of the 

internal and external firm factors. This procedure defined many measurements 

of constructs that had not been well defined in previous literature. The 

sigruficant factors found in their research are used as firm factors in this thesis. 

In addition, the importance of using both strategic and economic measurements 

of export performance is highlighted. 

The Cavusgd and Zou (1994) study uses path analysis to test 

relationships among constructs in the model. They also test their predictive 

model by comparing the actual correlations on a holdout sample with the 

predicted results based on their analysis. An overall test assesses the fit of the 

model. 



Performance by Cavusgil and Zou (1994) 
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2.1.6 Relational Paradigm Model by Styles and Ambler (1994) 

Research by Styles and Ambler (19%) to idenbfy recent changes in UK 

export practices led to their introduction of the "relational paradigm" as a 

framework to approach export marketing. Their study looked at 67 winners of 

the 1992 Queen's Award for Export Achievement in the UK. Questionnaires 

were sent to export managers asking their perceptions and recollections of their 

respective firmsf marketing activities. 

The relationship marketing paradigm was introduced in chapter one. 

Research has noticed the shift from discrete transactions to long term 

relationship exchanges (Anderson and Narus, 1990; Kotler, 1991; Parvatiyar and 

Sheth, 1995; Weitz and Jap 1995). Styles and Ambler analyzed a number of 

relational paradigm models which included the International Marketing Policy 

(IMP) group interaction model (Tumbull and Valla, 1985)) channel relationship 

models (Anderson and Narus, 1984; 1990; Anderson and Weitz, 1989; Heide and 

John, 1988) and buyer and seller relationships (Dwyer, Schurr and Oh, 1987). 

They concluded that "these models aim to explain and predict relationship 

processes and outcomes, but not marketing performancef' (Styles and Ambler, 

1994, p. 24). 

In the research of Ambler and Styles (1994), managers were asked to rate 

the importance of success factors to their own success from a list of 26 success 

fadors. The findings were comparable with Mitchell's 1979 study however there 

was a sigtuficant difference in the mean scores of personal visits, after sales 



service, and word-of-mouth. Ambler and Styles added frequent two way 

communications and maintaining good relations to the list which ranked seventh 

and eleventh respectively. This demonstrates that relational dimensions are 

important in the export process. 

Ambler and Style's use of the relational paradigm in exporting stems 

from Johanson and Vahlne's (1977) theory of psychic distance where "a firm 

begins the exporting process by forming relationships that will deliver 

experiential knowledge about a market, and then commits resources in 

accordance with the degree of experiential knowledge it progressively gains 

from those relationships'' (p. 11). The model of Johanson and Vahlne (1977), a 

theory of internationalization tells us that firms enter markets that are easy to 

understand and there is a movement to less familiar markets as the firm gains 

experience. Research has shown that firms usually chose international markets 

that are familiar to their own. Th2 measure of this used by researchers has been 

termed "psychic distance". This refers to the degree a firm is uncertain of the 

characteristics of a foreign market and is influenced by differences in culture and 

language of the home and target countries (Kogut and Singh, 1988). 

Of interest to relationship marketing are the questions asked in the survey 

on export decision making sequence and valued sources of information. In 

decision making, the results support the sequence diagrammed in Figure 6. In 

the neo-classical approach the sequence is: 1) decision to export, 2) choice of 

mark& 3) development of marketing mix and 4) implementation of marketing 

mix which includes selection of a distributor. The appointment of a local 



representative often before product decisions and nearly always before other 

marketing mix decisions supports the relational paradigm. Evidence in their 

study also suggests that 'information gathered from interaction with network 

members' is valued higher than other marketing research. 

Product 

representative I 
I Other marketing 
mix decisions I 

- 
Adapted from Ambler and Styles (1994), p.38. 

Decision Making: Sequence Suggested bv Styles and Ambler Fi ggre 6. 

In concluding their article, Styles and Ambler propose an untested 

"Revised Hybrid Model of Export Performance" updating the "Aaby Slater 

Model" that can be used for further research (see Figure 7). In their revised 

model, relationships are looked at as a factor that influences a broader export 

strategy (such as choice of market, segmentation and marketing mix). This 

thesis however looks at relationship marketing as a marketing approach in itself. 

The format of the export model used in this thesis will more closely resemble the 



model developed by Cavusgd and Zou (1994). 

The dimensions of the relationship construct proposed by Styles and 

Ambler (1994) does give insight into relational marketing dimensions. 

Relationships are comprised of the inclusions of important actors in the network, 

the intensity of relationships, the degree of reciprocity in decision making and 

the extent of long-term commitment Although Styles and Ambler do not use 

relationship marketing as a marketing strategy, their work is very important in 

the development of this thesis. They introduce the relational paradigm into the 

export performance literature and provide support for the importance of 

relationships an export performance model. 
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2.2 Relationship Marketing Research 

2.21 Overview of Relationship Marketing Research 

The purpose of this section is to give the reader an understanding of 

relationship marketing literature. Relationship marketing (RM) research is 

limited in export performance literature. However it can be found in marketing 

literature, channel management literature and overseas distribution literature. 

This section will be followed by a more in depth analysis of the studies which 

contribute towards identxfying a relationship marketing approach and its 

dimensions. 

Much of relationship marketing research to date has focused on 

developmental stages and classification of the relationship in terms of bi-lateral 

controls and influencers of relationships (Heide, 1994) and longer term nature 

relative to discretetransactions (Dwyer, Schm and Oh, 1987). Other 

characterizations included the power symmetry-asymmetry in a dyad and the 

valence of the relational quality: cooperative or competitive (Iacobucci, 1989). 

Much literature is available on the topics of dependence, power, control, conflict, 

cooperation, and trust Other elements that have been studied include 

contractual obligations, commitment to relationship, idiosyncratic investments, 

communication, influence strategies, and negotiation Relationship marketing 



has been researched primarily in first order levels of relationsh& ,,' The types of 

relationships looked at have included mterfirm (Anderson and Weitz, 1992; 

Dwyer, Schurr and Oh, 1987; Frazier, Speckman and OrNeal, 1988), s e ~ c e s  

(Crosby, Evans and Caw-les, 1990) and more recently consumer goods (Sirgy and 

Lee, 1994). The topics have been analyzed individually, in dyads and theorized 

in network structures. 

Relationship Marketing has been described in terms of developmental 

stages or processes between channel members (Ford, 1980; Dwyer, Schurr and 

Oh, 1987; Wilson and Moller, 1990). Dwyer, Schurr and Oh (1987) describe the 

development of a buyer-seller relationship in five phases: awareness, 

exploration, expansion, commitment and dissolution. These stages involve 

evaluation of the outcomes with either satisfaction leading to reinforced loyalty 

or termination of the relationship (Biong, 1994). Heide (1994) described three 

relationship processes: relationship initiation, maintenance and termination. 

Wilson and Moller (1990) later looked at development in terms of an iterative 

process. Madhavan, Shaw and Grover (1994) looked into motivators for 

relationships. Their framework for explaining the range of motivating rationales 

for relationship formation includes control, learning, efiiciency, stability, 

legitimacy. 

7 First order relationships include all possible relationship of the firm with parties in the firm's 
environment. Second order rehfiodps are competitive and strategic in nature, and include all possible 
relationship in the firm's environment excluding the firm Third order relationship include all possible 
relations to the parties that are internal to each other. 



Heide (1994) proposed a framework using unilateral and bilateral forms 

of non-market governance to classrfy relationships. This is a broader definition 

control which indudes aspects of establishing, structuring, monitoring and 

enfor~e~ent  of relationships. Weitz and Jap (1995) proposed a method for 

classifjGng channel relationship management research based on channel 

structure and mechanisms to control channel activities using authority, contracts 

and norms to organize exchanges between channel members. Nevin (1995) adds 

that this framework could be strengthened if the structure of channel 

relationships and the relationship developmental process were included. 

According to Weitz (1995), the above research is limited to a conceptual 

framework for identifying and characterizing channel relationships. 

The concept of relationships are commor-y noted in overseas distribution 

literature (Rosson and Ford, 1982; Leonidou, 1989). However extensive research 

into the use of relationship marketing in overseas exports is limited. According 

to Moore (1991) much of the literature on manufacturer-overseas relations is 

descriptive. Research is primarily limited to states of development (Rosson and 

Ford, 1982; Moore, IWl), developing country exporter-developed country 

importer dyads (Katsikaes and Piercy, 1991; Leonidou, 1989; Llanes and Melgar, 

1993, and choice of channel entry (Andemon and Coughtan, 1987; Bello and 

Lohtia, 1995). 

It has been shown that much sf the research in relatio-mhip m ~ ~ g  

deals with the processes and factors that influence the relationships. Researchers 

have addressed the conditions that make for a good relationship. Little however 



has been done to answer the question of whether a relationship marketing 

strategy increases export performance. In order to answer this question, one 

needs to be able to measure the intensity of a relationship marketing strategy. 

This would increase the ability to analyze the importance of a relationship 

approach used in exporting (Lehtinen, Hankimaa, Mittila, 1994). Empirical 

research in this area is limited. 

Several areas of research provide guidance in determining a measurement 

of the transactional and relational extent of a relationship. These include 

"MacNef's Relational Contracting Model", transaction cost perspective, as well 

as two studies that measured relationship marketing used by firms in the 

domestic market ("A Framework for Measuring the Extent of a Relational 

Marketing Strategy" by Dilriel McCort (1994) and "On Measuring the Intensity 

of Relationship Marketingft by khtinen, Hankimaa, Mittila (1994)). The 

idowing sections will review the research that provided guidance towards 

determining the dimensions of the marketing approach used in this study. 

Macneil's research on contracts; (1974,1980,1981,1983) has led to further 

insight into the M-'I'M dimmsiod. Macneil looks at the use of contracts in 

~&w~dexribedin&~onethatrefPrti~nsEril,marketingIRM)dtransacLionrnarketing(TM)are 
focrkcd & as opposites on a e m  -4s a d t  a rehimxihip n d d i ~ ~ g  strategy would of 
dimmsbwthatarehighinRMandLowinTMorviceversa 



exchanges (Dwyer, Schur and Oh, 1987). Macneil's 12 Behavioral Concepts from 

1974 (Appendix 2) form the basis of expanding the concept of discrete 

transactions to relational transactions in contract law and in a marketing context 

(Nevin 1995). According to Macneil, contracts capture the relations between 

parties and these relations project exchange into the future (1985). His 

"behavioral concepts of contract" (1974) list each element as bi-polar extremes 

from transactional to relational. Macneil expressed three types of contract norms 

as common, discrete, and relational (1980). Common contract norms are 

common to all exchanges in order for transactions to occur (Appendix 2) 

Relationships are also governed not only by contracts but also by common 

industry practices or d e s  (Nevin 1995). This leads to the study of norms of 

relationships. From MacNeil's ten common contractual norms, Nevin (1995) 

describes several relational contract norms that effect the success of the 

relationship: 

role integrity: roles develop building interdependencies that must be 

maintained for a successful relationship; 

preservation of the relation: desire to resolve conflict; 

harmonization of the social matrix: resolve conflicts through formal 

procedure or reaching a joint agreement; 

proprietary of me-: an intricate web of relations between parties; 

supracontract norms: broader norms such as "distributive justice, 

liberty, human dignityI social equality and inequality, and procedural 

justice (Macn& 1980, p. 7O).If 



Macneil's work as well as other research using his concepts afterwards 

contributes greatly to the understanding of transactional and relational 

marketing by expressing exchanges as opposite dimensions on a continuum. 

The continuum assumption of relational and transactional exchanges is an 

important concept in this thesis. 

The framework for developing buyer-seller relationships by Dwyer, 

Schurr and Oh (1987) adapted Macneil's contractual dimensions into situational 

and process contractual elements that are either discrete or relational (see Table 

1). These elements provide a starting point for determining the relational and 

transactional dimensions of a marketing approach. 



Table 1. A Comparison of Discrete Transactions and Relational 

Elements of Exchange bv Dwyer, Schurr and Oh (1987) 

Contractual Element Discrete Transactions Relational Exchanges 
Situational Characteristics 
Timing of Exchange distinct beginning traces to previous agreements 

short, sharp ending longer, ongoing process 
f 

Number of Parties two often more than two 

Obligations offers, custom, standard includes promises, customized 

Expectations for Relations differing goals, conflicts counterbalanced by 
cash payments, trust 
no interdependence after 

Process Characteristics 
Primary Personal minimal, ritual-like important, non-economic 
Relations satisfaction, formal and informal 

comunications used 
Contractual Solidarity social norms, rules.. . legal and self regulation 

Transferability complete limited 

1 ~ o o ~ e r a t i o n  no joint efforts joint efforts related to I 
I performance and plwining I 

gdjustments com.xon 
Platlning on exchange only sigruficant, detailed, changing 

t 
- 

no future anticipated 
- 

Measurement and little attention specific attention to performance 
Speclridty performance obvious quantified 

Power up until exchange increases by interdependence I 
completed 

Division of Benefits sharp division to sharing 
and burdens exclusive parties 

I 
Adapted from Dwyer, Schurr and Oh (1987), p. 13 

I 



2.23 Transaction Cost Analysis Perspective 

The transaction cost analysis (TCA) perspective refers to the design of 

efficient mechanisms for conducting transactions where they have potential costs 

associated with them such as writing, negotiating and enforcing contracts (Heide 

and Stump, 1995; Williamson, 1985). The concept relevant to relationship 

marketing is transaction specific assets: also known as idiosyncratic investments 

(Weitz and Jap, 1995). The existence of idiosyncratic investments increased 

commitment by parties in a relationship (Anderson and Weitz, 1992). The main 

concern of transaction cost analysis (TCA) is to organize transactions in order to 

"safeguard them against the hazards of opportunismf' (Williamson, 1985, p.32). 

The principal safeguard explored in TCA is vertical integration of which 

relationships are a step in the process. 

Heide and Stump (1995) developed a transaction-cost conceptual model of 

performance in industrial purchasing relationships between OEM manufacturers 

and their component suppliers. According to their theory, the costs of 

transactions can become sigmficant in the presence of transaction-specific 

investments (unique assets tailored to an exchange that have low value outside 

the relationship is., training) and uncertainty (volatility which create adaptation 

and contradual costs). An itemized scale of performance was measured in terms 

of the buyer's evaluation of the seller. Performance measures were regressed 

against buyer-specific assets, volume unpredictability, continuity expectations, 

and their interactions. Results indicate that abandoning "arms-length" 



interaction may be a desirable strategy in the presence of transaction specific 

assets and uncertainty. 

Research by Webster (1992), while looking at the changing role of 

marketing in organizations, described a range of marketing relationships that 

develops from transactions through to vertical integration (see Figure 8). This 

thesis looks at the difference between transactions and long-term relationships. 

For economic reasons it can be seen from the range of marketing relationship 

that ideally in TCA a firm faced with transaction specific costs will try to be able 

to depreciate the costs over a greater number of transactions. The ideal situation 

may be vertical integration according to TCA however other reasons may 

prevent this. A firmn will consequently try to overcome the risk of losing its 

investment by ensuring that they will have a greater frequency of transactions. 

This can be accomplished by contracts, developing relationships or by 

formalizing the relationship between parties. 

It can be concluded from this area of research that one dimension of a 

relationship marketing approach would be sharing of resources (a transaction- 

specific investment). According to the TCA theory, this would result in a greater 

amount of transactions which should increase sales and ultimately export 

performance. 
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l k  REPEA D TRANSACTIONS 
4 

LONG-TERM 
RELATIONSHIPS 

C 
B W R  SELLER 
PARTNERSHIPS 

4 
STRATEGIC ALLIANCES 

4 
NETWORK ORGANIZATIONS 

4 
VERTICAL INTEGRATION 

I Adapted &om Webster (19921, p.5. 

Fig;ure 8. R-e - of Marketing Relationships bv Webster (1992) 

224 A Framework for Measuring the Extent of a Relational Marketing 
Strategy (Daniel McCort, 1994) 

This study provides a framework for operationalizing the extent of a 

relationship marketing strategy based on Roger's interpersonal theory (1959) in 

non-profit organizations looking for donors. Roger's person-centered theory of 

psychology identified three basic needs: maintenance (desire to maintain the 

status quo which must be overcome to establish a relationship), enhancement 

(desire to grow, learn and change) and positive regard (need fa be lovedf liknd 

and accepted). M a t  (1994) operationalized these for a marketing strategy (see 

Table 2). 

46 



The sample included 26 non-pr3fit Christian organizations. Each group 

was asked to send out to the researchers their entire correspondence with 

donors. The researchers then counted aspecls of the materials that related to the 

measures operationalized and used correspondent analysis to find a five 

dimensional solution that put the dimensisrs on an axis or continuum. This 

study does not provide any link with performance and it is limited to non-profit 

organizations. However it do= provide support that relational and 

transactional dimensions fall on a continuum. Although it is not an empirical 

study it does provide examples of some measurements of a relational strategy 

that may be useful in an export setting such as communications, commitment, 

training, and expressions of gratitude. 



Table 2. Operationalizing a Relationship Strategy by Daniel McCort (1WI 

Maintenance Enhancement Positive Regard 

Access Training Gifts 
800 number training materials 
return envelopes Expressions of gratitude 
call us remarks 
access to patron Personal 
Communications 

tone 
Accountability Education salutation 
annual report sent educating materials signature 
market research conducted personal comments 
member of ECFA miscellaneous 
evidence of fulfilling mission 

Commitment 
number of written contacts 

Adapted from McCort (1994), p.57. 

225 On Measuring the Intensity of Relationship Marketing (Lehtinen, 
Hankimaa, Mittila, 1994) 

Lehtinen, Hankimaa and Mittila (1994) compared companies' 

transactional and relational marketing on basic dimensions. Their study uses a 

qualitative, nulti-case method that i n t e~ewed  five hotels. Each hotel was 

assessed according to their relational intensity. Their study selected dimensions 

that "could be thought to be indifferent to the core product, i.e. the dimensions 

that can be evaluated by all kinds of manufacturer and service companies'' (1994, 



Research on measuring the intensity of relationship marketing is limited. 

Further, there is a lack of empirical evidence using any constructs. As a result 

this study included a large number of dimensions that in some cases might be 

over-represented or interdependent in order not to accidentally reject any 

important dimension. These dimensions included: time perspective, focus of 

marketing, marketing definition, target of marketing activities, dominating 

marketing function, price elasticity, communication, advertising media, 

measurement of customer satisfaction, customer information system, system of 

collecting customer information, recording of customer data, main utilizer wf 

customer information system, dominating quality dimension, production of 

quality, customer service emphasis, the role of internal marketing, and 

interdependence between marketing and other functions of the firm. A listing of 

the dimensions defined with opposites on continuum can be seen in Table 3 . 

This study is limited in its ability to generalize its findings because it was 

measured through a limited number ui case studiec;. However it does provide a 

comprehensive list of dimensions that can be used to define the type of 

marketing approach used by a firm. 

There is a second important contribution that this study makes. The 

findings also demonstrate that some form of mixed marketing may result for 

some companies. The choice of a senrice industry (hotels) implies a higher use 

of relational marketing because of the service element of the product The 

findings of the research was able to describe the four companies in terms of 

differing relational strategies. This demonstrate that differences in relational 



intensity can show up in firms that all have some relationship component A 

mixed marketing approach would be one in which some relationship marketing 

dhxa.oions have a positive influence on performance while other relationship 

marketing dimensions have a neutral or negative influence on performance. 

Table 3. Dimensions of Transaction and Relationship Marketing: 

ILehtinen, Hankimaa and Mittila (1994) 

Construct Transactional Mixed Relational Marketing 
Time Perspective short-term long-term 
Marketing Focus product customer customer relationship 
Marketing Definition mass segmentation customer 
I Target of Marketing gaining new customers maintaining old customers I I Dominating Marketing marketing mix interactive marketing I 
Function 
Price Elasticity price sensitive customers less price sensitive 
Communication campaigns ongoing interactive 
Advertising media mass media direct media interactive direct media 
Measurement of xri~nitorhg market share managing the customer 
Customer Satisfaction base 

I 
1 Customer Information ad hoc surveys real-time feedback I 
Sys tem 
Collecting Customer marketing research dialogue with customers 
Information 
~ e c o r d i n ~  Customer disintegrated system integrated database 
Data 
User of Customer Info marketing department all contact people 
Dominating Quality output interactions 
Dimension 
Production of concern of production concern of all 
Quality 
Customer Service low high 
Role of Internal M t e d  importance to strategically important - 

success towards success 
Interdependency no importance high importance 
Between Functions 
Adapted from Lehtinen, ihdcimaa and Mittila (1994), p.4. 



2.3 Limitations of Export Performance and Relationship Marketing - Research 

The preceding literature review revealed that the relationships between 

the factors and export performance are complex. Research on export 

performance suggests that firm factors and export marketing strategy both have 

a direct influence on export performance. The export marketing strategy also 

acts as an intervening variable between firm factors and export performance. 

Relatiomhip marketing research suggests that it is possible to measure the 

intensity of a relationship marketing approach on a continuum between 

transactional and relational dimensions. 

Aaby and Slater (1989) proposed a general framework for export 

performance that did not include many relational constructs. Cavusgd and Zou 

(1994) developed a testable model of exp~r t  performance using standardization 

versus adaptation as the export marketing strategy. Research by Styles and 

Ambler (1994) led to their introduction of "relational paradigm" as a framework 

to approach export marketing. The results of their study gave support for the 

use of relational dimensions in exporting. However, the aspects of relationship 

marketing have only briefly been touched upon in export research and a direct 

link between relationships and export performance is limited to one study by 

Rosson and Ford (1982). 

Relationship marketing research in the past has primarily been limited to 

characterizing relationship management (i.e., methods used to control channel 

activities or stages of development) in the domestic context. Research on 



measuring the relative intensity of relationship marketing has been limited and 

empirical tests are rare (Txhtinen, Hankimaa, Mittila, 2994; McCort, 1994). The 

performance issues for uses of particular forms of relationships are virtually 

undocumented in present literature (Heide and Stump, 1995) and research into 

the use of relationship marketing in exporting is limited (Styles and Ambler, 

1994). 

The research queshons introduced in chapter one still remain 

unanswered. It is these questions which provide the framework for this study: 

Do relational marketing dimensions have a positive influence on export 

performance? 

Do transactional marketing dimensions have a negative influence on export 

performance? 

What are the factors that can be used to measure the intensity of the 

relationship marketing? 

Do different dimensions of relationship marketing impact export 

performance differently? 

Which, if any, firm specific factors have an influence on export performance? 

Which, if any, firm specific factors can be used to influence relational 

marketing dimensions? 

Is there a difference between the different measures of export performance 

(export intensity and success level of exports)? 

Improvements can be made to existing theory in order to gain b e b r  

insight into the use of relationship marketing by exporters. The research 

questions are dealt with by combining the dimensions of a relationship 



marketing approach within an export performance framework. The following 

chapter will address a theoretical model which combines the elements of 

relationship marketing within an export performance model. 



3. THEORETICAZ, DEVELOPMENT 

The purpose of this chapter is to describe the details of the proposed 

model and outline the propositions that form the basis for providing a testable 

fiamework. The first &cm of &I& chapter gives an overview of the theory base 

for the proposed mod& The proposed model, its constructs, testable measures 

and propositions will be described afterwards. 

