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Abstract
The general objective of this research is to examine factors that influence the export marketing

performance of export Companies in Ethiopia, 2020. This study was conducted at the export
companies operating in the Ethiopian, 2020. The cross-sectional design with a quantitative
approach was used and the data were collected using the field survey method at one point in
time for two months. In this study, 172 managers/owners were included during data analysis,
and frequency distribution of the respondents’ and firms’ profile, Export market performance
variable result was explored and presented using tables and a figure. Logistic regression was
used at 95% CI to identify the degree of the positive influences and the associations existed
between the outcome and covariates & those variables with P-value < 0.05 were reported and
considered as statistically significant. A total of 172 respondents were interviewed and of those
134(77.90%) were males. The response rate was recorded to be 77.83%. The overall Export
Marketing Performance (EMP) accounted for 105 (61%) [54.1% - 68.6%]. Six independent
variables were used for logistic regression analysis. These variables were “CEP, EMSC,
PUEMS, FMC, MO, and EO”. However, the result revealed that all of these independent
variables were found to have no positive influence and have no significant association with the
Export Marketing Performance and all the P-values were found to be >0.05. The level of the
overall export marketing performance of export Companies in Ethiopia reveals a considerable
higher finding. However, there was no positive influence and no significant associations were
found between export marketing performance and independent variables. Therefore, further
studies should be conducted by including more and other additional factor variables that haven’t

been addressed in this study.

Key words: Ethiopian Export, Export marketing performance, Determinant of export marketing

performance
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Chapter One Introduction

1.1. Introduction

In this chapter, the overview of the study will be addressed. And it also provides a
description of the statement of the problem, research questions, objectives of the study,
significance of the study, limitations and delimitations of the study.

1.2. Background of the study

During the last four decades, international markets have undergone tremendous changes
with far reaching implications. Global political, social and economic trends during this time
have created major business opportunities and challenges for international marketers.

(Ricky, 2011)

The international marketplace has become increasingly turbulent at the same time that
globalization is progressing. The entrepreneurial innovations and technological advances have
resulted in the development of new products, services, and ways of doing business. These
changes, coupled with the increased speed with which they cross borders, have reduced barriers

to trade and increased competition and economic turbulence. (Gerald, et al, 2016)

All of these major changes in international business have contributed to increasing opportunities
and competition in the international marketplace. New products, services and business models
are being created; improvements in logistics facilitate faster and less expensive means of moving
goods; and reduced barriers to trade and investment enable more companies to expand
internationally and increase exports. The increasing opportunities are, of course, accompanied by
increasing competition across borders. This has also meant that most companies must continually
develop new and improved products, services, and/or ways of doing business in order to meet the
intensified competition. (Gerald et al, 2016)

Exporting is the most common market entry mode for small and medium-size companies, and is
widely used by all large enterprises. Export of goods and services represents the value of all
goods and other market services provided to the rest of the world. They include the value of

merchandise, freight, insurance, transport, travel, royalties, license fees and other services. Such
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as communication, construction, financial, information, business, personal and government
services. They exclude compensation of employees and investment income (formally called

factor services) and transfer payments. (World Bank, 2014)

Ethiopia exporting of goods and services (% of GDP) has declined over the past years. Export of
goods declined by 2.92 percent in 2012 from the previous years and further declined through the
years with its lowest in the year 2017 with 7.63(% of GDP). It had a small increase in 2018 with
8.367(% of GDP), but it is almost half of the export of goods and services (% of GDP) of the
year 2011 with 16.687(% of GDP). (World Bank, 2014)

Marketing effectively to and in foreign environments requires that the international marketing
manager acquire a clear understanding of each target market, the differences that exist, and what
must be done to accommodate the differences. As part of the solution to address the declining
export performance, and to meet the challenges and opportunities of the rapidly
globalizing markets, Ethiopia can improve its international competitiveness by increasing
the quality of management skills and knowledge in international marketing; and bolstering

research, development and innovation.

