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Abstract

In this study the scale developed by Cavusgil and Zou (1994) is replicated and the whole model is
tested in Thailand. As with the Cavusgil and Zou (1994) study, the present study considers a
comprehensive set of potential determinants of export marketing performance and the unit of analysis
is the individual product-market export venture of firms exporting to businesses in foreign markets.
Data were gathered via a mail survey and the results support the contention that the intensity of
competition, management commitment, export market characteristics and product characteristics are
significant determinants of export marketing performance and influence marketing strategy.
However, cultural similarity and marketing strategy were only weakly related to marketing
performance.

Introduction

For significant advances in export marketing theory to be achieved a more integrated approach needs
to be taken to the conceptualisation and measurement of the determinants of export marketing
performance (Cavusgil and Zou, 1994) and marketing strategy. A fundamental part of such an
approach is the validation of measurement scales across different national settings. The validation of
measurement scales can play an important part in advancing marketing theory by establishing external
validity. Issues related to the determinants of a firm’s export performance and how performance in
export markets can be improved have received considerable attention in recent years (Aaby and Slater,
1989: Cavusgil and Zou, 1994; Styles, 1998; Zou, Taylor and Osland, 1998). It is widely recognised
that success in a domestic market does not guarantee success in foreign markets and that unique
strategies are needed to succeed in export markets (Cavusgil and Zou, 1994). As a result, it is not
surprising to find a growing body of research attempting to link export performance to firm-specific
characteristics (Diamantopoulos and Schlegelmilch, 1994), product characteristics (Cavusgil, Zou and
Naidu, 1993), export market characteristics (Dominguez and Sequeira, 1993), and export marketing
strategy (Cavusgil and Zou, 1994).

Whilst such efforts do add value, there is growing recognition and underlying concems being raised as
export performance has been measured by a wide variety of indicators, including, sales, market
growth, market share, profitability, return on investment, attainment of export goals and perceived
satisfaction. With such varied approaches to performance measurement, the findings of different
export studies are difficult to compare, impairing knowledge development and consensus on what are
the determinants or drivers of performance.

Another important issue regarding the current body of research is that the majority of exporting studies
to date have been conducted in developed countries (e.g., the United States, Canada and Westem
European countries) with very little attention given to developing countries, especially those in South
East Asia. The performance measures used in previous studies often reflect the unique emphasis that
different countries place on exporting. Given the paucity of exporting studies in the South East Asian
countries, the purpose of the present study is to examine export performance and the determinants of
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In the same year as Wilkie and Moore published their analysis of marketing’s contributions to society,
Hill and Adrangi (1999) published their analysis of global poverty. Their analysis of UN data on human
development and human poverty shows that aimost one-third of the world’s population live in low human
development conditions and are income poor, die prematurely, and lack access to formal education (p. 144).
Both sets of authors just mentioned support the notion that marketing in practice and as an academic discipline
should focus on improvement of economic well-being or as the case may be, poverty reduction. It is clear that
the discipline accepts this responsibility and that much of the work will be done in the areas of consumer
behavior and public policy in marketing.

In addition to a focus on economic well-being, the consumer behavior discipline is also calling for an
examination of marketing’s role in subjective well-being. Borgmann (2000), writing on the moral complexion
of consumption, finds that consumers fin rich and productive countries] have become degraded by the nature of
their consumption. Reliance on devices to solve problems and the material “quick-fix” has left consumers
disengaged from “focal things and practices” that once gave life meaning. Borgmann explains that prosperity
can be divided into “wealth” and “affluence” with wealth being social arrangements that allow engagement with
the things in life that matter and affluence being the social condition that encourages potentially unfulfilling
consumption. In psychology, the same theme is found in Csikszentmihalyi’s work titled “If We Are So Rich,
Why Aren’t We Happy?” (1999). According to Csikszentmihaliyi, material well-being has an ambiguous
relationship to subjective well-being in part because individuals tend to think in terms of their “relative
deprivation” and compare themselves to those who have the most in society. Thus as income disparities in
developed couniries widen, more populations are unhappy and as the wealthy lifestyle is communicated in
worldwide media, all nations can make comparison with the very rich and become dissatisfied.

In summary, economic or material well-being and subjective well-being should be substantive foci for
cross-cultural consumer behavior researchers. The study of materialism has already begun {e.g., see Ger and
Belk 1990, 1996) but what is needed are studies aimed at discovering ways that material well-being and
subjective well being can be market driven. Forgiving the cliché, we need win-win consumption. Consumer
behavior researchers have a role to play in helping more of the world’s population become free from real and
psychological poverty. As Borgmann (2000) states, “extravagant consumption ties up weaith that should be
used to help the poor” (p. 419). Moreover extravagant consumption does not make those extravagant consumers
happier.

Market Structure and Policy

From an international marketing perspective, a great deal of consideration is given to different aspects of
market structures (e.g., number and size of retailers, level of competition, role of government), in fact; a study of
structure and policy at the macro level is central in any market analysis. However, much less attention is paid
to consumer behavior strategies to cope with structure or policy which is at variance with their individual
consumer goals. For example, the concept of outshopping, shopping outside the local market, has received very
little attention in the studies reviewed here. International outshopping has been studied along the US-Mexico
border using survey research (Dawson and Garland 1983) and more recently the UK-Republic of Ireland border
using an ethnographic approach (Wilson 1993). Shopping forays from one country to another are often inspired
by dissatisfaction with local market conditions {¢.g., price and selection) and ebb and flow as relative currency
values change and as economic policies such as those related to excise duties are imposed or lifted. The
presence of outshopping often implies a unique consumer behavior pattern and a developed consumer
infrastructure specifically accommodating to the behavior. Wilson (1993, p. 296) describes this behavior for a
small Irish border town: "Newry retailers recall that throughout the early part of the decade it was not
uncommon to have busloads of shoppers arrive from as far away as Cork, at the southern tip of Ireland and full
cight hour round trip away, unload for a frenzied few hours of shopping, eating and drinking, and depart with
shopping bags full of cigarettes, spirits, beer, and a few toys as wee gifts.”

In considering the routes consumers take around market structure and policy, we are also required to
look at the "dark side” of international consumer behavior including individual arbitrage and smuggling. Price
related arbitrage between markets often times begins with an individual entrepreneur posing as a consumer in
one country and then acting as a grey or black market trader in another country. Multinational corporations
often show interest in large-scale arbitrage but suitcase entrepreneurial activity is mainly the concern of boarder
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