3.1 Theory Base for the Proposed Model 

Many separate studies have been conducted in the area of either export 

performance or relationship marketing. However few studies have applied both 

research areas together in exporting. The export markethg strategy framework 

proposed by Aaby and Slab (1989) and later refined by Cavusgd and Zou 

(1994) provides the base for the theoretical framework of this study. The 

proposed "Relational Paradigmff framework by Styles and Ambler (1994) 

indicates that rdationai dimensions should -be included in the export 

performance modd. Past research on measuring the intensity of a reIztiomhip 

or transaction marketing strategy is limited to a select number of published 

s ~ & ? S  @&&3sG k i a a  &id h%ma, 1994; M&C& ?a) whkh have 

provided some insight into ~ektional and transactional dimensions. The 

xesead in this w has described relatiomhip marketing and transactional 



marketing as opposite marketing strategies (Dwyer, Shur and Oh, 1987; Nevin, 

1995). Research in contract law (Macneil, 1974,1980,1985) and transaction cost 

analysis (Heide and Stump; 1995, Weitz and Jap, 1995; Williamson, 1979) has 

contributed to defining the dimensions of a relationship marketing approach. 

The previous literature review in chapter two has demonstrated that the 

theory base used in this thesis has been derived from export performance 

literature and relationship marketing theory. Theory on measuring the intensity 

of a relationship marketing strategy has also included support from contract law 

and transaction cost analysis. An illustration of the theory base is shown in 

Figure 9. 



I Export Performance 
Literature I I Relationship 

Marketing Theory I 

Proposed Model of this Thesis: The Influence of a Relational 
Versus a Transactional Marketing Approach on Export Performance 

Figme - 9. Theory Base for Research 

The basis for the proposed model is the framework used by Cavusgd and 

Zou (1994) in their empirical study on export performance (discussed in chapter 

two). In their study the significant export marketing strategy found was 

standardization versus adaptation. This study will replace their marketing 

strategy with a relationship marketing approach (RMA). The relationship 

marketing approach used in this thesis includes a combination of relationship 



marketing and transaction marketing dimensions. The marketing approach in 

this proposed conceptual framework is broader and includes aspects of 

standardization and adaptation as a relational dimension because increased 

adaptation or customization requires greater relationship development with 

buyers (Rosson and Ford, 1982). 

The study by Rosson and Ford (1982) described in chapter two supports a 

link between relationships and performance. The importance of relationship 

marketing for exportem was addressed in chapter one. It should follow then 

that a relationship marketing approach should lead to higher export 

performance than a transaction marketing approach. The reader should be 

reminded here that relationship marketing and transaction marketing are seen as 

opposites. The assumption according to the theory is that RM and TM lie on 

opposite ends of a continuum (Dwyer Shur and Oh, 1987; Macneil, 1974,1980, 

1985; Nevin, 1995). This follows that a firm with a high rating in a relationship 

marketing dimension would have a low rating in a transaction marketing 

approach. Conversely, a firm exhibiting a low rating in a transactional 

dimension would be high in a relationship approach for that dimension. 

This thesis investigates the use of relationship marketing by exporters. 

Each company's marketing approach is measured by several dimensions. There 

are dimensions for both relationship marketing (RM) and transaction marketing 

(I'M) elements. The main proposition is that relational marketing dimensions 

M I  have a positive influence on export performance; and since RM and TM are 

seen as opposites, transactional marketing dimensions will have a negative 



influence on export performance. More detailed propositions wi2 be addressed 

later in the chapter (3.5). 

The significant firm-specific factors used in export performance models 

that influence export performance are investigated. The influence of these 

factors on the marketing approach is also analyzed. Some, which are specific to 

the industry or firm are used as control varia3ies. The sigtuficance of greater 

knowledge of controllable internal firm factors will help exporters to be able to 

better position themselves to attain superior export performance through a 

relationship marketing approach should they desire. The following section will 

look at, in greater depth, the constructs used in the proposed framework. 

3.2 Proposed Framework 

In the proposed framework both internal and external factors have a 

direct relationship on the firm's marketing approach. The type of marketing 

approach used is directly related to export performance. Past research has also 

shown a direct relationship between firm factors and export performance. 

Figure 10 shows a diagram of the proposed relational marketing approach 

(RMA) export performance framework. 

A comprehensive export performance model is complex (Aaby and Slater, 

1989) and there is often a trade-off between using a wide array of constructs and 

reliability. The primary purpose of this research is to determine the influence of 

b e  marketing approach on export pedomance. This study's focus is on using a 



wide number of relational and transactional variables and has therefore 

minimized the number of firm factors to those that are thought to be most 

signhcant 

The firm factors, international competence and managerial commitment 

were signhcant in the study by Cavusgil and Zou (1994). Technology level of 

the firm was included based on relationship marketing research by Madhavan, 

Shaw and Grover (1994)and is discussed later. The purpose for including size is 

to add insight into the existing results of its effect on export performance which 

has had mixed results in the export performance literature. In addition, it is 

interesting to see if size has an influence on the marketing approach. 

The external forces and type of product are not analyzed in the system but 

are controlled for in the analysis. The factors that will be controlled for are the 

channel of distribution used, export market as well as the type of product. These 

will be described in more detail in the following section. 
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3.3 Camponents of Proposed Framework 

The proposed framework is made up of marketing approach constructs, 

performance measurements, firm factors and controls. Details on the constructs 

and the measurements are described in the following section. 

3.3.1 Relationship Marketing and Transaction Marketing 

The dimension of relations in this study is looked at as a continuum 

between discrete transactional and long-term relational exchanges (Dwyer, 

Schurr and Oh, 1987; Juttner and Wehrli, 1994; Macneil, 1980). The 

characteristics of each of these constructs has been obtained from a review of the 

literature in relationship marketing literature, transaction cost theory and 

Macneil's contract law. Only the dimensions that are relevant to exporters and 

that can be measwed through a survey are used, 

Relational dimensions of the marketing approach are proposed to a 

positive influence on export performance in this thesis. Since relational and 

transactional dimensions are argued to be opposites in the literature, it should 

follow that transaction marketing dimensions should have a negative influence 

on export performance. Findings from the empirical study by Rosson and Ford 

(1982) suggested that ~iatiunal Bimensions have a favorable idhence on 

performance for manufacturers and their overseas distributors In addition the 

research by Styles and Amber (19%) gives support that relational dimensions 

should be included in an export performance model. The economic hefits of 



relationship marketing highlighted in chapter one should indicate a positive 

influence on performance.' 

Relationship Marketing is a long-term, continuous process where sellers 

look at the lifetime value of the customer. There is interdependence between 

the buyer and seller and customers are well known to the seller to the extent that 

the relationship becomes informal. Marketing activities are geared towards 

retaining old customers through customer service, interactive communications, 

direct advertising and problem solving. Price becomes less of an issue through a 

combination of a close relationship and valued added services offered. 

Customer information and feedback is gathered through direct 

conversations with the customers. The recording of customer data is integrated 

where the database is accessibie and updated by all customer contact people. 

The information gathered includes personal relationship information such as 

children, hobbies and detaiied company information (ordering seasons, 

company goals, other suppliers, customized specifications, and feedback 

received). 

Part-timers within the firm often contribute to the relationship 

development These are other employees besides the sales representative that 

have contad with the customer. A part-timer may include accounting, shipping, 

1 The economic benefits reviewed were: reduced marketing and hmaction, higher sales volume per 
customer through personalized selling and crosfselling, core group for test marketing, improved market 
reseafih using cusbmz aontact for ooHecting data, mass customization, and the hcrea fd  likelihood for 
€uturetransadio= 



manufacturing and can even include contracted services outside of the firm. 

h t e ~ ~ a l  marketing is stressed to other people in confact with the customer and 

there is greater coordination between marketing sales and other functions of the 

firm (such as collections, production, and technical support). 

Policies, such as extended payments terms, custom packaging, and 

customized product specifications, are adapted as the relationship develops. 

The firms are also involved in transaction specific assets (idiosyncratic 

investments) that are unique assets tailored to an exchange that have a low value 

outside the exchange. Transaction specific assets are those assets that require an 

investment by either party (i.e., research and development and training). 

Transaction marketing dimensions are considered to be opposite to 

relational dimensions. A summary of relationship marketing dimensions and 

their opposite transadion marketing dimension are presented in Table 4 



Table 4. Dimensions of Marketing Approach 

Transactional Mmktina UM) 
short term 
discrete 

long-term 
continuous 

h i ~ h  turnover 
h i t ed ,  short-term 
shorter break-even 
gaining new customers 
product and price 

-I- 
-- 
-- 

-- 

-- 

- 

- - 

non-integrated database or 
none 
separate files by departments 
limited information 
no personal information 
non-regular surveys and 
marketing research, 
complaint boxes 

- 

- 

line of credit with normal 
industry standards, 
standard product 

- 

- 

standard packaging 

I 1 
Dimensions of measurement of marketing strategies collected from theoretical I 
(McCort, 1995; Jkhtinen, Hankimaa and hiittila, 1994; Mameil1970,1981,1983; Cowles, 1994; Gummerson, 1994; Gs-099, 
1994; Anderson andNams 198P; Heide and John 1988; Dwyer, !%burr and Oh, 1987; Juttner and Wehrli, 1%) 

highly price sensitive 
more anonymous 

long-term investment 
customer value over lifetime 
customer retention 
service 
problem solver 
integrated database 

- 

access by all contact people 
detailed company 
information 
personal buyer information 
direct conversations 
direct complaints 
regular contact 
sharing information 
appreciation recognized 
extended credit terms 
customized product 
specifications 
customized packaging 
less price sensitive, other 
services add value 

independent 
formal 
only two people involved 

none 

well-known customer 
more involved 
interdependence 
informal; social exchange 
more than two often 
involved " part-timers" 
internal marketing inside 
firm 
coordination between 
functions 
idiosyncratic investments 
such as training, resource 
sharine common 
literature discussed in literature review 



3.3.2 Firm Export Performance Assessment: Measurements 

A variety of measurements of export performance have been used in the 

past. However, a uniform measure of export performance on its own has not 

been determined (Cavusgil and Zou, 1994). At the macro-level market share, 

balance of trade statistics, and target market import statistics have been used. 

Most often firm level or micro measurements such as sales and profitability are 

used. This has developed into the usage of the term export intensity (the ratio of 

export sales to total sales) as a measurement of performance (Axinn, 1988; 

Bonaccorsi, 1992). Fenwick and Amine (1979) used the six measures of Queen's 

Award in a multidimensional approach which included: the average export 

ratio, growth in export ratio, average export sales, and a subjective evaluation 

scale. Cavusgil and Zou (1994) determined a measurement of performance 

using the firm's product-market export venture as the unit of measurement. The 

performance measurements looked at were 1) perception of achieving strategic 

goals, 2) perceived success of the venture, 3) average sales growth over first five 

years, and 4) average profitability over first five years. 

This study considers the performance of an overall relationship marketing 

approach that includes all export customers rather than measuring the export 

venture. This method facilitates the use of surveys. In the study by Cavusgd 

and Zou (1994), in-depth interviews were used to help focus on the most 

representative ventures to use. Relationships between buyers and sellers are 



often at varying stages of development because of different lmglhs of time 

working together and frequency of exchanges. Using the export venture as a 

measure will give rise to problems associated with determining the level of 

development of that relationship or venture. 

The assumption made in this thesis is that a firm on average using a 

relational marketing approach towards most or all of their customers sho-dd 

have a higher number of further developed relationships. Under this 

assumption, the firm should exhibit higher export performance. The reader 

should be aware that there is a possibility that a firm uses different RM and TM 

approaches for different customers and that the results may cancei each other 

out due to aggregation. This limitation is dealt with in chapter six. 

One problem that exists with measuring performance associated with a 

relationship marketing strategy is timing. The concept of relationship marketing 

includes a long-term dimension and looks at the life-time value of a customer. 

As a result, measuring the performance over a short period of time may not give 

an indication of successful recent uses of relationship marketing because the 

profits show up in later years after the relationship has developed. There may 

even be cases where a company just starting to use a relationship marketing 

strategy may have initially lower levels of performance measured by the annual 

export intensity because of higher costs associated with investing in the 

relatiansbip. In order to minimize fhis problem, this study also measures 



subjectively the level of ~uccess.~ This study uses two measures of export 

performance in which a separate model is developed for each. These 

measurements are export intensity3 (exports to sales ratio) and a subjective 

evaluation of the success of exports. A separate model, as oppcsed to an 

aggregate of the measures, allows for the ability to see if any differences exist 

3.3.3 Internal Finn Factors 

Size has been a controversial measurement of export performance which 

has had little agreement (Aaby and Slater, 1989). The most common argument is 

that larger firms have size related advantages such as availability of resources 

and economies of scale (Bonaccorsi, 1992). Different studies have had differing 

results using it as a factor of success (Ali and Swiercz ,1991, Culpan, 1989; 

Wagner, 1995). It has commonly been measured in the past as the number of 

employees and amount of sales (Cavusgd and Zou, 1994). It is of interest in this 

research to try to substantiate past research as well as see if there is any indirect 

relationship with a relational marketing approach. This study uses the amount 

2 Growth was also measured: however, it was not used in the model because of the instability of the 
variable =d high n& of missing responsts for the question The variable had itre- standardized 
residuals. Profitability was asked in the questionnaire however there was not a sufficient response level to 
the question 

3 It should be noted that total sales and export sates were asked separately and then compared to this total 
to make certain the question was understood Where differences existed, export intensity was re- 
~ ~ a c c o ~ d i n g ~ h ~ d s m d ~ a ~ r t s f i ~ g i v ~  



of assets to indicate size4 Sales are recoded into small, medium, and large to see 

if there is any non-linear relationship (see Appendix 3 for receding). The direct 

relationship of firm size and performance should b~ more substantial for the 

larger firms which have greater resources and often have more international 

experience (Reid, 1982). 

In this study the proposition is that a greater use of relational dimensions 

will be used by small and large firms over medium sized firms. Smaller firms 

are less departmentalized, more integrated, and often have greater involvement 

by management in exporting. This suggests that management's involvement 

would be more of a relational than a transactional nature. In addition simple 

inexpensive database and communication technology is readily accessible by 

small firms. However, large companies have greater resources, improved 

communication technology (video conferencing, Internet) and the ability to 

increase commitment through inventory/shared database technology (i.e., just- 

in-time JTT, information technology IT ). They also will have the resources to be 

able to make a larger investment in a relationship for a longer time before 

n-g to recoup ib costs. It is possible &at medim sized fiLms are lacking in 

the resources for expensive communication technology and are less likely to 

have the more "per"nafN interaction that a small business has. 

4 Both assets and sales were deemed to be better mgasures with a torrehiion of 0.9982; assets and 
employees were 0.3888; sales and employees were 0.37l2 Whenever a value was missing for assets, sales 
~ ~ ~ ~ ' ~ ~ ~ ~ e e ~ ~ ~ ~ t r s e d f ~ r 7 m s e ~ d ~ ~ ~ 0 ~ ~ f 0 r ~ ~ . ~ r e c 0 d i n g ~  
Appen&x 3 for details. 



International Experience 

International competence was one of the significant determinants of 

export performance in the empirical research conducted by Cavusgil and Zou 

(1994). A study by Hart, Web and Jones (1994) uses number of years exporting 

as a measurement of export experience. Cavusgil and Zou give a broader 

measure of international involvement by including the number of markets in 

which the firm operates. This study uses the number of years exporting for a 

measure of export experience5 The proposition in thi; study is that export 

experience should have a positive influence on the relational dimensions (and 

conversely a negative influence on the transactional dimensions), It would seem 

logical that firms that have exported for a longer time would have better 

developed relations with their customers. Firms that have exported for some 

time should be in a stage of exporting that is beyond initial exports that are often 

transactional. 

Commitment 

Managerial commitment is also a sigruficant determinant of export 

pdormance (Cavz~sgif. and Zou, 1994; Aaby and Slater, 1989). The level of 

management commitment to exporting is defined as a general willingness by 

management to devote adequate financial, human and/or managerial resources 



to exporting activities (Donthu and Kim, 1995). The unit of measure used by 

Cavusgil and Zou refer to the export venture. This study will look at broader 

measares related to overall exports which include the extent af management 

commitment to exporting and the amount of resources for overail export 

development Increased invoivement by the managers, more people involved in 

exporting as well as access to greater resources to build relationships should 

result in a higher usage of relational dimensions. In the proposed model 

commitment is split into two constructs: 1) management commitment measured 

by a) managementfs overall commitment to exports, b) planning time involved 

in exporting, and c) management involvement in exports, and 2) organizational 

commitment to financial resources measured by financial resources available for 

development. 

Technology was not used in the Cavusgd and Zou (1994) study. However 

it was one of the prop~sed dimensions of firm competence in the "Aaby-Slater 

Model#' (1989). This study includes a measurement of a firm's level of 

technology. It is possible that many of the new database technologies (UPC, JIT, 

interactive databases) and communications (f~csimile, Internet, e-mail, video 

conferencing) are very useful in developing and maintaining relationships with 

5 The survey also asked rapondents the number of markets exporting to. However, correllations 
between the two measurements were low indicating that reliability would Lx poor if they were used as a 
joint lneasurenzent It appears in this sampie that number of years is a better measurement for 
international experience. It muld be that the number of markets exporting to is more dependent on the 
t y p e o f p r o d u c t t h a n t h e l d o f i n t e m a t i o n a l ~  



customers. Database technologies can increase the ability to keep track and 

remember details of the relationships while communication technologies 

improves upon the ease in which contact can be made. 

In relationship marketing research, Madnavan, Shaw and Grover (1994) 

investigated the attributes of relationship marketing arrangements. They 

concentrated on organizational memory which facilitates a vendor's willingness 

and ability to respond through csustomization to unique requirements of the 

customer. In the RM context, "the memory associated with a buyer-seller 

relationship is the stored information from the history of the relationship that 

influences present decisions about the relationship (p.4)" Memory in a 

relationship allows the seller to more efficiently offer products or services 

("memory-based mstomizatisn") and increases the chance of the relationship 

continuing when faced with competition by discouraging switching. This 

research describes different levels of memory: database, individual, 

organizational which have in their respective order increasing customer-oriented 

flexibility. Of importance is that Madhavan, Shaw and Grover (1994) propose 

that there is a continuum of relational strategies associated with differing levels 

of memory given different levels of technology. Consequently, it should follow 

that higher levels of database technology should facilitate the use of greater 

relational dimensions. 



3.3.5 External Factors and Controls 

The external envirorment and product variables are not analyzed in this 

model. The factors of channel of distribution used, export market and the type 

of product will be used as controls. These will help isolate the more controllable 

firm factors specified in the model. Survey respondents were asked to assess the 

product and export environment on a variety of indicators. However there was 

a low response to many of these questions. A select number of interviews 

afterwards revealed that these questions were difficult to assess on a scale. This 

was especially difficult for companies that had a diversified product range and 

exported to multiple regions. The following controls used in this study had 

underlying theory that justified their use in the model. In addition they were 

easily understood in the survey technique used. 

Type - of product 

The type of product or service may play a part in the use of RM practices. 

Industrial products that are sold business to business should lend their 

marketing to more of a relational approach than do consumer durables which 

usually are mass-marketed (Lehtinen, Hankimaa and Mittila, 1994). 

Additionally, high technoIogica1 products that are complex and require training 

and specializRd servicing may require a RM approach. This study measures and 

controls for: 1) whether the product exported is an industrial or a consumer 



product and 2) the level of technology of the product sold. The level of 

technology of the product should not be confused with the level of technology in 

fhe firm. The level of technology of the product is associated with high tech 

products which require additional instructions and servicing. 

Channels of Distribution 

In export situations, companies often use some form of indirect 

distribution. More often, alternate channels of distribution are used to facilitate 

distribution and selling in the non-domestic market (Rosson and Ford, 1982). 

There is also a need for companies to have local representation. The use of 

agents and distributors characterize larger concentrated sales by dealing 

indirectly through an agent or distributor rather than selling to many customers 

directly. This concentration of efforts helps increase the time that can be spent 

on developing relationships which, in fun, can generate economies and 

consequently can increase performance. 

It should be noted also that there is the possibility that relationships can 

worsen when more than one channel is used. Frazier and Kersi (1995) 

acknowledge the trend towards RM in many channel relationships. However 

they comment that there is a trend in some areas where relationships weaken 

under competitive ~ c t i m s ~ c e s .  For example, the rehtionships with agents 

and distributors can worsen if the manufacturer is &o seIling direct i ~ t o  their 

6 In contrast, the level of tedmology in the firm looks at computerization, databases, e-mail, fax machines 
etc 



territory. Many businesses use multiple channels to increase market share and 

to reduce their dependency on one form of distribution. Consequently 

relationships can worsen when multiple channels are used. This thesis will 

control for companies which use direct distribution, indirect distribution or a 

combination of distribution forms (mixed distribution). 

Location of Export Market 

The export market location may also influence the marketing approach 

used. Markets that have relationships as an underlying part of their business 

culture (such as many Asian countries) may necessitate predominant use of a 

relational marketing approach. A geographically or culturally distant country 

may also have higher environmental uncertainty which has been proven to Lead 

to the formation of stronger relationships (Ganesan, 1994). In this study, the 

export market is grouped into three categories: 1) primarily to USA, 2) primarily 

to Western countries, 3) Rest of the world. The coding of this variable is 

detailed further in Appendix 3. 

3.4 Propositions 

The previous sections in this chapter outlined the proposed model and its 

constructs that provide a testable framework In chapter one several research 

questions were identified. The literature review in chapter two revealed that 

these questions were stilt unanswered. The research questions that provide the 



framework for this study are formalized into testable propositions. The 

propositions used to test the model and answer the research questions are 

presented in the next &on. 

This study evaluates the use of relationship marketing in exports by 

measuring companies in terms of marketing approach dimensions. It is 

hypothesized that relational marketing dimensions will have positive influence 

on export performance while transactional marketing dimensions will have a 

negative influence on export performance. Performance is measured by export 

intensity7 and perceived level of export success. The relationship between firm 

factors and marketing approach will be tested as well as the direct effect 

between the firm factors and export performance. Factors which are specific to 

the industry or product are used as control variables. The significance of greater 

knowledge of controllable internal firm factors will help exporters to be able to 

better position themseives to achieve greater success through a chosen marketing 

approach. 

A separate model is investigated for each performance measure. This 

ailows for determining if there are differences in the results for each model. The 

prop~sitions for export intensity and level of success are detailed in the 

following section 

'export intensity is cadd&d as the ratio of total exports to total sales 



3.4.2 Model One: Export Intensity 

Proposition 1: Marketing Approach on Export Performance 

l a  Relational marketing dimensions will have a pos 
with export intensity. 

iitive relationsh 

lb Transactional marketing dimensions will have a negative 
relationship with export intensity. 

Proposition 2 Firm Factors-Direct Effects on Export Performance 

Size 

2a Larger firms will have a higher positive relationship with export 
intensity than small and medium sized firms. 

Export Experience 

2b Export experience will have a positive relationship on export 
intensity. 

Technology Level in the Finzn 

2c Technology level of the firm will have a positive relationship with 
export intensity. 