According to many researchers the factors that influence export marketing performance
are firm characteristics (Bategek,2010, Niaz;2019, Deribe;2019), export marketing
strategy(Hamza;2014,Abdul; 2012), Product characteristics(Cavusgil, Zou and Naidu;1993,
Eyalachew; 2018), market orientation(Sefnedi et al; 2014, Ku-Ho et al;2014), market
characteristics ( Julian and O’cass;2004) and Entrepreneurial orientation( Christopher and
Charles;2008, John; 2009). Therefore, the researcher will try to investigate the influence of

these factors under the Ethiopian exporting firms export marketing performance.
1.2 Statement of the problem

Porter (1990b) has asserted that it is a firm’s possession of competitive advantage that
derives performance. Even though Ethiopia exports 74 product with revealed competitive
advantage Ethiopia lags behind peers in global competitiveness rankings and its
performance on a declining trend. According to (Klaus, 2019), Ethiopia ranks 126t out of

141 countries in the world. This is behind most of it peers in sub-Saharan African such as
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Rwanda (100th), Zambia(120t), Kenya (95t) Tanzania(117t%*) and Uganda(115t). Ethiopia
ranking dropped by 4 places over the past year.

According to World Bank (2014) Ethiopia exporters are poorly diversified both in terms of
product and destination. They exhibit significantly lower number of HS 6- digit products
exported per firm than comparable countries and In cross country comparison with over
100 countries Ethiopia has lower-than expected entrepreneurs, lagging behind countries
like Uganda, Kenya, Rwanda and Zambia. This poor diversification performance is also
explained by the absence of few highly diversified multi-product multi destination export

superstars dominating exports, a phenomenon commonly observed in other countries.

Moreover, more than “what” is being exported it is the “how” that is hindering the export
potential of Ethiopia. There is scope for improving the quality of existing commodity
exports, through basic value addition, such as coffee wet processing or machine flaying of
animal skins. Even in products with a revealed product comparative advantage, little
upgrading or branding has occurred to earn higher value per unit over time. By starting to
compete on the quality of existing commodity exports (and not just on price), Ethiopia
reduce sensitivity to volatile international prices there by supporting the gradual shift of

products and exports into agro-processing and light manufacturing.(World Bank,2014)

The Ethiopian business environment favors incumbent firms and deters new entrants into
export business and even so, no “export superstar” is emerging. The export sector lacks
dynamism in terms of firm entry and exit. Rather than increasing scale, growing from small
to large, new entrants to the export market are already often relatively well established in
other business such as trading. This may be due to the fact that smaller firms have limited
access to credit, which would have allowed them to increase the scale and scope of their
activities. This is a challenge because rising and dynamic firms often generate more new
jobs than established firms. Other factors such as low entrepreneurship and low regulatory
quality in terms of promoting the private sector may also explain this. However, despite a
favorable environment for incumbents, they are yet to emerge as multi-product and multi-

destination superstars. (World Bank, 2014)
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Understanding these problems this study will try to investigate the factors that influence
the export marketing performance of the export firms in Ethiopia and try to have a solution

for this problem using subjective measurement.
1.3 Research question

To achieve the purpose of the study, the researcher formulated the seven research question
depending on the background and problem statement of the study. The six research

questions of this study are:-

e What are the factors that influence the export marketing performance of exporters
in Ethiopia?

e Does the firm characteristics of exporters in Ethiopia influence their export
marketing performance?

e Does the product characteristics of exporters in Ethiopia influence their export
marketing performance?

e Does the market characteristics of exporters in Ethiopia influence their export
marketing performance?

e Does the market orientation of exporters in Ethiopia influence their export
marketing performance?

e Does the export marketing strategy of exporters in Ethiopia influence their export
marketing performance?

e Does the entrepreneurial orientation of exporters in Ethiopia influence their export

marketing performance?
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1.4 Research objectives

1.4.1 Main objective

The general objective of the study will be to examine factors that influence the export

marketing performance of export Companies in Ethiopia.

1.4.2 specific objectives

- To examine firm characterizes of exporters in Ethiopia and the influence in their
export marketing performance.

- To examine product characterizes of exporters in Ethiopia and the influence in their
export marketing performance.

- To examine market characterizes of exporters in Ethiopia and the influence in their
export marketing performance.

- To examine market orientation of exporters in Ethiopia and the influence in their
export marketing performance.

- To examine export marketing strategy of exporters in Ethiopia and the influence in
their export marketing performance.

- To examine entrepreneurial orientation of exporters in Ethiopia and the influence in

their export marketing performance.

1.5 Scope of the study

Only six internal and external factors are considered in this study i.e. Export marketing
strategy, firm characteristics, product characteristics, market characteristics, market
orientation and entrepreneurial orientation that are under investigation of the factors
influencing the export marketing performance of the exporters in Ethiopia while other

factors are not considered for this study.