Commitment 

2d Management commitment will have a positive relationship on 
export intensity 

2e Organizational commitment of financial resources will have a 
positive relationship on export intensity 



Proposition 3: Direct Effects of Firm Factors on Relational Marketing 
Dimensions8 

Size 

3a Smaller firms and larger firms will use more of a relational 
marketing approach than medium sized firms. 

Export Experience 

3b Export experience will have a positive relationship on relational 
marketing dimensions. 

Technology Level in the Finn 
3c Technology level of the firm will have a positive relationship on 
relational marketing dimensions. 

Management Commitment 

3d Management commitment will have a positive relationship on 
relational marketing dimensions. 

3e Organizational commitment of financial resources will have a 
positive relationship on relational marketing dimensions. 

3.43 Model Two: Level of Success 

Proposition 1: Marketing Approach on Export Performance 

l a  Relational marketing dimensions will have a positive relationship 
with level of export success. 

lb Transactional marketing dimensions will have a negative 
relationship with level of export success. 

Proposition 2: Finn Factors-Direct Effects on Export Performance 

Size 

2a Larger firms will have a higher positive relationship with level of 
export success than small and medium sized firms. 

8 Factor d y s i s  revealed only three transacton marketing dimensions: turnover, price competitiveness 
and facus cm gaining customers. Price competittiveness is very much dependent on industry. Gaining 
c u s t o m  is used mmmody in w junction with a relationship marketing strategy. Consequently there is 
not assumed to be a wgative relationship with a transaction marketing approach. 



Export Experience - 

2b Export Experience will have a positive relationship on level of 
export success. 

Technology Level in the Firm 
2c Technology level of the firm will have a positive relationship with 
level of export success. 

Commitment 

2d Management commitment will have a positive relationship on level 
of export success. 

2e Organizational commitment of financial resources will have a 
positive relationship on level of export success. 

Proposition 3: Direct Effects of Firm Factors on Relational Marketing 
Dimensions 

Size 
3a Smaller firms and larger firms will use more of a relational 
marketing approach than medium sized firms. 

Export Experience 

3b Export experience will have a positive relationship on relational 
marketing dimensions. 

Technology Level h &e Firm 

3c Technology level of the firm will have a positive relationship on 
relational marketing dimensions. 

Commitment 

3d Management commitment will have a positive relationship on 
relational marketing dimensions. 

3e Organizational commitment of financial resources will have a 
positive relationship on relational marketing dimensions. 

A summary of the propositions is shown in Table 5. The following 

chapter discusses the research design and procedures used to test the 

propositions. 



Table 5. Summarv of Propositions 

Model One: Export Intensity 
Proposition 1: Marketing Approach on Export Performance 
l a  Relational marketing dimensions will have a positive relatiorship with export i n t d t y .  
l b  Transactional marketing dimensions have a negative relationship with export intensity. 

Proposition 2: Firm Factors-Direct Effects on Export Performance 
2a Larger firms will have a higher positive with export intensity than small and medium sized firms. 
2b Export experience wiU have a positive on export intensity. 
2c Technology lev& of the film will have a positive relationship with export intensity. 
2d Management commitment w i ~  have a positive relationship on export intensity 
2e Organizational commitment of finand will have a positive relationship on export intensity 

Proposition 3: Direct Effects of Firm Factors on Relational Marketing Dimensions 
3a Smaller firms and larger b s  will more of a relational marketing approach t h a ~  medium sized firms. 
3b Export experience will have a positive relationship on relational mket ing dimensions. 
3c Technology level of the firm will have a positive relatimhip on relational marketing dimensions. 
3d Management co.uunitment will have a positive relationship on relational marketing dimensions. 
3e Organizational commibaf  of finanfial r e a c e s  will have a positive relationship on relational marketing 

dimensions. 

Model Two: Level of Success 
Proposition 1: Marketing Approach on Export Performance 
la Relational marketing dimmi- will have a positive relationship with level of export success. 
Ib Transactional marketing dimensions w~ have a negative relationship with level of export success. 

pmp09ition 2: Finn Factors-Direct Effects on Export peTformance 
2a Larger firms will have a higher positive with level of export success than small and medium sized 

finns. 
Zb Export Experience will have a p i f i v e  on level of export success. 
Zr Technology level of the firm will have a positive relatiomhip with level of aport  success. 
2d ~ g e ~ ~ ~ n t  ~OlTlZnitmeni will have a positive rda;ionship on level of export success. 
2e organizational commitment of financial resoaces will have a positive relationship on level of export success. 

proposition 3: Direct Effects of Firm Factors on Relational Marketing Dimensions 
3a Smaller firms and larger finmi wa use more of a relational marketing approach than medium sized firms. 
3b Export experience will have a positive on relational marketing dimensions. 
k Technology level of the firm have a positive relatiod~ip on relational marketing dimensions. 
M Management commitment will have a positive relationship on relational marketing dimensions. 
3e Organizational commitment of f i n a d  r ~ u r ~ e s  will have a positive relationship on relational marketing 

dimensions. 



4. METHODOLOGY 

The purpose of this chapter is to provide the reader with an 

understanding of the research design and procedures used in this study. The 

first section of the chapter (4.1) starts off with details on the overall design, 

instrument design, and data collection and a description of the overall design of 

the study. The second section (4.2) describes operationalizing the model through 

factor analysis and re-coding of variables. The third section (4.3) discusses in 

detail the statistical procedures used to test the models. 

4.1 Research Design - 

4.1.1 Overall Design 

Tnere is a lack of well defined measurements of relational and 

transactional constructs in the relationship marketing literature. Consequently a 

multiphase research design is used to first operationalize the proposed model, 

second to test the proposed model through path analysis and third to test the fit 

of the final revised model. The first step consists of confirmatory factor analysis 

of relationship marketing and transaction marketing variables.' These factors 

1 A holdout sample was not used in the factor analysis because of the large number of variables to be 
factored with a timiteci sampie size. Thew were 55 variables entered into the factor analysis for the sample 
size of 246. According to Hair, Anderson, Tatham and Black (1992, p. 444) the sample size should be large 
enough compared to the mmhr of estimated parameters. A minimum level is five observations for each 
parameter. 



are then refined to be used as an average score in the subsequent model. 

Common factor analysis is used to operationalize the firm factors. The proposed 

conceptual framework is then operationalized into an empirical model to test the 

proposed hypotheses. 

The second step consists of path analysis procedures performed on a 

callibration sample for each model to find explanatory variables. A separate 

model for each dependent variable of export performance is tested. Step two 

includes: 1) pat3 analysis of the full model to find the s i m c a n t  variables, 2) 

path analysis of the revised model using only the signdicant variables, and 3) 

revising the model for multicollinearity problems. 

The third step consists of testing the predicted correlations of the final 

revised model against the actual correlations on the hold-out sample. This last 

step provides a test of the fit  of the overall model. A holdout sample of 97 cases 

was randomly selected from the original sample of 244 usable cases. The sample 

sizes were base on using 3/5 for the callibration sample in path analysis and 2/5 

for the hold-out correlations. A diagram of the methodology is depicted in 

Figure 11. 
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4.1.2 Instrument Design 

The findings from previous studies on export performance and 

relationship marketing provided guidance for the measurements used in the 

questiomaire. Pre-testing was conducted with several exporters, researchers, 

and an export consultant to modify the questionnaire into its present format 

(Appendix 4). This preliminary testing sewed the purpose of refining the 

theoretical constructs to be more easily interpreted by the respondents. A 7- 

point scale was used to generate interval scaled data that could be used in 

multiple regression2 A structured questiomaire was developed that contained 

multiple measurements of ~ornmitmen~~ technology level, firm size, 

international experience, refationship marketing dimensions, transaction 

marketing dimensions and export performance. Measurements were also taken 

to control for the produds technology, whether the product is an industrial or a 

consumer product, type of distrihtion used, and export region. 

A cover letter (see Appendix 5) was included that told exporters that the 

general purpose of the research was export performance. It did mention that 

the marketing strategy being analyzed was a relational marketing approach. A 

2 Madsen (1988) used a swen point scale; Cavusgil and Zou (1994) used a five point scale; and Styles and 
Ambler (1994) used a three point d e  

3 It was tater determined that mmmitmerrt of finandaI resources should be used separately from other 
forms of mmapmmt armmitment in testing the 4 e L  



respondent who knew that their relational marketing approach was being 

analyzed may be inched to respond with higher relational scores. The 

marketing approach under investigation was not revealed in order to avoid any 

response bias leading towards higher relational scores. 

4.1.3 Data Collection 

The choice of British Columbia manufacturers that export provided for a 

sample of a variety of industries (commoditiesf industrial products, consumer 

dwabIes, and high kdmology products). The selection of respondents was 

based on three criteria: 1) the company is located in the Greater Vancouver 

area,4 2) the company is currently an exporter, and 3) the company is a 

manufacturer. A list of 1010 BC manufacturers who indicated that they were 

exporters was obtained from the BOSS directory.5 The survey was distributed to 

the export managers of 1010 of BC manufacturers in the lower mainland by fax. 

A total of 78 fax numbers were no longer operational and 18 companies 

responded that they were no longer exporting. A sample of 246 usable surveys 

were returned during the period from February to March 1996. This represents 

a response rate of 27%. 

4 The Greater Vancouver Area includes the cities surrounding Vancouver, British Columbia 

5 The Business Opportunities Sourcing System (BOSS) is a computerized databank containing information 
on over 26,000 Canadian manufacturers of p& and services. The system is operated by the federal 
department of Industry, Sdene and Technology in tooperation with the provinces. Information can be 
searched by a variety of patarrreters incl*?g expoexporters and manufarturers. Eath establishment is r e  
contacted annually to amend existing information and non-respondents are deleted. 



The final sample obtained represents a diversity of sizes, product types 

(industrial and consumer), distribution type, regions exporting to and 

experience (measured by number of years in business an? exporting). Industry 

Standard Industrial Codes (SIC) codes collected reveal a diverse range of 

manufacturing industries. A profile of the sample studied can be seen in Tables 

6a and 6b. 



Table 6a. P~afile of Sample 

Pmduct Type (PRODTYP) 

Label Value Freauencv Percent 
Industrid 1 159 64.6% 
Consumer 2 85 34.5% 
Missing 2 0.9% 
Total 246 100.0% 

Distribution (DISCODE) 

Label Value Fresuencv Percent 
Direct 1 % 35.0% 
Indirect 2 95 38.6% 
Mixed 3 65 26.4% 
Total 246 100.0% 

Direct >80% Direct 
Indirect >80% Indirect 
Mixed: all others 

Export Market Regions @-CODE) 

Label Value Fresuencv Percent 
Primarily USA 1 90 36.6% 
Western Countries 2 29 11.8% 
Rest of the World 3 113 45.9% 
 missi in^ . 14 5.7% 
Total 246 100.0% 

F'rimarily USA >= 90% USA 
Western Countries: >=W% Western Europe, Australia, New Zealand, South Africa, USA 
Rest of the World: All others 

Number of Years in Business Number of Years Exporting 
OcRsUS) mpw 
Value Label Freuuencv Percent Freuuenw Percent 
1-5 years 24 10.0% 65 26.5 % 
6-10 year 49 20.0% 67 27.0% 
11-20 years 67 27.0% 62 25.0% 
21-30 years 37 15.0% 20 8.0% 
31-40 years 20 8.0% 5 2.0% 
41-50 years 23 9.5 % 6 2.5 % 
50 and over 11 4.5 % 0 0.0% 
rn&e&qn - 15 5.0% 21 8.3% 
Total 246 100.0% 246 100.0% 

Mean 22273 
Median 7,7.000 
Std dev 18.262 



Table 6b. Profile of Sample 

ASSEE SALES 

Valtle Label Frequency Percent 
0 ~W,oOO 51 21.0% 
SWrc#lo<$lO,ooO,ooO 35 14.0% 
$10,000,ooo<$20,000,00087 35.5% 
$20,000,000 and more 42 17.0% 
missinn - 31 12.5% 
Total 246 100.0% 

Mean 44908465.1 
Median 2500000.00 
Std dev ?55842275 

Emuber of Employees @PL) 

Value Label Freaumcv Percent 
O<lO 45 18.3% 
I O < Z  46 19.0% 
25GO 61 24.7% 
5 M 0 0  50 203 % 
100GOO 33 13.4% 
500and over 8 3.3% 
missinn 3 1.0% 

246 100.0% 

Mean 80.893 
Median 30.000 
Std dev 226.240 

intensity (INTENSIT) 
Percentage of total exports to total sales 

Value Label Freeuencv Percent 
M O %  34 13.8% 
1W25X 39 15.9% 
2540% 51 20.7% 
%75 X 38 15.5% 
75<90% 40 16.3% 
90-100 - .  40 16.3% 

4 15% 
246 100.0% 

Frequencv Percent 
19 7.7% 
31 12.6% 
115 46.8% 
64 26.0% 
17 6.9% 
246 100.0% 

Mean 49.248 
Median 48.000 
Std dev 32.706 



42 Operationalization of the Model 

A large number of marketing approach variables are used in this study 

for the purpose of generating a broad measurement of a relational approach. 

Fador analysis was used to summarize the number of variables into a workable 

number of meaningful fadors. The measurements of the firm factors which had 

ken operationalized in previous literature were factored together to provide 

valid measures of the constructs. The control variables, with the exception of 

technology level of the product were re-coded into dummy variables for use in 

the multiple regression analysis. The variable technology level of the product 

was already in an interval scak format 

4.21 Factor Analysis of Relationship Marketing Dimensions 

Principal component analysis (PCA) using a varimax rotation was initially 

used to explore the relationship marketing factors.6 The PCA method was 

chosen to summarize the large number of relationship marketing variables. The 

definition of relationship marketing dimensions used in this study is believed to 

be the first of its kind so no assumptions were made regarding their underlying 

factor structure. Factors included in the model were chosen based on their 

6 An oblique rotation of the variables was also fadored and revealed the same groupings. 



loadings (greater than -50) and interpretability. 7 Variables that did not load 

well onto factors but that had important theoretical considerations for the 

proposed model were included as individual variable scores. 

The relationship marketing dimensions used in the model are: 

coordination within the export firm, resource sharing with export customers, 

sharing information with export customers, standardized versus flexible and 

customized policies, customer treatment (investment), relationship marketing 

emphasis on service, training, probiem solving, giving thanks to export 

customers, customer involvement, customer relationship (well-known and long- 

term), and communication frequency. 

It should be reiterated that the literature suggests that relationship 

marketing and transaction marketing fall on opposite ends of a continuum. As a 

result, a firm with a low score in relationship marketing dimension is exhibiting 

transactional marketing characteristics. Conversely, a firm with a high - score in a 

transaction marketing dimension is exhibiting a low relational approach and 

vice versa. Two transaction marketing factors were revealed: price 

competitiveness and turnover of parties in the relationship. The labels for the 

factors are based on a name chosen that best represents each group of variables. 

There were some theoretically important variables that did not fit within 

the final factor matrix structure. Relatiomhip marketing variables that were 

7 Factors were chosen based on loadings greater than 0.5 which is considered to be very sigruficant (Hair, 
Anderson, Tatham, and Black 0992, p 239). 



used as individual scores in the path analysis included: personal visits, 

socializing outside of work, complaints handled immediately by the receiver, 

customer feedback from direct conversations, focus on retaining customers, and 

training of personnel outside of sales force. One transaction marketing variable, 

focus on gaining customers, was used individually. An explanation of the 

rationale behind the individual variables used and variables not used in the 

model is presented in Appendix 6. 

The factor loadings, their reliability alpha test and variables used in the 

model to the marketing approach dimensions are presented in Table 7 along 

with the individual variables in the model. Rather than using factor scores, the 

variables in each group were averaged together. This gives a score the reflects 

only the measurements of the variables used in the factor group. Using factor 

scores would also include the small amount of variance explained by the other 

variables that also loaded on the factor.8 

8 Missing variables were replaced with the average value for that variable that loaded on the given factor 
was missing. For more than one missinq variable, the factor was left as a missing value for that case to be 
used in the subsequent regression analysis. The number of cases Inssing for each variable ranged between 
three and eight. 



Table 7. Operationalization of Relational and Transactional Dhensions 

04 the Marketing Approach 

Dimensions Included in the Model 

MARKETZFjG APPROACH: Relational Dimensions 
C00RDWATiON (FICOORD) 

coordination between d! departments (COORW) 
coordination between sales and production (COO-) 
coordination between sales and finance (COORD2) 
coordination between sales and marketing (COORD1) 

RESO'dRCE SHARING (F2R5HR) 
with export customer on inventory managment -4) 
with sport e ~ ~ t o m t  on p h t  artd f d t y  (REHAFS) 
with export custorrer on manpower (RESHATU) 
with export customer on research and development -1) 

SR4RING INFORMATIOX 
sharing info with export customer on mht expansion (COM13) 
shanng info with export w t m e r  on product development (COM12) 
s h n g  info with export customer on goals of mmpany (COMII) 

STAhiiARDIZED vERn5 FL.Exmz m 5  (F4F'Orn) 
p a c b P g  (POW) 
payment temr, wLlj 
product (POL?) 
contract (POIA) 

CUSTOMER lffEA'irMENf (F5CUSIX) 
willing to invest time in a customer (COMl7) 
iook at lifetime value of customer (COMT6) 
willing to invest money in a customer (COM15) 

RELATIONSHIP MARI&ING EMPHASLS IN EXPORIWG ~ J M I  
marketinn emphasis on m i c e  (XEXG2) 
ma-iceting e&bis  on - (MKrG4) 
marketing empkesis on problem solving (MKTG.5) 

G M N G  THANKS ( F r n U K S )  
holidny cards or birthday cards ( C O W )  
presents given (COMZI) 
thank-you notes (COM19) 

CUSTOMER Ih?rOLVEMEm ( F m v )  
customer invo1vemer.t in mutual probiemsolving (CUSTS) 
customer involvement in mututal decision mahng (CUSIP) 

CUSTOMER R E L A T I O m  (FlOCUSIZE) 
customer relationship anonymous to well known 
customer relationship is short-term or long term 

CO~TNICATION FREQUENCY (n2COMM) 
by fax madune (Corn) 
average contact with catomer (COMI) 

RETrn'ING ~ 5 T O M E u s  (MKrG 7) 
PERSONAL (COM9j 
SOCIAUZING OUrSlDE OF WORK (COMIO) 

h b U W 3 l N G  APPROACH: Transactional Dimensions 
m o m  (FrnII(NV) 

htmcVm of CUSbmR (a?) 
turmver of buyer's in c~~ptomefs firm (CUSI3) 
turnover of sales people in own ~ompany 

ma c o m m w  ,m;PR:cEj 
marketing emphasis in exporting on *ce (NmG3) 
export customer is price sensitive (-4) 

Gm==T<G hFh' C"5Ta'"mG @KKSJ 

Factor %ofVar Eigem 
S C A E  Alpha Loading Explained values 

LtoH 
LtoH 
LtoH 
LtoH 

LtoH 
LtoH 
LtoH 
LtoH 

RtoF 
RtoF 
XtoF 

std/cust 
std/flex 
std/cust 
std/flex 

RtoF 
RtoF 
RtoF 

L toH 
L toH 
LtoH 

RtoF 
RtoF 
RtoF 

LtoH 
LtoH 

AN to WE 
STtoLT 

0.410 
RtoF 
RtoF 
LtoH 1.m 
LtoH 1.m 
LtoH 1.000 
LtoH 1.000 
LtoH 1.000 
LtoH 1.000 

L t o H  0.811 
L toH 0.782 
L toH 0.662 

0558 320 1.111 
LtoH 0616 
LtoH 0.781 
LtoX l.m ri 



4.22 Factor Analysis of Firm Factors 

Principal axis factoring using a varimax rotation was used to provide 

groupings for the firm factors of: 1) coml;~itment and 2) technology level in the 

h. These, ~sults can be seen in Table 8 along with the other measurements 

used in the model. The variable scores were added together to maintain 

consistency. The variable, finaxial resources committed to exporting, did not 

load highly on management commitment so it was used separately in the model. 

It has been named organizational - commitment of financial resources throughout 

the remainder of this study. One possible reason for its independence from the 

other commitment variables may be that many smaller and medium sized firms 

have limited financial resources relative to larger firms. 

It should be noted that the four control variables were not factored. Three 

of the controls were re-coded into Cummy variables which are discussed in the 

following section. 



Table 8. Operationalization of Firm Factoxs, Export Performance and 

C o n b l  Variables 

Measurements Included in the Model 

FIRM FACTORS 
MANAGMENT CO- (n-IRES) 

management commitment available for exporting (RESMcr) 
management involvement in exporttng (RFSMcr) 
planning time avniiabk fbr exporting (RIESPLAN) 

TECHNOLOGY LEVEL m m m  
computer technology 
communication aJuu,bgy @Z~";t7> 
inventDry technology (~~-cHT) 

ORGANIZATIONAL C O l a a m E r a  OF FINANCIAL RESOURCES 
TECHNOLOGY LEVEL INTTERRM 
EXPORT EXPERIENCE: Nnmbez of Yean Exporting 
SIZE- DUMMY VARIABLE 5, M, L (Based on Assets) 

(S4,CWDOO; 1,000F-M< 1irBOLloo; L > 10,CWpOO 

EXPORT PERFORMANCE 
EXPO= PERFORMANCE Intemily- Ratio of Exporb to Total Sates 
DBOm PERFORMNCE: Perceived Level of Success 

CONTROLS 
TYPE OF PRODUC6: Gmsumer/Indtutrial 
DlsTRlBrnON: DiTect/Jlx.kct Mixed 
EXPORT MARKER Primarly USA, Primarly Westem, Other 
TECHNOLOGY LEVEL OF PRODUCT 

SCALE KEY 
L to H: Low to High 
R to F: Rarely to Fr"ptentky 

Factor %of Var Eigen 

SCALE Alpha Loading Expkhed values 

0.815 
LtoH 
LtoH 
LtoH 

0.786 
LtoH 
LtoH 
LtoH 
LtDH 1.000 
LtoH 1.000 

1.m 
DUMMY 1.000 

1.000 M 

LtoH l.m M 

DUMMY 1.000 M 

DUMMY 1.000 na 
DUMMY 1.000 na 
LtoH 1.000 na 



423 Re-coding of Variables 

The firm factor of size was re-coded into small, medium and large to 

assess if there is any non-hear relationship between the marketing approach 

and export performance. The export market location was grouped into three 

areas: I) primarily to USA only, 2) primarily to Western Countriesg, and 3) rest 

of the world. Distribution type was grouped into 1) direct distribution where 

exports are sold directly to customers, 2) indirect distribution where exports are 

sold tf~ough art agent or disfributm, and 3) mixed distribufisn which is a 

combination of direct and indirect methods of exporting. The control variable 

product type: consumer or industrial had been coded l's and 0's from the 

questionnaire. The last control variable, technology of the product is used as an 

interval variable ranging from low (one) to high (seven). Appendix 3 shows the 

criteria used for classifying the dummy variables. 