Methodologically out of the total of export companies operating in the Ethiopian, only
active exporter that have the capital of 50,000,000.00 or above are selected for this
research purpose and the result might not be representative to show the overall effect

of internal and external marketing factors on export marketing performance.
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Geographically all the exporters selected for this study are enlisted as active exporters

by the Ministry of Trade and located in Ethiopia.
1.6Significance of the study

This study may have contribution to the area of marketing research related to export of
Ethiopia in representing various approach inquires to manage future research. In the
meantime it might add knowledge to the literature and it might be venturing stone for
academicians to carry further investigation on the issue by pointing out the effects of

internal and external factors in export marketing performance.

The study may amplify the contribution of standardizing the right export marketing to
Ethiopian exporters as specially related to the international marketing concept by
trying to show ways that may improve the successful export marketing to exporters in
Ethiopia. The finding of this study may help Ethiopian exporters to improve their
marketing strategies and market approach to meet the needs of their customers in

domestic and international market.

The study may help institutional supporters to have a deeper understanding and
recognition on the problems the exporters face during the export process and
challenges that they may face in their export venture. The recommendation of this
study may be helpful as input for policy makers so that they can assess policies and
regulations in order to make suitable policies and regulations which can enhance the

export performance of the firms or the overall country export performance.

1.7 Limitation of the study

Ethiopia is small, open economy and relatively minor player internationally with 0.14 percent
share of the world GDP in 2018(world trade organization 2019). As this research will be
carried out in Ethiopia only, the finding of this research may not be considered as an
international phenomenon. To determine the validity, these tests need to be replicated with
similar firms in another countries.

Another limitation is that this research will try to identify the factors that affects export

marketing performance and the measure scale of those factors. It doesn’t take into
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consideration the individual weighting that may be assigned by each firm to those factors and
measurement scales.

Also, the research will include only exporters listed with capital of 50,000,000 or above and
doesn’t include the listed company below the stated registered capital.

Finally, the scope of this research is also limited by the research questions this study will

address. All the above limitations are beyond the scope of the research questions.
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Chapter two Literature review

2.1Introduction

In this chapter, a review of the literature from several key international marketing
disciplines will build the theoretical foundation of this study and international trade
theories have been used to explain why trade and investment take place. The focus of this
review is to draw and consolidate knowledge from different yet related literature in an
effort to identify a suitable model of the factors affecting export marketing performance.
Research hypothesis will be drawn from these different related areas which are argued to
contribute to our knowledge of the factors affecting export marketing. The chapter is
prepared in three parts i.e. the theoretical review, the empirical review and the conceptual
frame work.

2.2 Theoretical Review

2.2.1 International Trade Theories

Comparative Advantage Theory

The comparative advantage theory was developed by nineteenth-century British economist
David Ricardo. It states that a country should produce and export those goods and services
for which it is relatively more productive than are other countries, and import those goods
and services for which other countries are relatively more productive than it is (Ricardo
1963)

He argued that trade could be beneficial on the basis of comparative advantage and not just
absolute advantage. Even when a nation has absolute advantage in everything it produces,
it will also have a greater advantage in some goods than others. By choosing to produce
goods in which it has a greater advantage, the more efficient nation can allocate scarce
resources more effectively. The output forgone or opportunity cost is less when resources
are taken away from less advantaged goods and put to use in the production of more
advantaged goods. When each country chooses to produce by specializing on the basis of
lower opportunity cost, the resulting resource allocation would be in accordance with the

principle of comparative advantage. Since economic efficiency among trading nations
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improves as a result of trade based on comparative advantage, countries would be better

off in terms of total wealth after trade (Ricardo 1963).

Developed by two Swedish economists, Eli Hecksher and Bertil Ohlin and known as the
Theory of relative factor endowments or Hecksher-Ohlin Theory, it states that a country
will have a comparative advantage in producing products that intensively use resources
(factors of production) it has in abundance (Heckscher & Ohlin 1991). According to the
Hecksher-Ohlin Theory, factor endowments of resources and labour differ among nations.
Thus, countries export goods that use their most abundant resources intensively and
import the goods that require intensive use of their most scarce factors. The Hecksher-
Ohlin Theory suggests a strong relationship between potential international business
transactions and a nation's endowments of the factors of production. Later on, Hirsch
(1967) adds market size as a potential indicator. He emphasizes the relationship between
international trade, comparative costs, and a nation's market size; stating that countries
that are likely targets for initial exports and sources of early manufacturing competition

have similar domestic markets.

Based on the above theories, advanced economies having similar climate and factor
proportions should not trade with one another since there are no comparative advantages.
However, much trade does occur among developed nations and thus there must be other
variables in addition to factor endowments, which play a significant role in determining
trade volume and practices. Porter (1990b) analyzed over one hundred case studies of
industries in ten leading developed nations, and developed the Theory of National
Competitive Advantage which identified four major determinants of international
competitiveness: (1) factor conditions - the nation’s position in factors of production, such
as skilled labor or infrastructure, necessary to compete in a given industry; (2) demand
conditions - the nature of home demand for the industry’s product or service; (3) related
and supporting industries - the presence or absence in the nation of supplier industries
and related industries that are internationally competitive; and (4) firm strategy, structure,

and rivalry - the conditions in the nation governing how businesses are created, organized
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and managed, and the nature of domestic rivalry. Also identified were chance events and

government influences, which are deemed minor determinants (Porter 1990b).
Product Life Cycle Theory

In the 1960s, researchers Richard Vernon and Louis Wells, Jr. at the Harvard Business
School offered a new explanation of international trade and investment patterns. The new
approach uses the concept of product life cycle (PLC) in marketing and traces the roles of
innovation, market expansion, comparative advantage, and strategic responses of global
rivals in international production, trade and investment decisions (Vernon 1966).
According to Richard Vernon's theory, the international product life cycle consists of three
stages:

1. New product,

2. Maturing product, and

3. standardized product.
In the first stage, the firm develops and introduces an innovative product in response to a
perceived need in the domestic market, with production initially commencing in the
country where its R&D occurred, typically a developed country. In next stage, demand for
the product expands dramatically as consumers recognize its value and the innovating firm
increases its production to satisfy domestic and foreign demand for the product. In the last
stage, the market for the product stabilizes. The product becomes more of a commodity,
and firms are pressured to lower their manufacturing costs by shifting production to
facilities in countries with lower labor costs. As a result, the product begins to be imported
into the innovating firm’s home market.
Such theories analyzed how product innovation in one country leads to cumulative
technological advantages and to trade advantages. The extent and duration of the trade
advantages will depend on the extent of the cumulative advantages for the innovative firm, on the
speed with which demand for the new product spreads, and on the speed with which other
domestic and foreign firms start imitating the new product.
The product life cycle (PLC) model, which is based on this concept, states that products go
through the following four stages (Wells 1968):
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Phase 1: Innovating country export strength builds

Phase 2: Foreign production starts

Phase 3: Foreign production becomes competitive in export markets

Phase 4: Import competition begins in domestic (innovating country) markets.

The product life cycle theory of world trade holds that advanced countries like the United States
(US) play the innovative role in product development. Later on, other relatively advanced
countries take over the market position held by the innovative country (Darlin 1988). The second
stage countries would go through the same cycle as did the innovative country and, in turn,
would lose their markets to the next group of countries, such as third world countries. Thus, a
product initially produced in advanced countries would eventually be produced only in less
developed countries, with the result that the innovating countries would meet the needs for that

product through import from less developed countries (LDCs).

The PLC theory offered an explanation of the timing, the level, and the direction of exports
and investments. The PLC theory also suggests various environmental factors that might be
useful in the development of international marketing strategies. Vernon (1966) and Wells
(1968) suggested that market size and level of economic development were important in
explaining trade and investment patterns in the early and middle stages of the PLC, while
factors of production costs are significant in explaining the role of developing countries in

later stages.
Production Sharing Theory

In the late 1970s, Drucker (1977) introduced a new concept of international business and
trade called Production Sharing. The theory of production sharing suggests that developed
countries will turn to developing countries where the availability of labor is a major asset.
Production sharing offers both the developed and developing countries a chance to share
their resources and strengths for mutual benefit. It also provides an explanation of why
firms develop their international marketing strategy for certain countries even if these
international markets are deemed unattractive through more traditional measures of size

and growth.
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Internalization Theory

The internalization theory provides an economic rationale for the existence of multi-
national corporations (MNCs) and relies heavily on the concept of transaction costs when
internationalizing businesses. Multinational corporations often serve a market across
national boundaries either by exporting from a production facility located in the country of
the parent firm, or from a third country subsidiary or it can set up production facilities in
the market itself. The sourcing decision rests mainly on the costs and benefits to the firm,
taking into consideration industry specific factors (e.g. nature of the product), region
specific factors (e.g. geographic location), nation specific factors (e.g. political climate), and

firm specific factors (e.g. managerial ability to internalize) (Rugman 1997).