4.3 Stiltistical Procedures to Test the Model 

Path analysis was chosen as the method to analyze the model. This 

section begins with an explanation for the choice of the procedure used to test 

the model. MdticoJharity issues are then discussed. This is followed by an 

9 &inrarily to Western countries d u d e s  cases grouped into primarily USA. These cases would be 
countries where greater than 80% are to Western countries but not including cases that are >SO% to the 
USA. 



outtine of the regression procedures, path analysis of the full model and path 

analysis of the revised model. The chapter concludes with details on testing of 

the overall model fit. 

4.3.1 Reasons for Choice of Path Analysis through Multiple Regression 

Technique 

Path analysis is a useful method of testing a model which allows for 

studying the direct and indirect effects of variables in a path model of causes 

and effects (Pedhazur, 1982). Path analysis as defined by Hair, Anderson, 

Tatham and Black (1992, p.430) is: 

"The process of employing simple bi-variate correlations to 
estimate the ' h e f  causal relationships between the two 
variables/constructs in a system of structural equations. Th.c 
method is based on specdying all possible effects that are 
contained in a correlation and then estimating the amount of 
correlation attributable to each effect" 

In this thesis, regression analysis is used to calculate the relationships 

between the variables for each path in the model. Standardized betas are used to 

facilitate comparisons and are easier to interpret Betas present a measurement 

of the weight of each path coefficient which can be used to assess the relative 

importance and direction of the path "A path coefficient indicates the direct 

effect of a varia'bie taken as a cause of a variable taken as an effect" ffedhazi, 

1982, p.583). The symbol used for a path coefficient is P,, where x represents 

the dkd (the dependent variable) and y represents the cause (the independent 



variable). The solution for a path coefficient takes the form of the standardized 

regression coefficients (standardized betas) which are symbolized by r,.1•‹ 

Structural equation modeling (such as Lisrel) was also suited to the proposed 

model but could not be used because of its requirement for larger sample sizes.11 

In addition, path analysis through multiple regression is a good method 

to observe indirect effects for exploratory research of this nature. The path 

coefficients can be multiplied together to determine indirect effects. This 

procedure will be discussed in more detail in the section on regression 

procedures. Significance levels of less than 0.01, 0.05 and 0.10 are shown. 

Larger significance levels of less than 0.10 are included in the final results 

because it is exploratory research. 

The primary purpose of this research is to determine if a relationship 

marketing approach leads to higher export performance than a transaction 

marketing approach. Path analysis is used because there is an implication of 

causality in the theoretical model. The predicted correlations determined 

through multiple regressions are not proof of causation but rather suggest 

causality exists based on the theory. Path analysis, as explained by Pedhazur 

(1982) "is not a method for discovering causes, but a method applied to a causal 

model formulated by the researcher on the basis of knowledge and theoretical 

10 A derivation of this relationship can be seen in Pedhazur (1982), p 584. 

11 According to Hair, Andexson, Tathank .md Black (1992, P. 444), the sample size should be large enough 
compared to the number of estimated parameters. A minimum level is five observations for each 
parameter- Structural equation modeling .-as not used sine this thesis had a large number of variable 
used in measuring the marketing approach dimensions. 



considerations (p. 580)." This suggests that a the method should be theory 

driven. 

4.3.2 Multicollinearity lssaes 

Multicollinearity problems occur when the correlations among the 

independent variables (in this case the marketing approach dimensions) are too 

high. Difficulties arise in the ability to draw causal inferences on the basis of the 

regression estimates because path estimates can differ dramatically from one 

sample to another (Asher, 1991). 

The marketing approach dimensions (RM/TM) determined through 

factor analysis are in essence measuring facets of either relationship marketing 

or its opposite, transaction marketing. The interdependence among these 

dimensions could lead to multicollinearity problems in path analysis. 

Multicollinearity tests analyzed during factor analysis did not reveal any major 

problems." In the multiple regressions the tolerance and variance inflation 

factor 0 did not suggest any problems were evident13 However some 

problems did occur in the revised model. A few variables that were significant 

in the full model are not sigtuficant in the revised model. This would suggest 

that some variables that covary with other variables from the full model are 

12 In factor analysis, the bivariate correlations are mostly below 0.3 (test used by Madsen, 1988). 

* According to Hair, Andersen, Thantham and Biack (1995) no VIF value should exceed 10.0. The results 
hwn multiple regression in this study were well below this threshold. Further the test by looking at the 
condition indices was satisfactory ( Hair, Andersen, Thantham and Black, 1995, p.153). 



picking up the effects of those variables that are no longer in the model. These 

occurrences are dealt with in chapter five. 

43.3 Multiple Regression Procedures 

According to Hair, Andersen, Thantham and Black (1995) and others, 

multiple regression has four main assumptions: 1) linearity of the phenomenon 

measured, 2) constant variance of the error terms, 3) independence of the error 

terms, and 4) the normality of the error term distribution. These were assessed 

through partial linear plots, residual plots and normal probability plots. The 

analysis revealed two cases that were not used in the analy~is.'~ 

Ordinary Least Squares regression was used (OLS) in the statistical 

program SPSS. The model was developed using the enter method of forced 

entry in which variables in the block are entered in one step. This method was 

chosen because the theory has revealed the variables that were to be used in the 

model. The enter method allows for each variable to be assessed simultaneously 

to find the best fit of the model. Selection search methods such as forward or 

backwards stepwise procedures in contrast will selectively add or delete 

variables until a specified criterion measurement (such a given alpha level in an 

F test) is reached. 

14 Here the residuals were greater than 2 standard deviations. For those removed the regression models 
were redone which demonstrated that the cases inclusion had changed the equation 



83.4 Path Analysis of Full Model 

Multiple regressions are calculated for each path in the proposed full 

model (see Figure 12) using all variables theorized. The calibration sample 

consisted of 147 cases (3/5 of total). Paths that are not statistically signhcant (p< 

0.10) are dropped from the model. Path analysis was conducted separately for 

both the model using export intensity and level of success as an indicator of 

export performance. The general path procedure that was followed is detailed 

in the following sections. 

Cote: The symbol used for a path coefficient is Pv, where x represents the effect (the dependent 
rariable) and y represents the cause (the independent variable). lie solution for a path coefficient 
akes the form of the standardized regression coefficients (standardized betas) which are symbolized 
~y 

 iffa are 12 Sammarv of Proposed Model 

15 A derivation of this relationship can be seen in Pedhazw (1982), p 584. 



Estimating P32 and B31: The effect of Marketing Approach on Export - 

Performance and the Direct Effect of the Effect of Firm Faczars on Exvort 

Performance 

Export Performance (3) is regressed on the marketing approach 

dimensions (2) and the firm factors (1) to determine the significant relational 

marketing dimensions (P32 or r23) and the significant direct effect of the firm 

factors (P31 or r13).16 

Estimatinp The Effect of The Firm Factors and Controls on the 

Marketing Approach Dimensions 

The marketing approach dimensions (2) are regressed on the firm factors 

(1) and controls (4) to determine the direct impact of the firm factors on the 

marketing dimensions and to see if there are any difference by distribution, type 

of product, export region and technology level of product. Each marketing 

approach variable is a dependent variable in its own regression equation. There 

are separate regressions for each of the 19 marketing approach dimensions 

identified via the analysis. 

16 The reader should be reminded that the variable growth of exports and profitability from exports were 
not used because the data obtained were not satisfactory. The distribution of residuals was not normal 
which does not follow the assumption in regression of normality of the residuals. In addition, there was a 
Iow response rate to the questions. Follow up to the question indicated that projecting growth into the 
future was too difficult to estimate for many respondents and many could not determine the profits 
contributed from exports. 



Estimating Total Effect of PSI: Estimating - the Total direct Effect of the Firm 

Factors on Export Performance 

The total direct effect of 1 on 3 is calculated. This includes both the P31 

path as well as each of the indirect path determined by PZ * P32. The indirect 

effect of the firm factors going though the relationship marketing dimensions 

are calculated by adding the P21* p32 for each of the dimensions and then 

combining this with P31 for each firm factor. For example, management 

 commitment!^ total direct effect on export performance includes the direct path 

(P31) in addition to the sum of all of the indirect paths through each significant 

marketing approach variables (sum of all P ~ I  * P321s). These calculations prove 

interesting for investigating the breakdown of the total effect between the firm 

factors and export performance. 

4.3.5 Path Analysis of Revised PAoM 

The regressions are run again using SPSS with only the signdieant paths 

from the full model. Those variables that do not show up as significant in the 

revised model are assessed for multicollinearity.17 The total effects are 

calculated using only the sigruftcant relationship marketing variables (i.e., 1 

through sibonificant 2's). The paths from the firm factors that lead to insigdicant 



marketing variables were dropped. The revised model includes only those 

factors that contribute to the explanatory power of the model. 

4.3.6 Testing of the Revised Model 

The revised model is tested for sigruficance using a chi-square test of the 

model. This test looks at the deviation between the predicted scores from the 

regression model and the ac la l  correlations from a holdout sample. The 

predicted correlations are determined from the estimated path coefficients in the 

revised models. The predicted correlations include the total effect of all the 

indirect effects on a path which occur because of correlations among the 

exogenous variables (firm factors). The calculations are presented in chapter 

five. This test has the purpose of measuring how well the model is able to 

predict the hold-out sample. 

17 Regressions were used to determine if the relationship marketing variables that show up 
insignificant in the revised model should be qlaced by variables that are better predictors. The 
problem variable is regressed on tfre missing variables from the model to see if there is any 
collinearity and if any of those variables are better predictors (Asher, 1991). The sigruficant variables 
are reintroduced into the revised model until the best fit is found. 



Bartlett's Test of Sphericity is used to test whether the deviations are close 

to zero. This test uses an identity matrix with 1's along the diagonals. The null 

hypothesis is that the matrix is an identity matrix. A chi square can be 

calculated by the formula: 

Chi Square = -{[N-11)-[(2k + 5)/6])Loge R 
with df of k(k-1)/2 

where N is the sample size, k is the number of variables, R is the determinant 

of the correlation matrix and df is degrees of freedom at a selected level of alpha. 

The determinant is a unique number associated with a square matrix that can 

vary between and 1 (linear dependency) and 0 (no linear dependency) 

(Pedhazur and Pedhazur-SchmelkinI 1991, p. 595). An identity matrix exists 

when the determinant is equal to 1 and all of the correlations in the matrix are 0. 

The null hypothesis can be rejected at a determined level of significance if the chi 

square is high. 

It should be realized however that this test is affected greatly by sample 

size. When N is large the null hypothesis will almost always be rejected 

(Pedhazur and Pedhazur-SchmelkinI 1991, p. 596). It consequently becomes 

more important to look at the magnitude of the chi square value. 

This chapter presented a test of the overall model as well as testing of the 

paths in each of the models. The general procedures used to test the 

ppositions deve10ped in chapter three have been detailed. The results 

generated from statistical analysis are presented in the next chapter. 



5. RESULTS 

This chapter will begin with an o v e ~ e w  of the findings for each of the 

two final revised models of export performance. Step two of the methodology 

(outlined in Figure 11 in chapter four) begins with path analysis of the full 

model to determine the significant paths to be included in the revised model. 

The revised model is then assessed for multicollinearity to determine the 

variables included in the final revised model of export performance. The 

detailed results in the following sections will include I) an overview of findings 

from the final revised export intensity model and level of success model (section 

5.1),2) results of path analysis for full model (section 5.2), 3) results of path 

analysis for the revised model (section 5.3), and 4) testing of the final revised 

model (section 5.4). The chapter concludes with a summary of the propositions 

supported by the results presented (section 5.5). 

5.1 Overview of the Findings of the Final Revised Model 

This study looks at the relationship between firm factors, marketing 

approach and export performance as seen in a summary of the proposed model 

in Figure 13. The model proposes that the type of marketing approach has a 

direct influence on export performance. Firm factors are proposed to have a 

direct influence on export performance as well as an indired influence on export 

performance through the marketing approach. The two dependent variables of 



export performance: 1) export intensity and 2) level of export success, are 

investigated separately through the use of two separate models. 

In model one (Figure 14), results suggest in the final revised model that 

customer treatment, personal visits and retaining customers have an influence on 

export intensity. The firm factors that influence specific relationship marketing 

approach dimensions are management commitment and technology level in the 

firm. Management commitment and technology both have a direct influence on 

export intensity. 

Firm Factors 

a) Relational 
b) Transactional 

Export Performance 
a) Level of Success 
b) Export Intensity 

F i m  13. Sammarv of the Proposed Model 



Figure 14. Final Revised Model for Export Intensity 



In model two (Figure 15), results suggest in the revised final model that 

thanks given to customers, personal visits and retaining customers have an 

influence on level of export success. The firm factor that influence specific 

relationship marketing approach dimensions is management commitment. 

Management commitment and size have a direct influence on level of success. 



E m  25. Find Revised Model for Level of Success 



5.2 F d  Model Results of Path Analysis 

This section provides the results of the full model analysis for each of the 

two export performance models. These findings provide the basis for the final 

revised model summarized in section 5.1 and in reviewed in greater detail in 

section 5.3. 

5.21 Model One: Export Intensity 

The first regression model (rz3) of export intensity on the relational and 

transactional marketing dimensions of the marketing approach resulted in an R2 

of 26% (p< 0.0097). The path coefficients and their t-test sigruficance levels can 

be seen in Table 9. Significant dimensions in the model were customer treatment 

(standardized beta symbolized as Beta Std of -0.215), personal visits (Beta Std 

0.280), complaint handled immediately by the receiver1 (Beta Std 0.169), and 

focus on retaining customers (Beta Std 0.173). 



Table 9. F d  Model Path Coefhicienlts and Significance Levels for Export 

Intensitv Remessed on Marketin; - Approach 

DEPENDENT 
VARIABLE 

INDEPEhJDENT 
VARIABLES 
ROCUSRE 
FllPRICE 
Fl2COMM 
FlCOORD 
F2RESHAR 
F3SHARIN 
F4POLSTD 
F5CUSTR 
F6TUICNOV 
F7RMDJM 
F8THANKS 
FKUSINV 
COM9 
COMlO 
COM15 
corn 
htKTG6 
MKTG7 
TRAlNl 

INTENSITY 
R square 
Adj R square 
F 
5ig F 

Beta St 
-0.0565 
-0.0580 
-0.0688 
-0.0407 
-0.1287 
0.0743 

-0.1395 
-0.2149 
-0.0581 
0.0170 
0.1148 
0.1336 
0.2800 

-0.0039 
0.1690 

-0.0748 
0.1127 
0.1730 

-0.0275 



The direct effects of firm factors on export intensitv must consider the 

correlation of P31 as well as the indirect effect through each of the paths P21 and 

P32. WS means that each direct effect the 19 pa+& though the 

relationship and transaction marketing dimensions. The calculations of this can 

be seen in Appendix 7. A summary of the results are presented in Table 10. 

Table 10. Full Model: Smrmmarv of Total Effects of Firm Factors on Export 

Intensity 

Direct Effect Indirect Effect 
P31 Pai*P32 Total 
Std Beta Std Beta Effect 

Management Commitment 0.122 0.205 0.327 
Technology in the Firm -0.226 0.154 -0.072 
Export Experience -0.005 0.024 0.019 
Financial Resources 0.011 0.010 0.119 
Small Sized Firms 0.059 -0.070 -0.011 
Medium Sized Firms 0.007 0.022 0.029 

Significant 
Beta1 
High 
None 
None 
None/weak 
None 
None 

lReference to Hunter, Gerbing and Boston (1982) for rankings used by Cavusgd and Zou (1994) where 
beta >0.25 is strong/high, beta >0.15 toc0.25 is moderate, and beta c0.15 is weak/none. 

The findings suggest that only the construct management commitment 

has a large enough effect on export intensity. The joint effect on technology of 

the firm on export performance is interesting. Directly there is a negative effect 

of Beta Std. of -0.226 (R0.05). However the total effect: through the marketing 

variables has a mitigating effect which reduces its impact 



The results for the direct effects of firm factors on relational dimensions 

are also presented in Appendix 7. Of interest to this model are the significant 

firm variables that have an impact on the significant relational marketing 

approach dimensions. This is because one of the research questions is to know 

which firm factors have the greatest influence on the relationship marketing 

dimensions that effect performance. The significant relationships are shown in 

Table 11. 

Table 11. Full Model- Intensity: Influence of Significant - Firm Factors on 

Relationship Marketinn Variables 

Cause and Effect Std Beta Sig. T p< 
Commitment on customer treatment 0.222 0.05 
Commitment on personal visits 0.510 0.01 
Commitment on complaint handling2 0.168 0.10 
Commitment on retaining customers 0.278 0.01 
Technology of the firm on retaining customers 0.287 0.01 
Small sized firms on complaint handling3 0.219 0.10 
Medium sized firms on customer treatment 0.245 0.05 

2 this variable (complaint handling) is later removed in the revised model because of multicollinearity 
problems. It was no longer sigruficant when only the signhcant variables were left in the model. 

3 Same as footnote above. 



5.2.2 Model Two: Level of Success 

The first regression model (1-23) of level of success on the marketing 

approach dimensions resulted in an R2 of 32% (p< 0.0004). The path coefficients 

and their t-test sigruficance levels can be seen in Table 12. Signhcant 

dimensions in the model were resource sharing4 (Beta Std -0.215)) giving thanks 

(Beta Std 0.201), personal visits (Beta Std 0.246)) and direct feedback (Beta Std - 

0.171). 

4 this variable (resource sharing) is later removed in the revised model because of multicollinearity 
problems. It was no longer significant when only the sigruhcant variables were left in the model. It was 
found that retaining customers put back in the model was a better si@cant predictor than both resource 
sharing and direct feedback. 



Table 12. Full Model Path Coefficients and Significance Levels for Level 

of Export Success Remessed on Marketing Approach 

DEPENDENT SUCCESS 
VARIABLE R square 

Adj R square 
F 
Sig F 

INDEPENDENT 
VARIABLES 
FlOCUSRE 
FllPRICE 
Fl2COMM 
FlCOORD 
F2RESHAR 
F3SHARIN 
F4POLSTD 
F5CUSTR 
F6TURNOV 
F7RMDIM 
FSTHANKS 
F9CUSINV 
COM9 
COMlO 
COME 
COM26 
MKTG6 
MKTG7 
TRAIN1 

Beta St 
0.01% 

-0.1139 
0.0059 
0.1373 

-0.1913 
0.1423 

-0.0429 
-0.1526 
0.0121 
0.1189 
0.2010 
0.0418 
0.2461 
0.0427 
0.1291 

-0.1707 
0.0198 
0.1350 

-0.0372 

Sig T 
0.8752 
0.2052 
0.9493 
0.1427 
0.0533 
0.1723 
0.6084 
0.1418 
0.8897 
0.2552 
0.0341 
0.6591 
0.0155 
0.6802 
0.1632 
0.0848 
0.8366 
0.1701 
0.6784 



Similar to model one, the direct effects of firm factors on level of success 

must comider fie comelation of P31 as wen as the indirect effect through each of 

the paths P21 and P32. The calculations of this can be seen in Appendix 8. A 

summary of the results are presented in Table 13 

The findings suggest that commitment of resources has a highly 

sigrhcant relationship with level of success. The variable size was re-coded into 

small, medium and large categories and used as dummy variables in the 

regression model. The interpretation of the results is that small sized firms over 

large and medium have a Mgher negative relationship with the exporters 

perceived level of success. Medium sized firms have a moderately significant 

negative relationship over larger firms with the exporters perceived level of 

success. 

Table 13. S u m m q  sf the Total Effects of F h  Factors oar Levd of Success 

Direct Effect Indirect Effect 
p31 P2lJrp32 Total 
Std Beta Std Beta Effect 

Commitment of Resources 0.136 0.146 0.282 
Technology in the Firm -0.126 0.066 -0.061 
Export Experience 0.086 -0.051 0.036 
Financial Resources 0.040 -0.032 0.009 
Small Sized Firms -0.200 -0.093 -0.293 
Medium Sized Firms -0.149 -0.007 -0.156 

Significant 
Beta1 
High 
None/weak 
None/weak 
None/weak 
High 
Moderate 

'Reference to Hunter, Gerbing and Boston (1982) for rankings used by Cavusgd and Zou (1994) where beid 
M.25 is strong/high, beta XI.15 toC0.25 is moderate, and beta C0.15 is weak/none. 



The results for the direct effects of firm factors on the relationship 

marketing variables can also be seen in Appendix 8. Similar to model one, the 

interest is in the significant firm variables that have an impact on the significant 

relationship marketing variables. The significant relationships are presented in 

Table 14. 

Table 14. Significant Firm Factors on Relationship Marketing - Variables 

1 Cause and Effect 
I 

Std Beta Sie T v< I 

Commitment of resources on personal visits 0.510 0.01 
Commitment of resources on direct feedback5 0.173 0.10 
Technology of the firm on resource sharing 0.264 0.01 
Small sized firms on thanks -0.152 0.15 

5 this variable (complaint handling) is later removed in the revised modal because of multicollinearity 
problems. It was no longer sigruiicant when only the sigruficant variables were left in the model. 



The small sized firm's relationship on thanks was not sigrufrcant within 

ten percent. It is included here in order to further discuss in the next chapter its 

relatively high indirect effect which contributes to the total effect of size on level 

of success. 

5.3 Revised Model 

The purpose of export performance research is to be able to best predict 

export performance for management In this thesis, the revised models use only 

the s i d c a n t  variables of the full model. This is for the purpose of having a 

final model that is simple but still is equivalent in its ability to predict This can 

be shown by finding a regression model which has the highest coefficient of 

determination (R2) with the fewest variables.6 

5.3.1 Model One: Export Intensity 

The revised model includes only those variables that were significant 

contributors in the full model. The problem of multicollinearity became 

apparent at this stage. The problems of multicollinearity is an issue that was 

discussed in the previous chapter. The reader should be aware that problems 

can interfere with the ability to draw inferences of causality. A solution to the 

problem of correlated independent variables is to remove one or more of the 

variables from the regression model (Asher, 1991, p.50). Multicollinearity was 



assessed by regressing each independent variable on all the others and analyzing 

the R2s (Lewis and Beck, 1980, p. 59-61). According to Asher, (1991, p. 53): 

"To the extent that an obtained R2 is high, this means that one 
independent variable can be expressed as a linear combination of the 
others and hence that high collinearity is present." 

This also allows for identdying which variables have the highest 

collinearity. Regressions were used to determine if the relationship marketing 

variables that show up insignificant in the revised model should be replaced by 

variables that are better predictors. The problem variable is regressed on the 

missing variables from the model to see if there is any collinearity and if any of 

those variables are better predictors. The significant variables are reintroduced 

into the revised model until the best predictive fit is found. 

When regressions were run on the revised model, some of the originally 

signhcant variables were no longer s i w c a n t  (see Appendix 9). In model one 

(export intensity), complaints handled immediately were no longer significant, 

suggesting a weak or non existent relationship. The new simplified model 

without the variable did not lose much predictive power (R2 of 0.153 versus R2 of 

0.166). 

The total direct effects of firm factors on export intensity are calculated in 

Appendix 10.' The direct and indirect effect of commitment of resources on 

6 The adjusted R square for each regression model is reported in the corresponding appendix. 

7 The indirect effects are calculated for only the variables in the final revised modeL 



export intensity suggests a strong positive relationship. The positive indirect 

effect of technology mitigates the significant direct effect of technology on export 

intensity. A summary of the results can be seen in Table 15. 