The internalization theory primarily focuses on the motives and decision processes within
the multinational firm, but the theory is not fully successful in explaining international
production, partly because its efficiency approach restricts flexibility and applicability.
Decisions on international production, whether related to the location or to the type of
involvement, are strategic decisions and although efficiency elements may play a role, the

strategic aspects are more likely to be prominent (Letto-Gillies 1994).

Nevertheless, this theory supports the fact that international marketing strategy factors are
industry and firm dependent, since it explains that international firm's marketing strategy,

not only to service but also to source products to service other country markets.

2.3Emperical Review

2.3.1 Export performance
Even though there had been increased number of studies that were done concerning export
performance, there has been no uniformly accepted conceptualization and

operationalization of the construct. (Cavusigil and Zou, 1994)

Carlos (2004) reviewed 43 empirical studies concerning export performance measurement
between the years 1998 and 2004 and had discovered as many as 50 different indicators,

but in spite of the large number of different export performance measures, only a few were

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
12| Page



frequently utilized, such as export intensity (export-to-total sales ratio), export sales
growth, export profitability, export market share, satisfaction with overall export
performance, and perceived export success. Other measures, such as return on investment,
quality of distributor relationship, customer satisfaction, and satisfaction with
product/service quality compared to competitors were examined in only one or two

studies.

According to (Julian, CC & Holtedahl, R 2004) export marketing performance has been
measured, principally in three different ways. First by measuring export performance by
using the economic indicator of performance i.e. profit, sales, market share etc. and cited
(Zou, Taylor and osland, 1998) for theoretical justification for using economic indicators by
implying that exporting is part of a firm’s marketing program and performance should be
measured in the same way that marketing operations are measured, in economic and
financial terms. Secondly, measurement of export marketing was through strategic out
comes i.e. expand strategically into foreign markets, gain foothold in the export market or
simply to increase the awareness of our product/company and cited (Cavusgil and Zou.
1994) for theoretical justification for using strategic outcomes by suggesting that firms
have a set of strategic goals as well as economic goals in exporting and the attainment of
strategic goals such as improved competitiveness, increased market share, or
strengthening strategic position should be considered an internal part of export marketing
performance. The third measurement of export performance was under taken through
perceptual or attitudinal measures and his justification for using this approach was that
being positively disposed towards exporting and/or satisfied with exporting operations is a

strong indication of success in exporting.

Katsikeas (2000) identified 50 indicators of performance measurement and included these
indicators in three categories: economic or objective indicators (percentage of export sales,
market share in export, the profit in export, etc.), strategic (number of countries-export
market, new exported products etc.) and subjective (perception of the leaders of its

performance and success in export, etc.).

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
13| Page



2.3.2 Determinates of export performance

Based on the literature review there are six broad groups that influence the export
marketing performance that include firm characteristics (Bategek,2010, Niaz;2019,
Deribe;2019),export marketing strategy(Hamza;2014,Abdul; 2012), Product
characteristics(Cavusgil et al;1993, Eyalachew; 2018), market orientation(Sefnedi et al;
2014, Ku-Ho et al;2014), market characteristics ( Julian and O’cass;2004) and
Entrepreneurial orientation( Christopher and Charles;2008, John; 2009).

Firm Characteristics

According to Bategeke (2010) firm characteristics are one of the elements of export
capability relating to export performance and the demographic characteristics of the firm

has the potential to shape the context in which export activities are conducted.

In their study of Portugal exporters engaged in wine (Niaz et al; 2019) concentrated on the
firm size, age (firm export experience), product efficiency as explanatory variables that
represent the firm characteristics to determine the relationship between firm
characteristics and export performance. Their finding was that firm size was an influential
factor in the export performance of the export performance, but age and product efficiency

didn’t have significant effect on the export performance.

In their study of Modelling the effects of firm-specific and environmental characteristics on
export marketing performance: The case of Thai exporters (O'Cass, A & Julian, CC 2003)
found the important influences of specific firm characteristics and the environment on
overall export marketing performance and indicated that it is important for Thai firm’s
contemplating exporting to another country to be aware of the firm-specific characteristics

that can influence their marketing performance

Julian, CC & Holtedahl, R (2004) also pointed out that Firm characteristics like
management’s international experience, competency and commitment to the venture make

a positive contribution to export marketing performance.
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(Deribe, 2019) has found that firm specific characteristics and Marketing Mix Strategy, had
significantly & positively influences the export performance of Ethiopian Textile and

Garment firms

H1: Firm characteristics influence the export marketing performance of Ethiopian

exporters.
Export marketing strategy

According to many studies (Shamsuddoha and Ali (2006), Cavusgil and Zou (1994), Zou
and Stan (1998) as cited by (Muhammad and Hassen, 2009) firms marketing strategy

influences the export performance.