Table 15. Revised Model: Summarv of Total Effects of Firm Factors on 

Export Intensity 

Direct Effects Indirect Effects 
P31 P21*P32 Total Signhcant 
Std Beta Std Beta Effect Beta1 

Management Commitment 0.179 0.171 0.349 High 
Technology in the Firm -0.200 0.067 -0.132 Weak/None 

IReference to Hunter, Gerbing and Boston (1982) for rankings used by Cavusgil and Zou (1994) where beta 
>0.25 is strong/high, beta >0.15 to<0.25 is moderate, and beta C0.15 is weak/none. 

A diagram of the revised model was shown in Figure 14 at the beginning 

of the chapter. Again, only the firm factors leading to sigdicant relationship 

marketing dimensions are included. Personal visits (Std Beta 0.305) and 

retaining customers (Std Beta 0.210) have a positive relationship on export 

intensity. Customer treatment has a negative relationship (Std Beta - 0.138). The 

total effect of management commitment on export intensity is highly sigruficant 

(Std Beta 0.349). The significant negative direct effect of technology (Std Beta - 



0.200) on export intensity is mitigated by the positive indirect effects through the 

relationship dimensions (total Std Beta of 0.067) to give a total effect of -0.132. 

The path P21 are shown in Appendix 10. Management commitment has a 

strong positive relationship on customer treatment (Std Beta 0.251), personal 

visits (Std Beta 0.514) and retaining customers (Std Beta 0.341). The technology 

of the firm only has a significant positive relationship with retaining customers 

(Std Beta 0.246). Medium sized firms had a positive relationship with personal 

visits (Std Beta 0.150). 

5.3.2 Model Two: Level of Success 

Multicollinearity was also addressed in model two. The two dimensions 

resource sharing and direct feedback were not s i m c a n t  in the model. The 

same procedure as described in the previous section was used to determine if 

other variables wodd provide a better explanation. It turns out that the 

dimension retaining customers provides a better fit of the model. The R2 

increases from 0.193 to 0.218 with fewer variables. Details can be seen in 

Appendix 11. 

A diagram of the revised model was shown in Figure 14 at the beginning 

of the chapter. Again, only the firm factors leading to sigruficant relationship 

marketing dimensions are included. Personal visits (Std Beta 0.277)' retaining 

customers (Std Beta 0.222) and thanks given to customers (Std Beta 0.153) have a 

positive influence on level of success. 



The total direct effects of firm factors on export intensity are calculated in 

Appendix 12.8 A summary of the results can be seen in Table 16. The total 

direct and indirect effect of management commitment suggests a strong positive 

relationship on kve1 of success (total effect of 0.359). Technology does not have 

any signhcant relationship. However the results of size suggest a negative 

relationship on level of success. Medium sized firms have a larger negative 

relationship (total effect -0.234) with level of success while small firms have a 

slightly lower negative effect of level of success (total effect -0.207). 

The paths Pa are presented in Appendix 12. Management commitment 

has a strong positive relationship on personal visits (Std Beta 0.508) and 

retaining customers (0.377). Size did not have any influence on the marketing 

approach dimensions in model two. The following section describes the overall 

test for the two final revised models. 

The indirect effects are d d t e d  for ody the Bariables in the final model. 



Table 16. Revised Model: Summarv of Total Effects of Firm Factors on 

Level sf Success 

Direct Effect Indirect Effect 
p31 p21*P32 Total Significant 
Std Beta Std Beta Effect Beta1 

Management Commitment 0.179 0.180 0.359 High 
Small sized firms -0.195 -0.012 -0.207 High 
Medium sized firms -0.246 0.012 -0.234 High 

[Reference to Hunter, Gerbing and Boston (1982) for rankings used by Cavusgil and Zou (1994) where beta 
20.25 is strong/high, beta >0.15 to<0.25 is moderate, and beta c0.15 is wealq'none. 

5.4 Overall Test of Fit for the F i n d  Revised AModels 

The third step, which was detailed in chapter four, consists of testing the 

final revised model by comparing the predicted correlations from the regression 

model against the actual correlations on the hold-out sample. The deviations 

between the two correlations are tested using Barilett's Test of Sphericity which 

is used to test whether the deviations are close to zero. The null hypothesis is 

that the matrix is an identity matrix and that the expected correlations accurately 

predict the a&id comhtiom. The n d  kiypo&esis can 'be rejected ai: a 

defermined level of significance if the chi square value is high 



The predicted correlations are calculated by determining the total effect of 

each path in the model. The standardized betas calculated through multiple 

regression in the previous sections are used as path coefficients to predict the 

correlation. The paths between the firm factors and the relationship marketing 

variables are affected by correlations among the exogenous variable. It follows 

that each of the predicted correlation for the effect of a firm factor on a relational 

dimension includes a summation of all possible paths leading to the marketing 

approach. Calculating the total effect of the correlations follows along the same 

principal except that actual correlations from the hold-out sample are used to 

determine the total e f fd .  The actual correlations, predicted correlations, and 

deviations for both models are presented in Table 17. 



Tabit 27. Deviations of Actual Correlations and the Predicted ComIations 

Table of correlations versus calculated correlations from betas 
using total betas including indirect effects 

LWNSITY MODEL 
Holdout-97 Callibration: 147 
Correlation Beta 

Variable A Variable B Actual Predicted Deviation 
F2-IRES F5CUSTR 0.2994 0.2668 

COM9 
MKTG7 
INTENSITY 
F5CUSTR 
ZGM9 
MKTG7 
fiTENSITY 
F5CUSTR 
COM9 
MKTG7 
mNSm 
rnrnNSrrY 
INTENSITY 
INTENSTPI' 

SUCCESS MODEL 
Holdou t-97 Callibra tion: 147 
Correlation Beta 

Variable A Variable B Actual Predicted Deviation 
F2-IRES F8THANKS 0.2410 0.0816 

COM9 
MKTG7 
SUCCESS 
F8THANKS 
COM9 
-1YIKTG7 
SUCCESS 
FSTHANKS 
CUM9 
L'MKIG~ 
SUCCESS 
S U C C ~  
SUCCESS 
S~CCES 



As mentioned in the previous chapter, a chi square can be calculated by 

the formula: Chi Square = -{FJ-l]F[(2k + 5)/6])Loge R. The determinant of 

the correlation matrix calculations and their corresponding chi square and 

associated probability are detailed in Appendix 13. Table 18 gives a summary of 

the results which indicate that both models were not accepted according to this 

test It would follow that the findings of relationships among certain variables 

where deviations were greatest should be analyzed with caution. 

The results suggest that the model was not able to accurately predict the 

hold-out sample. It should be realized however that this test is effected greatly 

by sample size. The null hypothesis will almost always be rejected with a large 

sample size (Pedhazur and Pedhazur-Schmelkin, 1991, p. 596). A rejection of the 

nu1 hypothesis is almost to be expected given the adequately large sample size in 

ahis study. 

Implications of this test are discussed further in the next chapter. It 

consequently becomes more important to look at the magnitude of the chi square 

value.9 It still proves relevant to look at findings from the path analysis since the 

magnitude of the chi square calculated is not overly large. The following 

chapter will discuss the implications of the findings from the path analysis as 

well as discuss the limitations found in the study. 

9 The chi square value in future resear& should be compared to see if it is reduced. 



Table 18. Chi Square Statistic of Overall Revised Model 

R Chi Square Probabili* df 
Model One: Intensity 0.691 43.25 0.0001 21 
Model Two: Success Level 0.686 43.97 0.0001 21 

KO: The model-reproduced correlations from the calibration sample are equal to 
the observed correlations of the hold-out sample. 

5.5 Summary of Support for Propositions 

Support for the propositions from the results are summarized in Table 19a 

and Table 19b. The marketing approach dimensions that do not show up in the 

final revised model were not sigruficant in the full model and do not support the 

propositions for those dimensions. The paths leading from the firm factors to 

ody  the marketing approach dimensions in the final revised model are 

analyzed. In other words, the paths leading to the ins iMcant  marketing 

approach dimensions have been dropped. It also should be noted that none of 

the control variables were significant in the path analysis of the full model. As a 

result, they are not included in the revised model. 



Table 19a Model One: Summarv of Support for Propositions 

Model One Export Intensity 

Proposition - 1: Marketing Approach - on Export - Performance 
l a  Relationship marketing dimensions will have a positive relationship with export 
intensity. 

Std Beta SipT 
Customer treatment -0.138 0.10 ne~ative; positive influence supported 
Personal visits 0.305 0.00 positive influence supported 
Retaining customers 0.210 0.01 positive influence supported 
Other dimensions not in revised model positive Influence supported 

127 Transastion marketing dimensions will have a negative relationship with export 
intensity. 
Price competitiveness not in revised model negative influence not supported 
Turnover not in revised model negative influence not supported 
Gaining customers not in revised model negative influence not supported 

Proposition 2: Firm Factors-Direct Effects on Export Performance 
2a Largerfirms will have a higher positive relationship with export intensity than small 
a d  medium sized firms. 

Std Beta SiET 
Small Size not in revised model positive influence not supported 
Medium size not in revised model positive influence supported 

2b Export exp--ihtce will have a positive relationship on export intensity. 
Number of years exporting not in revised model positive influence not supported 

2c Technology level of thefimz will have a positive relatimhip with export intensify. 
Std Beta Sig - T negative influence suggested, but mitigated 

Technology level of the firm -0.200 0.015 positive influence not supported 
[direct effects of -0.200 reduced by indirect effects through RM dimensions of 0.067 
total effects of -0.1321 

2d Management commitmettt will have a positive relationship on export intensity 
Std Beta SinT - 

Management commitment 0.179 0.055 positive influence supported 
[direct effects of 0.179 increased by indirect effects through RM dimensions of O.ln 
Total effects of 0.3491 

2e Orgamza f ia f i~ l  commitment of financial resources will have a positive relationship on 
q u r t  intensity 
Organizational commitment of •’in res. not in revised model positive influence not supported 



Table 19a Model One: Summarv of Support for Propositions 

Proposition 3: Direct Effects of Firm Factors on Relationship Marketing 
Dimensions 
3a Smallerfims and latgerfims will use more of a relationship marketing approach than 
medium sized firms. 
Medium sized firms influence on: Std Beta Siz T 
personal visits 0.150 0.040 not supported, negative influence suggested 
customer treatment 0.114 0.140 positive influence supported 
retaining customers 0.123 0.139 positive influence not supported 

3b Export experience will have a positive relationship on relationship marketing 
dimensions. 
Number of years exporting not in revised model path not analyzed 

3c Technology level offhe firm unll have a positive relationship on relationship marketing 
dimensions. 
Technology level influence on: Std Beta Sin T 
retaining customers 0.246 0.002 positive influence supported 
custoaer treatment 0.071 0.394 positive influence not supported 
personal visits 0.085 0.250 positive influence asupported 

3d Management c o m m m ~ t  will have a positive relationship on relationship marketing 
dimensions. 
Management commitment influence on: Std Beta Sin T 
customer treatment 0.251 0.003 positive influence supported 
personal visits 0.514 0.000 positive influence supported 
retaining customers 0.341 0.000 positive influence supported 

3e Organizational commitment offinancial resources will have a positive relationship on 
relationship markefing dimensions. 
Organization commitment of fin res. not in revised model path not analyzed 



Table 19b Model Two: Summary of Support for Propositions 

Model Two: Level of Success 

Proposition 1: Marketing Approach on Export Performance 
l a  Relationship marketing dimensions will have a positive relationship with level of 
export success. 

Std Beta Sin T 
Thanks given to customers 0.158 0.053 positive influence supported 
Personal visits 0.277 0.000 positive influence supported 
Retaining customers 0.222 0.006 positive influence supported 
Other dimensions not in revised model positive influence supported 

l b Transaction marketing dimensions will have a negative relationship with level of 
export success. 
Price competitiveness not in revised model negative influence supported 
Turnover not in revised model negative influence not supported 
Gaining customers not in revised model negative influence not supported 

Proposition 2: F&m Factors-Direct Zffects on Export Performance 
2a ~atxerf lrns  will have a higher positive relationship with level of q o r t  success than 

Small size 
Medium size 

Std Beta SinT 
-0.195 0.036 indirect effect -0.012, total effect -0.207 
-0.246 0.009 indirect effect 0.012, total effect -0.234 

Findings suggest both small and medium firms have a negative relationship with level export 
success. Proposition is supported. However relationship is not linear. 

2fs E x p f  E x p d e n c e  will have a positive relationship on level of q o r t  success. 
Number of years exporting not in revised model positive influence n@ supported 

2c Technology level of the fim will have a positive relationship with level of export 
success. 
Technology level in the firm not in revised model positive influence supported 

2d ~Mcu~czg~ent commitment will have a positive relationship on level of export success. 
Std Beta Sig T 

Management commitment 0.179 0.047 positive influence supported 
[direct effects of 0.179 increased by indirect effects through RM dimensions of 0.180 
Total effects of 0.3591 

2e Otganizatiotral commifment of finuncial resources will have a positive relationship on 
lmel o f - m  success. 
Organizational commitment of •’in res. not in revised model positive influence supported 



Table 19b Model Two: Summary of Support for Propositions - 

Proposition 3: Direct Effects of Fim Factors on Relationship Marketing 
Dimensions 
3a Smallerfims and largerfirms will use more of a relationship marketing a v o a c h  than 
medium sized firms. 
S n d l  sized firms influence on: Std Beta Sin T 
Thanks given to customers -0.148 0.155 positive influence supported 
Customer treatment 0.027 0.759 positive influence not supported 
Retaining customers 0.033 0.734 positive influence not supported 

Medium sized firms influence on: Std Beta Sip T 
Thanks given to customers -0.004 0.969 positive influence supported 
Customer treatment 0.086 0.954 positive influence not supported 
Retaining customers -0.022 0.822 positive influence not supported 

3 b Export expeiience will have a positive relationship on relationship marketing variables. 
N d e r  of years exporting not in revised model path not analyzed 

3c Technology level of the firm will have a positive relationship on relationship markefrefrng 
variables. 
Technology level in the firm not in revised model path not analyzed 

3d Management commitment will have a positive relationship on relationship marketing 
dimensions. 
Management commitment inhence on: Std Beta Sia T 
Thanks given to customers 0.091 0.283 positive influence supported 
Personal visits 0.507 0.000 positive influence supported 
Retaining customers 0.377 0.000 positive influence supported 

3e Organizational commitment offinancial resources will have a positive relationship on 
relationship marketing dimensions. 
Organization commitment of fin res. not in revised model path not analyzed 



6. DISCUSSION 

The purpose of this chapter is to discuss the empirical results. The 

chapter begins in section 6.1 with a discussions of the implications of results of 

the chi square test of the models. The next section (6.2) follows with a discussion 

of the findings for each research question introduced in chapter one. The 

limitations inherent in the study's methodology are discussed in detail to 

provide guidance for future research in section 6.3. These discussions include: 

1) the final model is not comprehensive, 2) the continuum. assumption, 2) are 

personal visits driven by exports? 4) the measurement unit, and 5) the long tenn 

process of relationship marketing. The chapter concludes with a review of the 

implications of causality in path analysis (6.4). 

6.1 The Test of the Overill Model 

The rejection of the overall model discussed previously implies that the 

data in the hold-out sample may not fit the model entirely. The results of the 

overall test of the model suggests that the model was not able to accurately 

predict the correlations of the hold-out sample. As mentioned earlier, the chi 

square calculated in Bartldte's Test of Sphericity can easily be rejected with a 

large sample size. A rejection of the nul hypothesis is to be expected given the 

adequately large sample size in this study. 



It has been suggested that the magnitude of the chi square should be used 

instead (Pedhazur and Pedhazur-Schmelkin, 1991). The chi squares calculated 

for the model are not disturbingly high especially since the purpose of the 

research is exploratory. Findings suggest the model does not fit the data 

perfectly. Nevertheless, the findings found in the path analysis provide insight 

into the effect of a marketing approach on export performance and are still 

relevant to exporters. The significant path Coeifficients found in the path 

analysis still prove useful by providing evidence of the marketing approach 

dimensions that influence export performance. Further research is still needed 

to find a comprehensive model that can predict effectively the influence of a 

marketing approach on export performance. 

It would follow that the findings among certain variables where 

deviations were greatest should be taken with caution. These variables may 

have a collinear relationship with other variables removed from the model. The 

variable with the highest deviations can be seen in Table 20. The deviations 

between management commitment and personal visits in both models are high. 

However, both correlations are positive suggesting that the problem is not too 

great for those dimensions. The deviations between export intensity and 

technology level in the firm, customer treatment and personal visits are high. 

For these, each correlation was in a different direction suggesting that that these 

dimensions have more of a problem predicting the correlations on the hold-out 

sample. In the success model the deviation between medium sized firms and 



success is also high and in different directions. Consequently the findings for 

these variables should be interpreted with some caution. 

Table 28 Actual Correlations Versus Predicted Correlations 

Actual correlations on hold-out sample of 97 
Predicted beta correlations h.om callibration sample of 147 

Variable A Variable B 
EXPORT INTENSlTY MODEL 
Mgt Commitment Personal Visits 
Technology Intensity 
Customer Treatment Intensity 
Retaining Customers Intensity 
SUCCESS MODEL 
Mgt Commitment Personal Visits 
Small Size Success 
Medium Size Success 

Corr Beta Deviations 

6.2 Discussion of Empirical Findings 

6.21 Do Relational Marketing Dimensions have a Positive Influence on 

Export Performance? 

The findings from the path analysis suggest that there is a positive 

relationship b e t w ~ n  certain relational marketing dimension and export 

performance. The results show that the variable personal visits and retaining 

customers had a positive influence on export performance for both 



measurements of export intensity and level of success. The factor, thanks given 

to customers, had a positive influence on level of export success in model two. 

The other relational marketing approach dimensions were not significant in the 

full model and consequently were not included in the revised model. There was 

no support in the findings that those dimensions had a positive influence on 

export performance as measured in the two models. 

6.2.2 Do Transactional Marketing Dimensions have a Negative Influence on 
Export Performance? 

There were three transaction marketing dimensions derived from the 

factor analysis. These were price competitivene~s~1~ turnoverll and retaining 

customers. No sigruficant relationship was found between the transactional 

marketing dimensions and export performance in the two models. Their 

standardized betas are shown in Table 21. 

Table 21 Summary of Standardized Betas for Transactional Marketing 

Dimensions in the Full Models 

Export Intensity Level of Success 

Std Beta pe - Std Beta pe 

Price Competitiveness -0.058 0.54 0.144 0.21 

Turnover -0.058 0.52 0.012 0.89 

Gaining Customers 0.113 0.27 0.02 0.84 

' 0  Price competitiveness was measured as marketing emphasis in exporting on price and export customer 
is price sensitive. 

11 Turnover is a measure of turnover of customers, turnover of buyer's in the customefs firms and 
tunuver of sales people in your own company. 



6.2.3 Do Different Dimensia~s of Relationship Marketing Impact Export 

Perf ormmce Differently? 

The results demonstrate that certain relationship marketing approach 

dimensions have a sighcant relationship with export performance. Others 

were not significant The standardized betas (Std Seta) used in the multiple 

regression procedure allows for comparing the weigh& of each path coefficient 

Higher standardized betas can be seen as contributing more to the prediction of 

export performance. The direction of the path coefficient also indicates different 

influences on export performance where a positive directions indicate a positive 

influence and a negative direction represent a negative influence. 

The different impact on performance can be seen from the path results of 

the final revised models. The most important relational approach in the export 

intensity model is personal visits (Std Beta of 0.305). This is followed by 

retaining customers (Std Beta 0.210) whereas customer treatment has a negative 

influence on export performance (Std Beta -0.136). The most important relational 

approach in the success model is also personal visits (Std Beta 0.277), followed 

by retaining customers (0.153). The dimensions personal visits and retaining 

customers were significant in both models which increases the reliability of their 

importance. More details on these factors will be discussed in the following 

section. 



6.2.4 What are the Factors that can be Used to Measure the Intensity of 

Relational Marketing Approach? 

Ne~at ive  Influence of Customer Treatment 

Customer treatment is the willingness to treat your customer as an 

investment in time and money as well as look at their lifetime value. It has a 

moderate negative relationship with export intensity (Std Beia -0.138). The 

relationship may not show up as strong because relationship marketing is a 

long-term process. Since intensity is a present or even historical measurement, 

the influence on performance may not yet be present In relationship marketing 

the costs are often up front for a pay-back in the future. Initially in exporting a 

&mi may have mom tramactIorral sales m d  higher exports though mass 

marketing. However it is questionable how long this type of a strategy will last. 

Customer treatment was not signtficant in the full model using success as 

a measurement of export pefformance (where level of success has been 

suggested to be measuring in part future expectations). It would be best in 

future research to analyze this dimensio~l in longitudinal research Other 

researchers have tried b ask respondents to indicate past, present and future 

expectations of export performance (Cavusgil and Zou, 1%). However they 

have indicated that problems often arise when trying to go too far into the past 

In addition, estimating the future is always difficult Respondents to this study 



indicated having difficulties in answering the question of future growth in 

exports. It is even more diffidt  to obtain financial information through the use 

of a survey instrument to collect data. 

Positive Influence af Personal Visits on Export Customer 

Tfris dimension had a strong positive relationship in both models. Both 

standardized betas are significant at px0.01. In both models the beta coefficient 

was weighted the largest of all the other dimensions. The standardized beta 

scores allows us to know the relative importance of the dimensions. It also was 

highly significant in both models. The findings suggest that personal visits is the 

most important relational marketing dimension that has an impact on export 

performance. This finding is consistent with other research that found a 

relationship between number of visits to a foreign market and export 

paformance (Cunningham and Spiegel, 1971; Kirpilani and Macintosh, 1980). 

Retaining Customers 

Retaining customers has a significant positive relationship on export 

performance in both modeis. It had a higher effect in the success model than in 

the export intensity model. The higher weighting in the success model may be 

an effect of the future expectations being picked up in the export performance 

rneasuf.emen1, 

Ntomers ir one of the rnh pqms of a relationship 

marketing strategy. The cmt of acquiring fustomefs is on average eight times 

that of retaining an aiding one @amell, 1992). The importance of retaining 



customers is even greater for industrial markets where equipment is sold 

initially and followed up for years afterwards with higher margin consumable 

products (i.e., toner cartridges for a photocopies) (Barrell, 1992). Price 

Waterhouse (1993) calculated that a two percent increase in customer retention is 

equivalent to a 10% reduction in costs (Pearson, 1994). It is even more important 

for exporters to focus on retaining custcmers because the costs of gaining new 

customers is higher. 

Variables Significant - in the First Model 

These variables were picking up some of the effects of the other variables 

not in the model. They were removed from the final model because of the 

uncertainty in their ability to predict. They however should not be precluded 

from future research. 

Impact of Complaints Handled Immediately on Export Intensity 

Sometimes a complaint handled well leads to a pleased customer 

afterwards and can improve the chance of future orders. 

Impact of Resource Sharing an Level of Success 

Resource sharing is used primarily by larger firms with a long term focus. 

The extensive capital investment may have precluded many of the small 

and medium sized firms in this sample from using fhis strategy to improve 

perf~mance. 