According to Hamza and Rogia (2014) marketing strategy influences export performance
and it is the ineffective export marketing strategy of Gum Arabic Company (GAC) was the

mainly cause that drop of the exports revenue and lowered Sudan world market share.

Abdul and Nadir 2012 In he’s study found that among in the Pakistan Textile sector top
exporters are serving highest number of markets due to usage of promotional tools and
organizational commitment towards export performance. These top exporters are also
adapting marketing mix elements more than in comparison to medium and small sized
firms in order to enhance their export performance and gain competitive advantage in

international markets

H2: export marketing strategy influences the export marketing performance of

Ethiopian exporters.
Product characteristics

According to (Cavusgil et al, 1993) as cited by (Julian and O'Cass, 2004) marketing
performance of a specific venture in international market is significantly influenced by the

specific product characteristics.

Eyelachew (2018) has pointed out that product quality of exporters of Ethiopian textile and

Garment sector significantly affects their export performance.
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According to TAMIRU(2016) product characteristics were one of the four factors
contributing significantly to the export marketing performance of OCFCU(Oromia Coffee
Farmers’ Cooperative Union) and suggested that managers of the union should make
efforts to adapt their products/services to meet the needs customers to achieve success in

the export marketing.

H3: product characteristics influence the export marketing performance of

Ethiopian exporters.
Market orientation

According to (Sefnedi et al 2014) market orientation is a three- dimensional construct
consisting of customer orientation, competitor orientation and inter-functional
coordination and found that each of the three dimensions of market orientation influences

export marketing performance significantly and positively.

Also (Ku-HO et al, 2014) pointed out that export market- orientated behaviors have
significantly positive effects on financial, strategic and competitive export performance and
suggested that market- oriented behavior does not only increase export sales and improve
competitiveness of products, but also help firms to build strategic layout in overseas

markets.

H4: Market orientation influences the export marketing performance of Ethiopian

exporters.
Market characteristics

According to (Julian and 0'Cass,2004) export market characteristics was one of the factors
along with firm characteristics and export marketing strategy that significantly influenced
the export marketing performance of Queensland export venture and pointed out that
some of the characteristics of the market like the level of sophistication in the markets,
marketing infrastructure, accessibility to suitable distribution channels, extent of

government intervention, demand potential of the product in the export market, the
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degree of exposure and familiarity of customers to the export market venture’s product are

very important for successful export marketing performance.

According to TAMIRU(2016) export market characteristics were one of the four factors
contributing significantly to the export marketing performance of OCFCU(Oromia Coffee

Farmers’ Cooperative Union).

H5: Market characteristics influences the export marketing performance of

Ethiopian exporters.
Entrepreneurial orientation

According to many studies (Cicic, SAJEMS NS 11 2008: No 1 99 ;Patterson & Shoham, 2002:
1104-1107; Thirkell & Dau, 1998: 813-821; Cavusgil & Zou, 1994: 1-5) cited by
(Christopher & Charles2008) entrepreneurial factors along with firm characteristics are
the internal forces that influence a firm’s decision to internationalize and are also
important determinants of the firm’s international marketing strategy that would

ultimately affect its performance in international markets.

According to (Naman & Slevin, 1993) as cited by (John,2009) Entrepreneurial orientation
has been conceptualized as comprising three dimensions: innovativeness, risk taking and

proactivness.

John (2009) found in study that high entrepreneurial owners and managers of SMEs in
Nigeria are innovative, proactive and risk seeking: as a result, they are more likely to

exploit export opportunities and enhance their performance.

(Godwin et al, 2013) suggested that if a firm is innovative i.e. being able to introduce new
products, introduce new production process, enter new market or segments then there will

be a corresponding increase in its export performance.

(Godwin and Ernest, 2013) findings revealed that SMEs in Uganda have significantly high

levels of export entrepreneurial orientation and that export entrepreneurial orientation
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dimensions ( innovativeness, proactiveness and risk orientation) are significant predicator

of export performance.

(Orland et al, 2017) also suggested that the entrepreneurial orientation has a positive and

significant influence on export performance.