Impact of Feedback From Customers on Level of Success 

This may show up as lower because the person filling in the survey is the 

one who gets feedback directly and is hearing about all of the problems. 

Lower success may not be noticed as quickly by firms that form a separate 

department from sales for customer service. 

6.2.5 Which Firm Specific Factors have an Influence on Export Performance? 

Commitment 

Management commitment also has a sigruficant direct influence on export 

intensity. This finding is substantiated in other export performance literature 

which supports that management commitment as one of the most important 

factors in a successful export strategy (Aaby and Slater, 1989; Cavusgil and Zou, 

1994). Management commitment has the highest weight of all the factors. It 

measures management's willingness to invest time in planning, overall 

commitment to exports and management's involvement in exports. 



In the export intensity model, the direct effect of management 

commitment (Std Beta 0.179) combined with the positive indirect effect of the 

relationship marketing approach dimensions (Std Beta 0.171) indicates a total 

effect of 0.349. The highest percentage of the indirect influence comes from 

personal visits (Std Beta 0.132) while customer treatment has a slight mitigating 

relationship (Std Beta -0.042). The success model has similar findings. The 

direct effects (Std Beta 0.179) combined with the positive influence of the 

relationship marketing variables (Std Beta 0.180) suggests a total path coefficient 

for level of success of 0.359. 

Technology 

The direct negative influence of technology on performance suggested by 

the findings is contrary to the hypothesis. Technology had a direct negative 

effect of -.200. The total effect of -0.132 is mitigated by the positive indirect effect 

of the relational dimensions 0.067. The measurement of the technology 

construct is made up of level of computer technology, level of communication 

technology and level of inventory technology. Database technology refers to 

"memory-based" technology that has been suggested to be associated with a 

relationship marketing strategy (Madhaven, Shaw and Grover, 1994). It is 

possible that for many exporting firms the concentration of buyers is higher and 

volume of sales greater than for domestic sales. This wodd suggest that 

"memory based" technology may not be as necessary for exports. 

In addition, it may be possible that technology has a less personal effect 

on sales which reduces performance. There are two possible explanations for 



this that comes to mind. First, some exports that are to regions that are still less 

accustomed to high technology may not find it a positive influence on export 

performance. It may be that a personal approach is how successful sales are 

made. In fact many developing countries have limited access to communication 

technologies such as the Internet The second explanation relates to the high 

number of exports to the USA where the technology level of companies is high. 

Here, it is expected that all companies maintain a sufficient level of technology. 

Relationship marketing is used as a beneficial strategy to gain a competitive 

advantage. In either case it appears the technology in the firm should be used in 

a way to enhance relationship marketing rather than making dealings with the 

customers less personal. Furthermore, technology for a customer support 

system and customer contact system is considered a critical investment in the 

implementation of a relationship marketing strategy (Pearson, 1994). T?-~ese 

investments take b e  to put in place and for the benefits to be seen. The 

positive influence of the technology level of the firm may not show up until 

sometime in the future. 

Size 

~cess There is a sigruficant negative relationship with size and level of su- 

in model two. Medium size firms have a larger negative relationship with level 

of success while small firms have a slightly lower negative effect of level of 

success. These findings saggest that both small and medium shed firms 

perceive themselves as having lower level of success than large firms. However 

a hear relationship is not supported among size and level of success. An 



interesting finding is that this relationship is not significant in the export 

intensity model. This may indicate that small and medium size firms may be 

less confident and undermine their own level of success. 

Size was not a signdicant determinant of export intensity in the full  model 

so it was not included as a direct path in the final model. It should be noted 

however that medium size does have a positive influence on P21 for personal 

visits12 The influence is reduced however from the negative influence of 

customer treatment (see Table 22). 

Table 22. Revised Model Indirect Effect of Medium Sized Firms Tkrouph - 

the Marketing - Approach Dimensions on Export Intensity 

Direct Inhec t  
P31 P21 P32 Total P21*P32 

Medium Size 0.007 
customer treatment 0.123 -0.166" -0.020 
personal visits 0.150" 0.258- 0.039 
retahing customers 0.114 0.234" 0.027 

Total 0.045 

(Total direct effect 
Significance level - c.01 

12 The syrzlbol Pn represents the path between two variables which defines the effect of independent 
variable one on the dependent variable 2 



6.2.6 Which Firm Specific Factors can be Used to Influence the Relational 
Marketing Dimensions? 

This discussion will only look at those paths leading to the significant 

relationship marketing variables. This is because the purpose is to look for firm 

controllable factors leading towards a relationship marketing approach that 

influences export performance. 

Commitment 

Management commitment has a strong positive influence on all three 

marketing approach dimensions in the export intensity model. For customer 

treatment, a company would need high commitment in order to invest time and 

money in their customers. Looking at the lifetime value of a customer requires 

commitment from management. high costs of personal visits and time and 

planning involved in exporting suggests a need for management commitment. 

Also a strategy of retaining customers would require a positive commitment 

from management 

The second model (level of export success) reinforces these findings with 

a positive relationship on personal visits and retaining customers. Of interest in 

the success model is that there is no sigruficant relationship with thanks given to 

customers. Possibly, giving thanks to customers is one of the small but effective 

strategies that the salesperson does irrespective of the commitment from 

management 



Technology Level of the firm 

This firm factor is only sighcant in the export - intensity model with a 

positive influence on retaining customers. Improved database technology and 

less expensive communication equipment can make a retaining strategy easier 

and less costly. It is not a significant determinant of other relationship 

marketing dimensions. However it does have a direct negative - effect on export 

intensity as discussed in section 6.26. The positive indirect effects of personal 

visits and especially retaining customers mitigates the findings in the intensity 

model (direct effect of -0.20, indirect effect of 0.067, total effect of -0.132). The 

calculations are presented in Appendix 10. 

Size 

In this study the proposition is that a greater use of relationship 

marketing will be used by small and large firms over medium sized firms. As 

aentioned earlier, smaller firms are less departmentalized, more integrated, and 

often have greater involvement by management in exporting. In addition simple 

inexpensive database and communication technology is readily accessible by 

small firms. Larger companies have greater resources, improved 

communication technology (video conferencing, Internet) and ability to increase 

commitment through inventory/ shared database technology (i.e., F, IT). They 

also will have the resources to be able to make a larger investment in a 

rdaEor1ship for a longer h e  before needing to recoup its costs. 

Support to the proposition was not found. Size did not have any 

significant influence on the marketing approach dimensions in model two. In 



fact the findings for the variable personal visits in model one are contrary to the 

proposition. In the export intensity model, medium sized firms had a positive 

correlation with personal visits (Std Beta 0.341). This implies that medium sized 

firms over small and large firms have a positive influence on personal visits. An 

explanation for this finding may be related to the variable personal visits. The 

cost of visits for small firms may be too high. The larger firms that have greater 

resources may have already become more integrated with their customers and 

do not require as many personal visits as the medium sized firms. This 

relationship should be looked at in future research. Other studies may want to 

look at the stage of exporting to help explain this finding. 

6.2.7 Are there Differences Between the Two Measures of Export Performance 
(Export Intensity and Level of Success)? 

Export intensity is a measurement of the total export sales to total sales. 

This measurement says that a firm is a more successful exporter with a higher 

ratio of exports compared to total sales. It should be remembered that this 

measurement is made up of two variables: export - sales and total sales. 

Export intensity has been used often as a measure of export performance. 

The most widely used measures of export behavior are exporkr/non-exporter (a 

dichotomous variable) and export intensity (Bonaccorsi, 1992). Bijmolt and 

Zwart (1394) concluded that "the percentage of the entire sales that is realized 

abroad is especially important indicator of export success @.81)." 



According to Axim (1988) percentage of sales is selected because it "provides a 

good indication of both how deeply involved a firm is in exporting, and how 

successful the firm is at exporting (p.61)." 

The question still arises: is export intensity an accurate measure of export 

performance? Since export intensity is a ratio of exports and total sales 

(domestic sales and exports), it can be sensitive to changes in domestic sales as 

well. A reduction in total sales from reduced domestic sales could lead to a 

higher intensity measurement even though the export level has remained the 

same. Conversely, the export intensity ratio would be very low for cases with 

extremely successful domestic sales even when the exports are considered 

successful. 

The measurement may also be dependent on the type of business. Some 

businesses may be more export oriented due to their product or industry. It is 

possible that the analysis using export intensity is not so much a test of whether 

relational marketing dimensions are related to exports but that relationship 

marketing is more important to exports than domestic sales. Future research 

should look at a comparison between relationship marketing on domestic 

performance and exprt  performance to see if relationship marketing is more 

valuable for exporting. One method to avoid this problem would be to look at 

other measures of performance such as growth or profitability. Further, exports 

could be used as the dependent variable with domestic sales controlled for in the 

model. The problems with export intensity described above would suggest that 

greater confidence should be given to the findhgs of the success model. 



h addition, the measurement of export intensity may be somewhat 

historical since posted financial figures are often several months or even a year 

behind. This contrasts to the measurement of level of success. This measure is a 

subjective score based on the respondents own opinion of the firm's Bevel of 

export success. Level of success may in fact be picking up future expectations of 

sales. An export manager may be working with new client. as well as servicing 

existing clients. Correspondence and future planning may have occurred 

without any immediate recorded sales. In essence, level of success may be 

measuring the perceived values whereas export intensity looks at objective 

values. It is felt by other researchers that perceived values may be more 

valuable than "objectiveff ones because management may in fact be more likely 

guided more by their perceptions (Madsen, 1988). 

6.3.1 The Final Model of Export Performance is notcomprehensive 

Models represent a simplification of the real world and researchers are 

continually faced with a large numbr of specifications in research design that 

must be traded off against each other (McGrath, 1981). The purpose of this 

research is to explore constructs of relationship marketing and how they relate to 

export performance. This leads to a trade off between using a large number of 

conceptual variables versus an array of dimensions measuring each conceptual 



variable. In this study more emphasis was p t  on measuring a large number of 

marketing approach variables. 

There exists the possibility that other factors of export performance 

intervene with the results of the model. The significant variables of export 

performance from Cavusgil and Zouf s model (1994) were included. However, it 

is not within the scope of this research to include all possible variables. The 

main purpose of this study is to assess the influence of the marketing approach 

on export performance. More degrees of freedom were reserved for a larger 

number of marketing approach dimensions. The control variables were used to 

control for the type of product, distribution, export market region and 

technology level of the product. These controls were limited to ones that were 

thought to be highly significant as well as most easily identified in a survey 

format. Other external factors (such as export market competitiveness, price 

competitiveness, and technology orientation of the industryl3) and product 

factors (such as uniqueness and cultural specificityl4) were not used. 

In addition, the measurement of the construct of the marketing approach 

may not be complete. The marketing approach has been defined by a large 

number of measurements. Pre-testing of the questionnaire was done with 

several exporters and an export consultant to determine if the questionnaire was 

13 Export market competitiveness defined by "degree of price competitiveness in export market"; Price 
competitiveness defined by "degree of price competitiveness in export market"; technology orientation 
defined by "degree of technology orientation of the industry" (Cavusgd and Zou, 1994). 

14 Produd Uniqueness defined by "degree to which the product is unique"; cultural speclfiaty defined by 
"degree to which the product is culture-speclfic (Cavusgd and Zou, 1994) 



clearly understood. Where possible multiple measurements of constructs from 

previous research have been used. The questionnaire design was faced with the 

probleiz of determining an optimal number of constructs within the parameters 

of a short and easily presenkd format. However in this preliminary 

investigation some measurements may have been over-represented, under- 

represented and/or interdependencies occurring. The interdependencies may 

have lead to some of the multicollinearity problems found in the analysis. 

Future research should attempt to refine the list of measurements. 

The operationalization of the relational and transactional marketing 

dimensions of the marketing approach was exploratory. This research tried to 

include as many variables as possible within the scope of the study. The 

dimensions entered into future models should not be limited to those specified 

in this research. Further, as will be discussed in the next section, the assumption 

of a continuum may not be appropriate for all of the dimensions. 

6.3.2 The Relationship Marketing-Transaction Marketing ( R W M )  
Continuum Assumption 

This model also assumes that the relational and transactional dimensions 

fall on a continuum. The dimension of relations as described in chapter one is 

often looked at as a continuum between discrete and long-term relational 

exchanges (Dwyer, Schm and Oh, 1987; Macneill980). Relationship marketing 

and transactional marketing in the likrature have been described as opposite 



marketing strategies (Lehtinen, Hankimaa and Mittila, 1994). The discrete 

transactions are chmacteristiz of transaction marketing and the relational 

exchanges are characteristic of relationship marketing (Juther and Wehrli, 1994). 

The use of a continuum to measure the marketing approach may not 

always be appropriate. The question arises to whether this dichotomy exists in 

reality. And if it does not exist, has the research in the past been forcing their 

cases to fit within the confines of the continuum? The study by Lehtinen, 

Hankimaa and Mittila (1994) operationalized 5 hotels interviewed according to 

basic dimensions of transactionail and relational marketing. One difficulty the 

survey format used in this thesis had was to ask companies to place themselves 

on the continuum (a scale of one to seven). In an interview format the researcher 

is able to determine the location of the continuum that the responses should be 

placed even if it is forced. 

Evidence in pretesting of the questions in factor analysis suggested that 

some dimensions may not be appropriate for the assumption of a continuum. 

Difficulties in measuring the dimension target of market gaining customers or 

retaining customers were evident early on (see Figure 16). The questionnaire 

was designed to be flexible enough to this problem by not forcing respondents to 

choose either side. To resolve this problem, the end points of these dimensions 

were listed separately and assessed on a scale of low (1) to high (7). 



Continuum I Transaction Marketing Relationship Marketing 

gaining customers retaining customers 

Fi- 16. Continuum Between Gaining and retain in^ Customers 

The standardized fieta coefficient of gaining in the full model of export 

intensity was positive (Std Beta 0113; pC0.27). Although it was not sigruficant, it 

may suggest that a mixed strategy may be ideal. Research by Lehtinen, 

Hankimaa and Mittila (1994) suggested that a mixed strategy may be the optimal 

strategy for some hotels. f t  would seem in practice as well that the most 

successful firms are attrading new customers by going into new markets as well 

as retaining the good customers by good service, relationship marketing and 

diversifying their products. In addition, result. of the path analysis of the 

marketing approach dimensions Go no support fully the continuum assumption. 

None of the three transactional dimensions were signifncant in the analysis. If 

the continuum assmption were true, the propositions regarding the negative 

influence of the trama&ond dimensions on export performance should have 

been supported. A greater number of transactional dimensions should be used 

in future research to further test the continuum assumption. 



Future research may want to look at investigating whether relationship 

marketing and transaction marketing are indeed on a continuum or whether 

they are independent constructs. It is suggested to explore defining relationship 

marketing and transaction marketing as separate higher order constructs made 

up of multiple dimensions rather than a continuum (see Figure 17). The research 

questions could look into whether both constructs have an influence on export 

performance. In order for a company to grow it needs to increase its customer 

base as well as to retain its existing customers. 

Possibly the best performance is a result of a combination of both 

strategies to gain the greatest number a sales. Perhaps future research may 

determine that if you do everything else appropriately then a relationship 

marketing approach is also an appropriate strategy for a successful exporter. 

Additional research in this area is needed to operationalize a relational 

marketing approach Fde-more ,  the measurement of intensity looks at the 

volume of export sales to domestic sales rather than the profitability. A question 

to also address in future research is whether a retaining customer strategy may 

be more profitable than a gaining customer strategy. 



I gaining, product, other 
dimensions ek.. . 

m e  - 17 Redefining the Dimensions of Relationship Marketinp and 

Transaction Marketing 

6.3.3 Are Personid Visifs Driven by Exports? 

The potential problem of using the ratio of exports to total sales as 

emphasized in section 6.2.7 can be seen in the findings found between personal 

visits and export intensity. Personal visits also shows up as one of the factors of 

success in export performance literature (Bodhur, 1994; Cunnigham and Speigal, 

1971; Kirpliani and Macintosh, 1980; Rosson and Ford, 1982). The number of 

personal visits is one of the relational variables used by Rosson and Ford (1982) 

to measure the intensity of contad in the relationship proposed to have an 

influence on export performance. 



Madsen (1988) concluded from his study that 

"good personal contact and joint decision making with the 
channel members have a positive bearing on performance. The 
rationale must be sought in the fact that increasing personal 
contact will lead the firm to better understanding of customer 
and channel member needs and behavior.. .Good personal 
contact with the market and close relationships with channel 
members furthermore enhance the firm's capability for careful 
planning and control of the export activity (p.56)." 

The dimension personal visits is measured in this thesis by the variable 

"communication with average [exporq customer by personal visits to country." 

The findings suggest that personal visits has an influence on export intensity 

(Std Beta 0.305). Other explanations may exist for the positive relationship 

between personal visits and export intensity. For example, there may be some 

cases where firms with k L h  exports have no choice but to visit their customers. 

It may be that "visits" is 3 rhction of exports and has a built-in bias. By its 

definition the measurement of export intensity includes a measurement of 

exports. The correlation between personal visits, exports and export intensity is 

presented in Table 23. The correlation between exports and personal visits does 

not suggest that too great of a problem exists. 



Table 23 Correlation Coefficients Between Exports, Export Int~nsitJ! 

and Personal Visits 

Correlation P 

Exports and Personal Visits 0.0543 0.414 

Intensity and Personal Visits 0.2779 0.000 

Crosstabs for personal visits and export intensity are presented in Table 

24. For this test the Pearson chi square rejects the nu1 hypothesis of 

independence (p~0.00052). The pattern of the crosstabs shows that there is a 

larger number of low personal visits scores within the lower export intensity 

boxes and a larger number of high personal visits scores within the higher 

export intensity boxes. These results indicate that this problem should be 

considered in future research and that greater confidence in the results for the 

path between personal visits and performance should be attributed to the 

success model. 



Table 24 Crosstabulation of Export Intensity and Personal Visits 

Personal 
Visits 

Intensity I 133% 34-66 % 67-100% 
I 

I I I 

Column ' 93 54 94 
Total / 38.6% 22.4% 39.0 % 

1 Low 

Row Total 

Ho: There is no relationship among the cells. 
Pearson chi-square df 12 Sig c0.00052 

6.3.4 The Measurement Unit 

5 23 

Relationship marketing in this study is looked at from the level of the 

firm's overall export policy. The attempt for a company to measure an "overall" 

measurement of its relationship strategy is sometimes difficult because each 

&tiomhip can vary over f;he md by stage of inkmationahtion= Although a 

researcher can attempt to control for these, respondents may have difficulty 

assessing the stage themselves in a questionnaire. It becomes very difficult when 

2 
I 



one tries to evaluate different product lines, different markets and each 

individual relationship. AIso meas~xing the influence on export performance 

can be iost due to aggregation if a mixed marketing approach is used that varies 

by customers. Other studies have looked at the export venture (Cavusgil and 

Zou, 1994) as the unit of analysis. In addition, future research should consider 

the individual export ventures or analyze the export performance of buyer-seller 

relationships in dyads (common in channel research). 

6.3.5 Long-term Process of Relationship Marketing 

Since relationship marketing is a long-term process, there may be some 

impact on the validity of being able to measure its performance in a cross- 

sectional one-time survey. In addition, the technique of path analysis is limited 

in its ability to ascertain causality without a time series of measurements that 

would provide the opportunity for the verification of the relations identified 

here. The survey method presents difficulties in obtaining past, present and 

future financial information. Future research should look into a longitudinal 

study as well as direct interviews to try to better assess performance 

measurements. 



6.4 Causality Inferred in Path Analvsis 

The models discussed previously consider relationships between the 

variables which inherently implies some level of causation. It should be realized 

that the path coefficients among the variables may be suggestive of causal paths. 

However according to Pedhazur (1982, p. 578) "an explanatory scheme is not 

arrived at on the basis of data, but rather on the basis of knowledge, theoretical 

formulations and assumptions, and logical analysis." 

Path analysis assumes that the model is recursive, in other words that 

"after going forward on a path, you cannot go backwards" (Hair, Anderson, 

Tatham, Black, 1992, p.487-488). The proposed models assume that relationship 

marketing dimensions will influence export performance. It should be 

considered that there exists the possibility that the reverse relationship could 

also be true. For example, if export performance is high, a firm may be more 

likely to pay personal visits to their customer to maintain their business. What 

may in fact be true is that there is a mutually reinforcing system in place and 

that the best strategy is one the includes contact, feedback and adaptation where 

feedback loops are present (Madsen, 1988). 

'Kis chapter has outlined in detail the limitations inherent in the present 

study to provide guidelines for future research The next chapter presents the 

& ~ G T I S  for htii msxii 



7. DIRECTIONS FOR FUTURE RESEARCH 

This thesis investigated the use of a relational marketing approach in an 

export performance framework. The present study exkzds the export 

performance literature by bringing the two streams of research together. Further 

research is still necessary to gain more insight in this area. This chapter 

discusses directions for further research. The purpose of the following topics 

described are to provide guidance for the design of future export perfmmance 

studies which include a relational marketing approach as one of the critical 

factors. In addition, researchers should also look at the limitations described in 

chapter six to provide insight into future research design. 

7.1 A More Comprehensive Model of Export Performance 

Future research should look at relationship marketing as a component in a 

more comprehensive model of export performance with other strategies such as 

product adaptation, promotion adaptation and competitive pricing strategies. 

Other elements of a successful exporting strategy such as country selection and 

market entry mode could also be included. Perhaps the best strategy is a co- 

alignment as suggested by Cams@ and Zou (1994, p.17) which is dependent on 

firm, product and environmental factors. It would also prove interesting to look 

into the other social oriented dimensions of relationships (such as control, 

power, and dependence) in an export performance model. An interesting 

analysis would also be to contrast an export marketing approach with a domestic 

mlatiu~~~hip rn-g approach to see if there are any differences. 



7.2 Operationalizing Relationship Marketinn Dhensiong 

Future research should revise the operationalization of the relationship 

marketing dimensions. Some of the dimensions that were discarded in the final 

model may prove sigruficant in other models if their weighting is changed. 

Individual variables were used in the study to include theoretically important 

variables. Future research should also look towards finding multiple measures 

of these dimensions to measure the validity of the constructs. Export 

performance models in the future may also want to include the possibility the 

relationship marketing and transaction marketing are separate constructs and do 

not fall on opposite end of a continuum. Ideally, a longitudinal study would 

give a better indication of the long tern effects on performance and multiple 

measures of export performance would improve the validity and reliability. 

7.3 Understandingthe Influence of Technolow Level 

The finding that technology level decreases export performance is of 

interest The findings suggest that the total negative effect is reduced by the 

indirect effect of the relationship marketing variables. This suggests that 

technology does have a positive influence on certain dimensions of a 

relationship marketing approach. Additional research should be conducted to 

find out the reasons for this relationship so that management can use technology 

Lz a psi+ive way. 



8. IMPLICATIONS FOR EXPORTERS 

The findings suggest that management commitment, personal visits, and 

retaining customers have a positive relationship with export performance. This 

suggests that managers have strategies available to them to influence export 

performance. The comprehensive measurement of a marketing approach used 

in the study can be used to provide practical guidelines for managers to 

implement a relationship marketing strategy to improve their export 

performance. This chapter discusses a relationship marketing strategy and its 

implications for exporters. This is followed by a brief discussion on 

infrastructure marketing and the importance of management commitment 

towards relationship marking. 