H6: Entrepreneurial orientation influences the export marketing performance of

Ethiopian exporters
2.4. Conceptual frame work

Based on the overall review of related literatures and the theoretical framework, the
following conceptual model is adopted from (Julian and O’cass, 2004) and updated in which
this specific study will be governed. The model used in the current study offer factors
which can affect export marketing performance. This model will be tested in Export firms

in Ethiopia

Independent variables

Firm Characteristics

.. Dependent Variable
Product Characteristics pencen '

/

Export

Market Characteristics

Marketing

Market Orientation /
Performance
Export Marketing Strategy /

Entrepreneurial Orientation

Conceptual Framework of the Study (Adapted from Julian and O’cass, 2004)
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Table 2.1 Conceptual framework (Variables used for analysis)

Independent variables

(possible variables or data questions)

Dependent variable

(Export marketing performance )

Export market specific characteristics

- Competition in foreign market (foreign
suppliers same/substitute products
- Foreign market structure factors
- Marketplace-related factors
- Consumer perception and brand-image
related factors
- Promotion and communication related
factors
- Foreign networking factor
- Understanding of foreign buyers’ technical
requirements
- Language and culture factor
Characteristics of the export product
- Product quality
- Product development
- Product imaging and branding
- Uniqueness of the product
Presence and use of export marketing strategy
- Availability of written export marketing
strategy
- In the absence of written strategy, clearly
communicated and practiced export
marketing strategy
- Distributors and customers issue,
- Target market specification used,
- Level of export sales goals set,
- The degree of product adaptation
required,
Firm/ Managerial characteristics
- Exporter’s marketing competency
- Owners’ marketing concept knowledge
- Length of experience in the foreign market
- Owners’ personal motivation for market
expansion
- Owner’s market orientation

Export

marketing

performance(strategic achievement)

Export marketing performance

( profitability)

Export marketing performance(

overall success)
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Entrepreneurial orientation
- Innovativeness
- Risk orientation
- Proactivness
Market orientation
- Customer orientation
- Competitor orientation
- Interfunctional orientation

Source: Addis,2019
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Chapter 3: Research design and Methodology

3.1Introduction

This chapter explains how the research is designed and provides discussion of the
methodology adopted to achieve the desired outcomes and is organized as follows: the
research approach, research design, sample design, source of data, data collection

instrument, method of data analysis, validity and reliability and ethical consideration.

3.2Research Approach

To achieve the aforementioned objectives, the study adopts a quantitative research
approach; where it used a questionnaire to provide predominantly explanatory and
qualified data. The use of quantitative research methods has helped the researcher to gain
personal opinion of the possible managers/owners of the targeted population and quantify

the behaviors and reveal the patterns to make a generalization form the large population.

3.3Research Design

The research design for this study is an explanatory research using the Cross-sectional field
survey method because data that was collected at one point of time during a period of two
months to assess the relationship between Independent variables and export marketing
performance of Ethiopian exporters. The researcher used explanatory research since the
purpose of this study is to increase the understanding of the export marketing performance

of Ethiopian exporters and at the same time explains the occurrence of the result.
3.4Sampling Design

3.4.1 Target Population

According to World Bank on average in a given year, 36 percent of Ethiopian firms that
export did not do so in the previous year where as 32 percent of Ethiopian firms that were
exporting in the previous year stopped exporting. Due to the high fixed costs of driven by a
mix of factors ranging from infrastructure and trade logistics to low regulator quality to
constraint on credit market has led to established and rather large companies engaged in

exports from Ethiopia to exhibit high one year and two year exporter survival rates.
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Therefore, the target population for the study consisted of 494 managers/owners of the
Ethiopia exporting firms that are listed in the Ministry of Trade with the capital of
50,000,000 and above.

3.4.2 Sampling method

Due to the current pandemic and convenience the sampling method for this study is non-
probability sampling. A non-probability sampling method is a process in which the
selection of sampling units is based on personal judgment. Sample units are selected on the

basis of availability/convenience or desire of the researcher (Zikmund 2003)

3.4.3 Sampling Size
The sample size for the study calculated according to the formula recommended by

Yamane's (1967)with 95% confidence and 5% acceptable sampling error.

n=_N == 494= 221

1+N*(e)2 1+494(0.05)2

Where: n = Sample size N = Population size e = (5% at 95% confidence level)

3.5Source of Data

The main source of this study is primary data source collected from managers/owners of
the export firms selected for the study. As the research is intended to assess the factors
affecting export marketing performance, the primary data was collect from
managers/owners via questionnaires distribution and collection. The data that are
collected from sample survey through questionnaire that describes numerical figures is the
quantitative data types that is used in this study, the main sources of primary data are
respondents who are managers/owners of export firms in Ethiopia listed in the selected
population. The secondary data that is relevant to the study will collect from the company

document, institutes and internet access etc.