8.1 Description of a Relationship Marketing Stratem for Exporters 

"Relationship management provides a framework within which 

companies can deploy their personnel to exchange more value with customers" 

(Pearson, 1994). Through improvements in information and communication 

technology, there exist many opportunities for smaller and mid size firms to use 

relationship marketing to grow internationally (Pearson, 1994). A major purpose 

of a relationship marketing strategy is to retain customers to increase 

profitability margins on sales (Hales, 1995), allow for cross-selling (Knight, 1994) 

and get better customer referrals (Harris, 1993). 



Vavra (1995, pp. 281-286) identifies several important steps in 

implementing a relationship marketing strategy. These steps are: 

1. identifying the customer base: developing the customer information file 

2. acknowledging customers 

3. mapping customer contact points: customer interaction b1ueprinting:l 

4. providing customer access 

5, measuring customer satisfaction 

6. maintaining contact 

The findings in this study suggest that technology level in the firm has a 

positive influence on retaining customers. The customer information file is an 

integrated database containing information on each customer according to their 

needs. For best results it should be integrated with all the departments involved 

with the customer at some point. Information which should be continually 

updated, can be gathered from owner registration cards, past sales, direct 

conversations and credit applications. According to Kiernan (1994) "the key to 

successful relationship marketing is knowing your customers-the way they 

behave, what their needs are and what motivates them- and reacting to them in 

the way that they react to you" (1994). Butcher (1995), the Director of Marketing 

Communication and Customer Information at Dow, claims that Dow Chemicals 

has successfully moved from a reliance on mass communications towards a more 

direct database approach built around customer relationships. Their customer 

database includes information on relationships, behaviors and factors of success 



for each business. Exporters could also include information on cross-cultural 

differences. 

Acknowledging customers includes expressing appreciation (giving 

thanlcs) and determining which ones should have regdar contact. The purpose 

is to identdy the customers whom are worth financially the most and treat them 

so well that the relationship will withstand the occasional promotional assaults 

by competitors (Peppers and Rogers, 1995). This should assist exporters in 

determining which customers should be visited more often. 

Customer blueprinting requires flowchartirg a marketer's customer 

contact opportunities. A blueprint for a typical manufacturer could include both 

plesale and aftermarketing for its form of distribution (selection of distributors 

and agents, retailers, direct sales). Marketing would include 1) customer 

support service and training to its resellers as well as final customers, 2) 

promotions (tradeshows, advertising, product display, sales presentations, 

packaging) and a customer information file to develop a buyer profile to 

enhance promotions, product adaptation and training. For an exporter the 

process is more complex. It also includes contact with shippers, other 

international contractors, overseas agents or distributors if entry is indirect, and 

changes in packaging and labeling according to country and language 

requirements. 

1 This involves mapping customer interactions through blueprinting the customer conkxi points. 



Customer accessibility for exporters could be improved through a toll free 

number if in the United States. A designated fax line is critical for all countries. 

The use of a local mail service would improve the accessibility through a mailing 

address located in the country. Larger firms may look into opening service 

branches dependent on the volume of customers. Smaller firms may need to use 

the service of a local representative. Exporters dealing with overseas firms may 

wish to expad their working hours to be more readily available for their 

customers in different time zones. 

Customer satisfaction should be measured through both formal and 

informal feedback, which should include proper complaint handling, training of 

staff, and customer satisfaction surveys. Exporters to some countries may need 

to contend with language and cultural differences. In some countries where 

"saving face" is part of the culture, it is often more difficult to find out if there 

are any problems because the customer wodd sooner avoid a potential conflict 

and switch to a new supplier if available. 

Customer contact for exporters can be maintained through calls, faxes, 

letters, personal visits, and newsletters. New technologies are making customer 

contact easier all the time with interactive Internet s i b ,  e-mail and video- 

conferencing. Car marketers are now testing interactive media through 

computer discs, oxdine services and interactive 17r with the prime benefit of 

being able to provide two-way communication (Rickard, 1994). For example 

GM has gotten involved in on line services such as Prodigy and CompServe 

which provides an on-line dealer 1ocatur and payment cddator. Chrysler 



sponsors Interactive Networks, a TV service that lets subscribers interact with 

spurts broadcasts, game shows and other programming. For exporters the 

avaifability of these wethods sf communica~on is dependent upon the 

infrastructure of the country they are dealing with. According to Palmer (1995, 

p.478), "prescriptiuns for relationship development must have regard to the 

social, economic, political and technological environment of the host country." 

Fortunately, technological changes are occurring quickly and many developing 

countries are improving their capabilities. 

8.2 Infrastructure Markethe 

Many authors suggest that relationship marketing extend beyond the 

customer to the complete environment surrounding a firm (McKenna, 1994, pp. 

85-116, Vavra ,1995). This would include such areas as the media, trade press, 

trade organizations, the government flnancial institutions, competitors, 

investors, customers, distributors, and sales agents. In addition, dealers, agents 

d distributors and other middlemen should be treated as customers (Donnath, 

1994; Rachtin, 1994). 

For expofzezs the importance of this is even greater as the process requires 

contact with a new environment that has its own laws, legislation, and import 

restrictions. Exporters o&n sell their products indirectly through middlemen 

such as agenk dealers and distribubrs. It is common, as well for an expGrter to 

work with shippers, custom and contract out other services in the ded~a t ion  

cornby to better serve their export mbfnefs. 



8.3 Management Commitment 

Management commitment has a significant positive influence on export 

performance directly as well as influences positively the relationship marketing 

approach. It is critical for management to be committed to exports for its 

success. Commitment is necessary to implement a relationship marketing 

approach in a firm and train all employees on the importance of relationship 

marketing, good customer service, follow-up and c u l t ~ ~ a l  awareness. 

8.4 Final Remarks for Exporters 

Care needs to be taken in implementing the strategy because relationship 

marketing can backfire if customers perceive that it is only the supplier's latest 

buzzword (Dunn and Thomas, 1995). In addition, Palmer (1995, p.471) cautions 

"western style tactical relationship marketing activity in markets where 

relationship represent core cultural values." A relationship marketing approach 

needs to be communicated to all the personnel involved in selling. It needs to 

s t a t  with a commitment from management and should become part of the 

corporate culture. Teamwork should be encouraged among a31 the departments 

which she-dd stem from training and hiring practices (Tjosvold, Meredith, and 

Wellwood, 1993). 



9. CONCLUSIONS 

The present study contributes to the literature on export performance. 

This study is believed to be the first of its kind to combine a relational marketing 

approach within an export performance framework. Although exploratory, this 

study provides support of a link between certain dimensions of a marketing 

approach and export performance. This chapter reviews briefly the main 

findings, conclusions derived from the methodology and an overview of how 

this study provides a framework for future research. 

The variable personal visits and retaining customers had a positive 

influence on export performance for both measurements of export intensity and 

level of success. Customer treatment had a moderate negative relationship on 

export Intensity In model one Tlre factor hn.b given to customers had a 

positive influence on level of export success in model two. The research also 

substantiated existing findings of a sigruficant relationship between 

management commitment and export performance. This path coefficient had the 

largest weighting of all the factors in the models which demonstrates 4he 

importance of this factor. The total effect of management commitment is 

dm~ed by the && through the relationship marletkg dimensions. 

Contrary ta the propod model, it was found thar technology had a 

negative direct influence on export intensity. This effect was mitigated by the 



indirect effect through the relationship marketing dimensions. It wiis also found 

in model two that size had a negative relationship on the perceived level of 

export success. The models developed in the research provide a framework for 

research for a more comprehensive model of export performance. 

9.2 Insight into Methodology 

The methodology reinforces the importance of a path analysis procedure 

to see the indirect effects. Findings also demonstrate the benefits of using two 

separate models for export performance (rather than a composite scale) which 

suggest &at there are some differences between the measurements. Level of 

success may be seen as a subjective measure that may be picking up future 

expertations whereas export intensity may be an objective measurement of 

present and historical financial information. 

The differences in the findings between the two models suggest that 

relationship marketing is a long-term process which may require a longitudinal 

study or more in depth i n t e ~ e w s  to try to assess export performance in the 

future. The use of size as categorical variables for small, medium and large 

allows for assessing a non-hear relationship that may prove interesting in 

further research. 



9.3 Framework for Further Research 

The previous discussion and chapter on limitations highlight the 

difficulties inherent in the research design and suggest modifications in the 

methodology to increase the validity and reliability of future research in this 

area. This exploratory study substantiated that relational dimensions should be 

considered in future research as one of the factors of export performance. The 

construct of a marketing approach operationalized in this study can be used as a 

basis for further relationship marketing research. Future research may also 

want to question the use of the variable export intensity as a measure of export 

performance. In addition, the assumption that the relational and transactional 

dimensions fall as opposites on a continuum needs to be researched further. 
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Appendix 1. Conclasions from Aaby and Slater: Predictors sf Export Success 

Firm Characteristics 
Management export commitment ( M o  and Barksdale, 1986; Cavusgi! 19Ma, Cavusgil et al, 1979; 
Gronghaug and Lorenzen, 1982; Kirpilani and MacIntosh, 1980; RO-n and Ford, 1982 and Sullivan and 
Eauerdmidt, 1989, 
Export goal consistenq (Cavusgil and Nevin, 1981)' 
Lack of willingness by management to commit resources (Cavusgil and Nevin, 1981) 
Maiigement involvement (Gronhaug and Lorenzen, 1982), 
Management perceptions: one of the most important firm determinants 
Management's attitudes towards risk-taking (Cavusgd 1984a) 
Perceptions about risk (Bauerschmidt et all985 Axinn 1988) 
Exporters did not perceive export assistance and tax incentives as important as non-exporters (Buersclunidt 
et al, 1985; Kaq?lak and Stevenwn, 1982; Kaynak and Kothari, 1984; Malekzadeh and Nahavandi,l985) 
Exporters perceive external financial incentives to be 12s important than non-exporters (Bauersdunidt et 
al, 1985; Bello and Barksdale, 1985; Gotto and McMahon, 1988; Rabino, 1980) 
Exporters tend to perceive distribution, service, delivery problems and costs as lesser obstacles to export 
than non-exporters (Bello and Barksdale, 1986; Brady and Bearden 1979; Gotko and McMahon. 1988; 
Rosson and Ford, 1982; Sullivan and Bauersd-Lmidt 1987; and Diamvltopoulos and hgh, 1988) 
Management that perceive large opportunities in the domestic market or have domestic supply problem 
are less likely to export or have poorer export performance (Cooper and Kleinsdunidt, 1985; Kaynak and 
Stevenson 1982; McConnell, 1979; Rabino, 1950 and Sullivan and Bauershmidt, 1987) 
Firm size: little agreement 

Competencies 
* Technology: evidence is mixed 
I., ~echnolo& intensiveness related to propensity to export (Cavusgd and Nevin, 1981; McGuinness and 

Little, 1981; Cavusgil, 1984a; Cooper and Kleinschmidt, 1985; Daniels and Robles, 1982; Joynt, 1982) 
One study concluded that technology is best applied as a standard in all markets (Christensen et al, 1987) 
but according to Abby and Slater, it may not be the case for developed countries 

* A mere possession of a specialized knowledge does not create a competitive advantage (Reid, 1986) His 
conclusion is that past research on technology does not reflect true export performance 

Export Policy, Planning and Market Knowledge 
4 The use of a formal approach to market planning discriminates between companies st-iu exporting and 

those abandoned their export practices (Cavusgil, 1984a,1984b; Christensen et al, 1987; Daniels and Robles, 
1985; Malekzadeh and Nahavandi, 1985; Piercy, 1981a, 1981b; and Reid 1983,1986) 
There is a much higher propensity to export among firms with a formal market planning or export 
exploration procedures, or large export staffs (Cavusgil and Nevin, 1981; Cavusgil1984a; Denis and 
Depelteau, 19s ;  Malekzadeh and Nahavandi, 1985; Burton and Schegelmilch, 1987; and Diamantopoulos 
and Inglis, 1988) 

* Younger firms tend to be better exporters than older firms (Ursic and Czinkota, 1984) 
Formal policy for pursuing export opportunities (Cavusgil and Nevin, 1981; Burton and Schlegelmilch, 
1987) 

Stages in Export Adoption Process 
* Func:ional problems vary according to different stages in the process (marketing and expo* mrketing 

functional problems during initial stages) (Vozikis and Mescon, 1985) 
* Firms in earlier stage of internationalization process are more concerned with effective marketing 

c~rnrnunication and sales efforts than at a later stage (customer service critical) (Cavusgil, 1980) 

Mana~ement Systems - * Successful exporters place a great deal of reliance on f o n d  control systems for monitoring performance in 
export markets (1Grpalani and MacIntosh, 19%); k i t on  and megelmilch, 1987) 

4 Successful exporters favor decentralized decision making (Christensen et al, 1987) 
4 Successful exporters favor formal education and training for management (Burton and Schlegelmilch, 1987) 

Quality Controls: research limited and results undear 
* Successful exporters had a stronger quality control function- department better organized and managers 

better qualified than firms that had abandoned exporting (Burton and !kNegelmilch, 1987; Chi istensen et 
al, 1987) 

* Product quality a key campetenry for Peruvian exporters (Daniels and Robles, 1982) 
* Product quality was perceived as the most important competency in Norwegian exporters (Joynt, 1982) 
* Product quality did not disniminate exporters fromnon-exporters (Malekzadeh and Nahavandi) 



Appendix 1. Conclusions from Aaby and Slater: 
Predictors of Export Success 

Communication Capability: few studies 
* co~mikted trade show exhibitors without expit staff encounter more communication problm (Bell0 

and Barksdale, 1986) 
4 Small and M e & i  sized firms ranked communication difficultim first in term of problems (Czinkota and 

Johnston, 1982) 
* Norwegian f inns  all had English and German capabilities and two thirds had French (Jopt, 1982) 
* Europeans see language capabilities as less of a barrier than US finns (Sullivan and Bauers-dt, 1987) 
* English is an important international language for the majority of international communications 

Strateg 
Market Selection 
4 Slow growth exporters placed greater emphasis on LDC markets while higher growth evporters place 

relatively greater reliance on industrialized countries (Dennis and Depelteau, 1985) 
4 Successful Brazilian exporters rely more heavily on industrialized countries (Christensen et al, 1987) 
* Exporters with a worlds orientation rather than nearest neighbor realize a more rapid growth rate in export 

sales (Cooper and Kleinschmidt, 1985) 
4 High involvement exporters have much broader world market coverage @iamantopoulos, 1988) 

Pr~&o.ct and Product Line: varied and not extensively researched 
* Unique product attributes (Caugsil and Nevin, 1981; McGuinness and Little, 1981; Burton and 

Schlegelmilch, 1987) and progmms for local adaptation (Kirpilanl and Macintosh, 1980) are related to 
propensity to ex_Dort 

* A standard product is more successful in Brazilian finm (Christensen et al, 1987) which may relate to stage 
of development 
Companies with multiple p"ftuct lines are more successful in export activities (Christensen et al, 1987) 

4 Companies with narrow product i i n ~  achieve higher levels of export sales lKirpalaru and Macintosh, 
1980) 

Pricing: export decision considers competitive prices, internal costs and hurdle rates 
* Successful exporters arrange alternative price packages using tags, discounts, and credit (Wi lan i  and 

Madntosh, 1980) 
* Successful exportem rely on international competitive prices and do not ask for premiums for exchange 

and extraordinary risks (Christensen et al, 1987) 
* S u c c ~  q x x t t  use internat factom fox making price decisions 

Promotion 
* Firms that believe that promotion in export activities are important achieve higher success (Wilan i  and 

Machiash, 1980) 
4 Exprte~s had greater confidence in their export promotion capabilities than non-exporters (Yaprak, 1985) 

Diskihtion 
* Management perceives cfistribiltian, delivery and m i c e  to be important export succ- factors (15 studies 

hcm Aaby and Slater Table) 
I., %ere is a positive relatiannhipbetween distritxltion strategy and export performance (Bdo and 

WiiLiamson, 1%; Bilkey, 1982; Gronhaug and Lorenzen, 1982; Rabino, 1980; Rosson and Ford, 1982; 
Yapra1119855 

For a complete listing of sources listed in the Appendix see Aaby and Slater (1989) 



Appendix 2. Macneil's Behavioral Concepts (1974) 

Macneil's 12 Behavioral Concepts (1974) form the basis of expanding the concept 
of discrete transactions to relational transactions in contract law and in a 
marketing context (Nevin 1995) 

1. sources of contractual solidarity 
2. expectations for relations 
3. personal relations 
4. cooperation 
5. planning 
6. power 
7. division and sharing of benefits and burdens 
8. transferability 
9. timing of the exchange 
10. obligations 
11. number of parties 
12. measurement and specificity 

Norms of Relationships (Macneil, 1980) 
Common contract Nonns (10) 
1. role integrity" 
2. mutuality 
3. irnpiementation of planning 
4. effectuation s f  consent 
5. flexibility 
6. contractual solidarity (preservation of the relation)" 
7. creation and restraint of power 
8. hkingnorms 
9. harmonization of the social matrix* 
10. proprietary of means* 

* relational norms 



Appendh 3. Re-cohg of Dumw Variables 

Industry (DUM PROD) 

Industrial 1 
Consumer 0 

Distribution DUM DEl DUM DIS2 

> 80% Direct 
> 80% Indirect 
All Others 

Direct 1 
Indirect 0 
Mixed 0 

Size DUM SZE1 DUM SIZE2 

Assets < $lJOOOJOOO Small 1 
$1,000,000>=Assets <$1Q,00OJ000 Medium 0 
Assets > $10,000,000 Large 0 

Export Market Repions DUM REG1 DUM REG2 

Primarily USA >= 90% USA 1 
Western Countries: 0 
>f90% Western Emope, Australia, New Zealand, South Africa, USA 

Rest of the World: All others 0 



Appendix - 4. Ouestionnaire 

Susan Jarerna Thesis on Canadian exporters 

Simon Fraser University 
Faculty of Business Administmion 

Participation in this survey is greatly appreciated Responses will be entire!~ confidennal. The survey is mo-sided 
Please leave your business cnrd ijlou are inreresred in recerving a copy of the resul?~. 

1. Are you clurently an exporter? - YES - Xi0 

2. Rease describe your principal export product or products _ 
Wha~ tqpe of produn is it? indunriai c o m e r  good s e r v i c e  o t h e r ,  please sped9 

3. Please describe your i n d q -  

4. What international market channels are us-3 by your company? please indicate percentage 
2 d i m  sale - % sales rhrough distributor or agent - % otter, please spec@ 

5. What regions are you expaning to? Please indicate the relative percentage: 
% USA - - K .MexiLaJ % South-East Asia - - % Ausualia andNew Zealand 
- % Western Europe - % North-East Asia - % Central America - % South Affica 

% Eastern Europe - - % Sou* America - % West Asia - % Other parts of Afnca 
- % Russia - % MiddleEast - % China - % Other, please spenfy 

Y e a r s  6. How many ytars has your organization ken in BL'SINESS ? years EXPORTNG? . 
7. Please rate the impowce of the following factors towards your company's e m r t  success: 

Not important Very important 
company reputation 1 2 3 4 5 6 7 
product qualie 1 2 3 4 5 6 q 

product uniqueness 1 2 3 4 5 6 7 
pduct's technology I - 7 3 4 5 6 7 
relationshiv with customer 1 2 3 4 5 6 7 
perunal contact with customer 1 2 3 4 5 6 7 
knowledge of market 1 - 3 3 4 5 6 7 
competitive prices 1 2 3 4 5 6 7 
brand image i - 3 3 4 5 6 7 
customer senice 1 2 3 4 5 6 7 
finding a good sales agera I 2 3 4 5 6 7 
finding a good distributor 1 2 3 4 5 6 7 
after-sales senice 1 2 3 4 5 6 - 
adaptation of product 1 2 3 4 5 6 7 
reliable dehvew 1 - 3 3 4 5 2 6 
flexible terms of credn I 2 3 4 5 6 7 
quick delivery I 3 3 4 5 6 7 
promotional support materials 1 2 3 4 5 6 7 
language profic~enq 1 2 3 4 5 6 7 

8. Does your company use a database to keep track of its customers? Y E S  N O  
If yes, please check all that appty to yxr company's oustomer database: 
c o n t a i n s  only basic company information 
c o r u a i n s  information on spaific company details 
-contains personal information on buyer 
-the aatabase is updated by all parries on an ongring basis (integrated) 

9. What of inventoiy rechnoiogy do yoa w? 
C o m p u t e r i z e d  inventor). s?.stern B a r c o d i n g  (UPS- Universal Product Code) 
J u n  -in-time inventory management - ED1 (electronic data interchange) 
-Others? pis3se speciry 



Appendix 4. Ouestionnaire 

10. For v w r  comoanv please w e  the number that describes the following: 

Product LOW ?UGH 
level of technology I 2 3 4 5 6 7 
level of standardizarion 1 2 3 3 5 6 r 

pricing versus comueritim 1 2 3 4 5 6 7 
s e n x e  required I 2 3 4 5 6 7 

qualip of product I 2 3 4 5 6 7 
m r u n e  reauired 1 2 3 4 5 6 7 

Esp3t-t Environment 
uncertainty 1 2 3 4 5 6 7 
competitiveness I 2 4 5 6 7 
concentrauon of bwers 1 2 4 5 6 7 
concentration of sellers 1 2 3 4 5 6 7 
replated 1 2 3 4 5 6 7 
nsk 1 2 3 4 5 o 7 
maturity 1 2 3 4 5 6 7 
pnce competition 1 2 3 4 5 6 7 
culhuai similarin; -i " - 3 4 5 6 

Resources available for esporting 
financial resources for development 1 2 3 4 5 6 7 
management commivnent 1 2 3 4 5 6 7 
planning time i 2 3 4 5 6 7 
mana~ement involvement I - 'l 3 4 J z 6 7 

Marketing ernphaxis in exporting 
product I 2 3 4 5 6 7 
senice 1 2 3 1 5 6 7 
pnce I A 7 3 4 5 6 7 
training 1 2 3 4 5 6 7 
problem sohing 1 2 3 4 5 6 - 
gaining new customers 1 - 7 3 4 5 6 7 
astaining customers 1 2 3 4 5 6 " 

puover  of sales m o l e  in vou corninns 1 2 3 3 5 6 7 
vour  export customer* 

frequency of orders 1 2 3 4 5 6 7 
rumover of customers 1 2 3 4 5 6 7 
rumover of buses in customer's firm 1 2 3 4 5 6 7 
price sensitivity 1 2 3 4 5 6 7 
level of customer information kept I 2 3 4 5 6 7 
commitment to pour company 1 2 3 4 5 6 7 
number of m l e  in contaa with customer 1 2 3 4 5 6 7 

Cooniination between your compauy departments 
sales and marketing 1 2 3 4 5 6 7 
sales and finance 1 2 3 4 5 6 - 
sales and production 1 2 3 4 5 6 7 
all d e m e n t s  1 2 3 1 5 6 7 

Technology level 
communication techno lo^ 1 2 3 4 5 6 7 
computer technology 1 a. 3 4 5 6 7 
mentom technolom- 1 2 3 4 5 6 7 

Castomer involvement in 
mutual decision making 1 - 3 3 4 5 6 7 
m u m  orobiem solvino 1 2 3 4 5 6 7 

Resource sharing with your erport N t o r n e r  
=earth and development 1 2 3 4 5 6 7 
~ 4 p w m  1 2 3 4 5 6 7 
plant and facilitv 1 - 7 3 4 5 6 7 
&enrol). rrmagement 1 2 3 1 5 6 7 
promotional expenses 1 2 3 4 5 6 7 



Appendix 4. Questionnaire 

1 1. For vour cornDanv please the number that describes the following: 

Communication with average customer RARELY FREQUENTLY 
contact with average customer 1 2 3 4 5 6 7 

mail 1 2 3 4 5 6 7 
fau machine 1 - 7 3 4 5 6 ? 
telephone 1 - 7 3 4 5 6 7 
conference calls 1 2 3 4 5 6 7 
sideo conferenane 1 2 3 4 5 6 7 
e-mail 1 2 3 4 ., 6 7 c 

internet home page 1 - 7 3 4 5 6 7 
personal visits to country 1 2 3 4 5 6 7 

1 3 4 5 6 socializinr! outside of work 2 
-, 
I 

Sharing of information with your export rustomer 
goals of either company 1 2 3 4 5 6 7 
product development 1 2 3 4 5 6 7 
market emansion 1 2 3 4 5 6 7 , 

Customer complaint handling 
passed on to another p e ~ n  in the fin 1 2 3 4 5 6 7 
handled immediateh bv receiver 1 2 3 4 5 6 " 

Treatment of customer 
I look at the lifetime *due of my customer 1 - 7 3 4 5 6 7 
I am ~i l l i ng  to invest rime in a astome; 1 L 3 4 5 6 7 
I am willine to invest monev in a cunomer 1 2 3 4 5 6 7 

Gratuities given to customers 
thank-you notes 1 2 3 4 5 6 7 
holiday cards or birthday cards 1 - 7 3 4 5 6 7 
presents given I 2 3 1 5 6 7 
free samoles 1 2 3 1 5 6 7 

Customer feedback from 
customer satisfaction suruey 1 - 7 3 4 5 6 7 
marketing research 1 2 3 4 5 6 7 
complainr boxes 1 - 7 3 4 5 6 7 
conversations with customer 1 2 3 4 5 6 7 

12. Please* the number h a t  best represents the following in your company: 
Cudomer Relationship anommous 1 2 3 4 5 6 7 well known 

short term 1 2 3 4 5 6 7 long term 
formal 1 2 3 4 5 6 7 informal 

Company Expon Policies 
paynenr terms nandar- 1 - 7 3 4 5 6 7 flexible 
product nandardtzed 1 2 3 4 5 6 7 customized 
packaging standardizgci 1 2 3 4 5 6 7 customized 
contract f o d i z e d  I 2 3 4 5 6 7 flexible 

integration of company database 
(For e.xamp1e a integnsed database would be continuously accessed and updated by all departments in a firm) 

low 1 Z 5 4 5 6 7 high 
Training 
amount of ~ e m r a e i  in company txained on cunomer senice outside of sales department 

f-w 1 2 3 4 5 6 7 manv 
SaIesdepamnentuaining low 1 2 3 1 5 6 7 high 



Appendix 4. Cluestionnaire 

14. Place an X on the line where it desaibes the m b e r  of emuloves in your firm: 

15. Place an X on the line when it desa-&es the -of your company: 

Sl00m Wpa SlmiUim S5n31ian SlOmiDian S3Omillion S50miUicm SlOOmillion SSOOmillian 

17. Pkrce an X on the line where it desaibes yotu company's exwrt sales in dollars per year 

18. Place an X on the line where it describes the percentage of exports to total sales per year 

0 % 10 % 20% 30% 40% 50% 60% 70% 80% 90% 100% 

!9. Please check the category that desaibes the profits to the firm contributed from exwrts: 

loo % 

20. What is your company's expected gowth in erport sales for the next year? X 

3. Whatwasyourgrowthinexpa+tdesfmmt)lehsty~? % 

'2 Please rank the overall level of your export success: 
LOW 1 2 3 4  5 6 7 HIGH 

3. Please rate the importance to management of the fonowing reasons for exporting? 

Not important 
gain a foothold in another market 
increase awareness of product or company 
reepond to competitive pressurr 
improve company's market share position 
mcrease piitability of the company 
respond to engairies from abroad 
get rid of excess inventory 
oths, please specify 

Very important 
3  4  5 6 7 
3  4  5  6 7 
3 4 5  6 7 
3 4 5 6  ? 
3  4  5 6 7 
3 4  5 6 7 
3 4 5 6  7 
3  4  5 6 7 

22. What is your position in the firm? 

3. Does your company use a contract for export ordw? - Y E S N O  time length of contract?-on& 

Thank-you fbr your help 

Simon Fraser University Bumaby, BC V5A1S6 
hculty of Bl&ness Administration Telephone (604) 291-3708 



&pen& - 5. Cover Letter Included with Survey 

Susan Jarema 
Faculty of Business Administration 
Graduate Studies 

SIMON FRASER UNIVERSITY 
Burnaby, British Columbia 
V5A 1 S6, Canada 
Tel(604) 29 1-3708 
Fax (604) 291-4920 

Attention: EXPORT MANAGER 

COMPANY NAME 
ADDRESS 
E L  
FAX 

Feb. 29th, 1996 

Dear NAME, 

We are conducting a survey in Western Canada on export performance. We received your 
name as a participant from the BOSS directory from a select number of B.C 
manufacturers involved in exporting. 

Your participation is very important for us to have a representative sample and will be 
entirely confidential. It should only take about 10 minutes to fill in the accompanying 
questionnaire. Please return it by fax to HOME FAX# or the above fax number or 
address. 

If you are interested in the results of this study, please include your name and fax number 
when you return the survey and I will be happy to forward a copy when my thesis is 
complete. I hope that you will find the resuits helphl for your business. 

If there are any questions you can contact Susan Jarema at E L #  or fax FAX# or address 
any concerns to my Senior Supervisor Dr. Hemant Merchant at the address above. 

Please return the completed questionmire at your earliest convenience. I appreciate 
greatly your help in my research. I hope very much you can find a few minutes to fill in 
the questionnaire. 

Sincerely, 

Susan Jarema 
MBA Candidate 



Appendix - 6a. Explanation of Variables not Included in the Analysis 

MKTGI: Ma.;keting emphasis on product. It was intended that this variable would 
factor with other transaction approach variables. However it did not load as expected 
and had a weak loading on factor 18 (0.579). The scree plot and eigenvalues suggested 
that twelve factors should be used. 

CUST6, CUST1, CUST7, CUST5: frequency of orders, level of customer information 
kept, customer commitment, number of people in contact with customer. These 
variables factored together in Factor 14 with relatively low loadings (0.745,0.539,0.358, 
0.357), interpretability was poor and they moved around among factors as the number 
of factors were modified from 18. 

RESHAR1: resource sharing of promotional expenses. This variable factor loading with 
other types of resource s h a ~ g  was low (0.469). This may be because promotional 
materials are often shared by manufacturers and is not solely representative of a 
relationship marketiig approach. 

COM14, COM15: complaints passed on to another person, complaints handled 
immediately. These variables were intended to measure opposite ends of a continuum 
however many firms responded high to both. Also the measurement does not work 
well in a sample with a diversity of firm sizes 

COM22: free samples. This variable was intended to load with the factor gratuities and 
thanks however it loaded at 0.377 with customer contact. Free samples are more 
dependent on the type of product sold and on contact with the customer. 

COM23, COM24, COM25: customer satisfaction survey, marketing research and 
complaint boxes. Theses variables were intended to measure transactionai i-narketing 
research approaches versus relational conversation with customers. However 
successful companies actually may use a combination of both. Complaint boxes are 
rarely used by manufacturers. 

CUST12: formal and informal procedures. This variable loaded at 0.364 with 
formalization of policies rather than with the types of customer relationship variables. 

TRAIN2 Both TRAIN1 and TRAIN2 did not load highly with any expected factors. 



Appendix 6,. Explanation of Variables Used Separatelv 
in the Analysis 

The following variables did not load well with other factors but are felt to be 
critical to a relationship marketing approach. These were used as individual 
variable scores separately in the model. 

MK-TG6: gaining new customers. This variable is an important transaction 
marketing approach dimension. 

Mf(TG'7: retaining customers. This variable is an important relationship 
marketing a~proach dimension. 

COM9: personal visits, This variable has been found to be signhcant in other 
research. 

CUM? 0: socializing outside of work. This variable was of interest to the author 
especially because many business transactions in Asian countries are based on 
infoma! relations outside of business. 

COM15: complaints handled immediately by the receiver. This variable was 
suggested to be a relationship marketing approach dimension in research. 

COM26: feedback from conversations with customers. This variable was 
suggested to be a relationship mafketing approach dimension in research. 

TFWNl: training of ail persome1 on customer service. Training should be an 
important element in a l i  marketing strategy implementation programs because it 
is the staff who interact with customers and ultimately make things happen. 



-4ppendix 7a Totid Fffect Cddations sf P31 for FZIU Export Intensity 
- 

Modek Path Through Mana~ement Commitment 

DIRECT P31 0.122177 
TOT XNDIREC P21*P32 0.1786 
TOTAL EFFECTS: 0.3008 

INDIRECT 
P2 1 P32 TOTAL 

0.1857 * -0.0171 8.0032 



Appendix ?b Tow Effect Caldations of P ~ I  dm Full Export Intensity 
Model: Path Through Technolow in the Firm 

DIRECT P31 - 0 . 2 ~ 9 5  " 
TOT INZ)IREC PZ"P32 0.1130 
TOTAL EFFECTS: -0.1130 

INDIRECT 
P2 1 P32 TOTAL 

0.0133 -2.om -0.0002 



Appendix 7c Total Effect Calculations of PSI for Full Export Intensity 
Model: Path l%ron& Export Experience - - 

DIRECT P31 -0.00521 
TOT INDIREC P2l*P32 -0.0356 
TOTAL EFFECTS: -0.0409 

P2 1 P32 TOTAL 
0.0419 -o.om -0.0007 



Appendix 7d Total Effect Calculations of Pn for F d  Export IntensifY 
Model: Path Throunh Organizational Commitment of Financial Resources 

DIRECT P31 0.108519 
TQT I N D E C  PZ1*P32 -0.0436 
TOTAL EFFECTS: 0.0649 

INDIRECT 
P2 1 P32 TOTAL 
-0.1153 -0.0171 0.0020 
-0.0640 -0.1771 0.0113 
-0.G57 -0.0972 0.0054 
-0.0970 0.0705 -0.0068 
0.1339 -0.0106 -0.M-4 
0.0830 0.0770 0.0065 
-0.0391 -0.1139 0.0045 
0.0702 -0.2661 " -0.0187 
0.0838 -0.0365 -0.0031 
0.0362 0.0029 0.0001 
-0.1155 0.2119 * -0.0243 
0.0032 0.1471 0.0005 
-0.0346 0.2849 " -0.0099 
-0.0163 -0.M15 0.0002 
-0.0243 0.1344 -0.0033 
-0.0796 -0.1677 0.0133 
-0.0251 0.0815 -0.0020 
-0.0482 0.iU -0.0079 
-0.0313 -0.0649 0.0020 

-0.0436 



Appendix 7e Totiif Effect Calculations of PB for Full Export Intensity 
Mod& Path Thfoftgh - Small Sized Eiffns 

DIRECT P31 0.058689 
TOT INDIREC P21*P32 -0.1197 
TOTAL EFFECTS: -0.0610 

INDIRECT 
P21 P32 TOTAL 

0.1112 -0.0171 -0.0019 
-0.1910 * -0.1771 0.0338 
-0.0992 -0.0972 0.0096 
0.0227 0.0705 0.0016 
0.0895 -0.0106 -0.0009 
-0.0489 0.0770 -0.0038 
0.2056 * -0.1139 -0.0234 
0.1526 -0.2661 " -0.0406 
0.1847 -0.0365 -0.0067 
0.0555 0.0029 0.0002 
-0.1520 0.2119 * -0.0322 
0.2205 * 0.1471 0.0324 
-0.1603 0.2849 " -0.0457 
-0.1257 -0.0115 0.m4 
0.2191 * 0.1344 0.0294 
0.1646 -0.1677 -0.0276 
0.0243 0.0815 0.0020 
0.0255 0.1644 0.0042 
0.1295 -0.0649 -0.0084 

-0.1197 



Appendix 7f Totid Effect Calculations of PPI for FtlfP Export Intensity 
Modek Path Through Medium Sized Firms 

DIRECT P31 0.006551 
TOT INDIREC P2l*P32 -0.0243 
TOTAL EFFECTS: -0.0178 

INDIRECT 
P2 1 P32 TOTAL 

0.1916 * -0.om -0.0033 



Appendix - 8a Total Effect Cdcdations of PSI for Full Level of Export 
Success Modek Path Through Management Commitment 

DERECf P31 0.13611 3 
TOT INDIREC PZl'P32 0.1460 
TOTAL EFFECTS 0.2821 

P21 P32 TOTAL 
0.1857 * 0.0349 0.0065 



Appendix 8b Total Effect Calculations of P31 for Full Level of Export 
Success Modef: Path Through - Technolow in the Firm 

DIRECT P31 -0.12647 
TOT INDIREC P21*P32 0.0658 
TOTAL EFFECTS: -0,0607 

INDIRECT 
P2 1 P32 TOTAL 

0.0133 0.0349 0 . W  



Appendix 8c Total Effect Calculations of P31 for Full Level of Export Success 
Modef:: Pafh k a &  Organizational Commitment of Financial Resources - 

DIRECT P31 0.086216 
TOT INDIEC P21*P32 -0.0506 
TOTAL EFFECTS: 0.0356 

INDIRECT 
P21 P32 TOTAL 

0.0419 0.0349 0.0815 



Appendix 8d Total Effect Calculations of Pjl for Full Level of Export 
Success Model: Path Through Export Experience 

DIRECI' P31 U.04016 
TOT INDIREC P21*P32 -0.0315 
TOTAL EFFECTS: 0.0087 

F1OCUSRE 
FllPRTCE 
Fl2COMM 
FlCOORD 
F m H A R  
F3SHARIN 
F4POSrn 
F5CUSTR 
F6TURNOV 
F7RMDIM 
FSTHANKS 
F9CUSINV 
COM9 
COMlO 
CUM15 
COM26 
MKTG6 
MKTG7 
TRAIN1 

I N D E C T  
P2 1 P32 TOTAL 

-0.1153 0.0349 -0.0040 



Appendix tie Total Effect Cdcdations of Pa for Full Level of Export 
Snccess Model: Path Through Small Sized Firms 

DIRECT P31 -0.20022 
TOT INDIREC PZl"P32 -0.0923 
TOTAL EFFECTS: -0.2930 

INDIRECT 

FlKUSRE 
MIPRICE 
Fl2COMM 
MCOORD 
FmHAf i :  
F3SHARIN 
F 4 P O r n  
F5CUSTR 
F6TURNOV 
F7RMDIM 
F8THANK!j 
FSCUSINV 
COM9 
COMlO 
COM15 
COM26 
MKTG6 
MKTG7 
TRAIN1 

P2 1 P32 TOTAL 
0.1112 0.0349 0.0039 



Appendix 8f Total Effect Calculations of Pn for Full Level of Export 
Success Model: Path Through Medium Sized Firms 

DIRECT P31 -0.14881 
TOT INDIREC P21*P32 -0.0070 
TOTAL EFFECTS: -0.1558 

INDIRECT 
P2 1 P32 TOTAL 

0.1916 * 0.0349 0.0067 



Appendix 9 Path Coeifficients and Significance Levels for Export 
Performance Regressed - on Relationship market in^ Variables for Revised 

Emort Intensity Model 

Final Revised Model After Checking For Multicofiearity 

DEPENDENT VAI(IABr& 

INDEPENDENT VARIABLES 
PERSONAL VISITS (COM9) 
CUSTOh4ER TREATMENT (F5CUSTR) 
IIETADJING CUSTOMERS (MKTG7) 

INTENSITY 
R square 0.3900 
Adj X square 0.1500 
F 8.2200 
Sig F 0.0000 

Revised Model Before Testing For Mdticollinearity 

INDEPENDENT VARIABLE 

DEPENDENTS 
PERSONAL VISITS (COM9) 
CUSTOMEB TREATMENT (F5CUSTR) 
RETAINING CUSTOMERS (MKIIG7) 
COMPLAINTS HANDLED IMMF!DIATELY (COM15) 

B Beta Std Sig T 
5.7900 0.3100 0.0000 

-3.9300 -0.1400 0.1000 
5.0900 0.2100 0.0100 

INTENSrn 
R square 0.1700 
Adj R square 0.1400 
F 6.7700 
Sig F 0.0000 

B BetaStd SigT 
5.6500 0.3000 0.0000 
4.8000 -0.1700 0.0500 
4.5200 0.1900 0.0300 
2.4300 0.1300 0.1400 



Appendix I0 Total Effect Calculations of Pa for Final Revised Export 
lntensitv Model 

REVISED MODEX. 1NTENSll-Y 

PATH F2-1RES (MANAGEMENT CO-+A27 ?HROUGH RM 
DIRECT P31 0.178561 
TOT INDIRECI' P21*P32 0.1707 
TOTAL EFFECTS: 0.3493 

INDIRECT 
P2 1 P32 TOTAL 

F5CUSTR 0.2510 - -0.1655 ' -0.0415 
COM9 0.5140 " 0.2575 " 0.1324 
NiKTG7 0.3410 " 0.2343 *" 0.0799 

TOTAL 0.1707 

PATH F2-2TEC (TECHNOLOGY IN THE FIRM) THROUGH RM 
DIRECT P31 -0.2000 " 
TOT INDIRECT P21*P32 0.0678 
TOTAL EFFECTS: -0.1322 

lNDIiiEcT 
P2 1 P32 TOTAL 

FSCUSTR 0.0710 -0.1655 -0.0118 
C O i i  0.0850 0.2575 " 0.0219 
MKTG7 0.2460 " 0.2343 " 0.0576 

TOTAL 0.0678 

PATH DUMSZEi-2 (MEDIUM SIZED FERMS) THROUGH RM 
DIRECT P31 0.0066 
TOT INDIRECT P21"P32 0.0450 
TOTAL EFFECT5 0.0515 

INDIRECT 
n- 7 
I L s  P32 TOTAL 

F5CUSTR 0.1,230 -0.1655 * 4.0204 
COM9 0.1500 * 0.2575 " 0.0386 
MKTC-? 0.?340 0.2343 " 0.0267 

TOTAL 0.04~0 

Sigruficance level 

" c.05 



Appendix 11 Path Coeifficients and Sinnificance Levels for Export 
Performance Regressed on Relationship Marketinn Variables for Revised 

Level of Success Model 

Final Revised Model After Checking For Multicollinea&y 

DEPENDENT VARIABE: 

INDEPENCENT VARIABLES 
PERsoNAL VISITS (COM9) 
RETAINING CUSTOMERS (MKTG7) 
GMNG T H M  (F8THANKS) 

Success 
R square 0.4700 
Adj R square 0.2200 
F 12.8900 
Sig F 0.0000 

Revised Model Before Testing For Multicollinearity 

DEPENDENT VARIABLE. 

INDEPENDENT VARIABLES 
PERSONAL VISl"I'?j (COM9) 
G N a G  THANKS (F8THANKS) 
RESOURCE SHARING (F2RESHAR) 
FEEDBACK FROM CONVERSATIONS (COM26) 

B Beta Std SigT 
0.2700 0.2800 0.0000 
0.2700 0.2200 0.0100 
0.1600 0.1500 0.0500 

success 
R square 0.4700 
Adj R square 0.2200 
F 12.8900 
Sig F 0.0000 

B Beta Std Sig T 
0.3500 8.3600 0.0000 
0.2400 0.2300 0.0100 

-0.1600 -0.1300 0.1100 
-0.1000 -0.0800 0.3100 



Appendix 12 Totd Effect Calculations of P31 for Final Revised Level of 
Export Snccess Model 

FEVBED MODEL SUCCESS 

PATH F2-IRES (MANAGEMENT COMMITMEhq THROUGH RM 
DIRECT F3l 0.1789 * 
TOT INDIRECT P21*P32 0.1796 
TOTAL EFFECTS: 0.3585 

INDIRECT 
P2 1 P32 TOTAL 

F8THANKS 0.WO 0.1555 * 0.0142 
COM9 0.5080 " 0.1888 * 0.0959 
MKTG7 03770 " 0.1543 0.0695 

TOTAL 0.1796 

PATH DUMSEJ (SMALL SIZED FIRMS) THROUGH RM 
DIRECT P31 -0.1'352 
TOT INDIRECT P2l*P32 -0.0118 
TOTAL EFFECIS -0.2070 

INDIRECT 
P2 1 P32 TOTAL 

F8THANKS -0.1490 0.1555 * -0.0232 
COM9 0.0280 0.1888 0.0053 
MKTG7 0.0330 0.1843 0.0061 

TOTAL -0.0118 

PATH DUMSZ-2 (MEDIUM SIZED FIRMS) THROUGH RM 
DIRECT I31 -0.2461 " 
TOT INDIRECT P21*P32 0.0116 
TOTAL EFFECTS: -0.2345 

INDIRECT 
P2 1 P32 TOTAL 

F8THAWKS -0.0040 0.1555 * -0.0006 
COM9 0.0860 0.1888 * 0.0162 
MKTG7 4.0220 0.1843 * -0.0041 

TOTAL 0.0116 

Significance level 
"c.01 
" c.05 



Appendix 13 Calculation of Identity Matrix and Chi Square 

INTENSITY MODEL 
B dete t h@Eter) N k N-1 (2K+5)/6 Chi squar P m b  

0-5107 -0.6720 lZ.0000 6.0000 120.0000 28333 78.7309 0.0000 

%!- MQD!zL 
deteTminant h(DEter) N k N-1 (2K+5)/6 Chi squar Prob 

0.5348 -0.6073 121.0000 6.0000 120.01K#) 28333 7l.1574 0.0000 

M-1 RES DSIZEl DSW F8THANKCOMQ MICE7 SUCCESS 
n-1RES 1 .0000 0.0000 0.0000 0.1594 -0.2824 -0.1457 0.0273 
W Z E ~  O-OQOO 1.0000 0.0000 0.1570 -0.2286 -0.1736 -0.2114 
DsEEt 0.0000 0 . 0  1.0000 0.1721 -0.OZ6 0.2378 0.3782 
FL(THANKS 0.1594 0.13D 0 . l m  I.MKXI ~.t>ooo O.~BXI -0.0952 
COM9 -0.2824 -0.2286 -0.Cm5 0.0000 1.0000 0.0000 0.0623 
h4mK7 4.1540 4.1736 0.2378 0.0000 0.0000 1.0000 0.0162 
S€RxFSS 0.0273 -0.X14 03782 -0.0952 0.0623 O.Ol62 1.0000 