3.6Data collection instrument
To get the information, researcher has designed and distributed a set of questionnaire. A

questionnaire consisting the independent variables and dependent variables was
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conducted by extracting sources from few established questionnaire. As the researcher was
interest to collect original data from a population, the population is very big to observed or
interviewed. Thus, a survey by a questionnaire was consider the most appropriate method
for measuring the perceptions of the managers/owners, while minimizing the possibility of
researcher bias and providing a greater degree of subjectivity because of the direct
response and feedback from the respondents that can be collected in short period of time

and in an easier manner.

3.7Method of Data Analysis

An array of descriptive and inferential analyses was conduct to address the seven research
questions presented in the first chapter. Once data was collect, it was necessary to employ
statistical techniques to analyze the information, as this study as quantitative in nature.
Data was analyzed using SPSS software. The statistical tools were aligned with the
objectives of the research. The independent samples T-test will choose as the non-
parametric statistical measure for demographic variables (Andy, 2006)

From inferential statistics, Binary logistic regression and Multivariable regression analysis
was employed to develop functional relationship among the independent variables and

dependent variable..

3.8Validity and Reliability

Participants were solicited via email and in person by the researcher, which could hinder
the validity and reliability of the results. Participants could have felt pressured to
participate and not be completely open and honest. The researcher did not have a
connection with the research company, which provided an unbiased perspective for the

participants.

3.9Ethical Consideration

Ethical clearance and permission obtained from the institutional review board Faculty of
Business and Economics of Addis Ababa University, Ethiopia. Participation in the study is
on the voluntary basis and participants were asked for their willingness before they are
provided the questionnaire. The subjects are also assured that their responses used only
for the purpose of the study. An attempt was made first to explain the objectives and
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significance of the study to the respondents. Name and other identifying information are
not used in the study. The researcher safeguarded all information related to the
participants. Their privacy, identity and confidentiality are maintained by assigning them

code numbers instead of names (anonymity).
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Chapter Four Result and Discussion

4.1 Introduction
This chapter presents the findings of the study conducted to examine factors that influence the

export marketing performance of export Companies in Ethiopia. The data were collected from
managers/owners of the export firms selected for this study by distributing the questionnaires.

The collected data were initially entered into SPSS version 22. After a thorough cleaning and
checking of the raw data for its completeness, coding, recoding, and generating new variables for
future analysis use have been done, and all the necessary statistical analyses approaches and
procedures have been applied. The detailed data analysis has included descriptive statistics,
binary logistic regression, and Multivariable logistic regression analysis, and tests of the
hypothesis. This chapter is organized and has included respondents’ profile, Firms’ profile,
export marketing performance of export Companies and its factors, Issues regarding the export

marketing, regression, and discussion.

4.2 Results

4.2.1 Respondent and Firm’s Profile
Of the total 221 samples, 172 study subjects have responded to the interview questions, and the

response rate was recorded to be 77.83%. As depicted in Table 4.1 below, more than four-sixth
(69.2%) of the respondents were export marketing managers in their job position and the
majority of them (77.9%) were recorded to be males, and more than half (55.8%) of them were
degree holders.

On the other hand, the first highest proportion of companies that have worked for 2 to 5 years in
the exporting business was recorded to be 88(51.2%) and followed by 48(27.9%) companies that
have worked for 6 to 10 years. Similarly, the majorities (62.8%) of the companies have 51-100
employees and those companies with 151- 200 employees were found to be 2.9%. Furthermore,
143(83.1%) Companies have had 1-3 countries as their export destinations but the only 2 (1.2%)
Companies had 7 to 10 export destination countries.
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Table 4.1. Respondents’ and Firms’ profile

Characteristics of the Respondents | Frequency | Percent
I. Respondent Profile

Job Position (N=172) General Manager 13 7.6
Export Marketing Manager 119 69.2
Expert in Export department | 40 23.3

Gender (N=172) Male 134 77.9
Female 38 22.1

Educational level (N=172) Degree 96 55.8
Masters 75 43.6
Above 1 .6

Business travel (N=172) 1 4 2.3
2-3 159 92.4
>=7 9 5.2

II.  Firm’s profile

The business area of the company | Manufacturing

(N=172) 8 4.7

Under 2 years 22 12.8

) Between 2to 5 88 51.2

For years the company worked in ["Between 6 to 10 years 48 579
the exporting business over 10 years 14 81

Below 50 34 19.8

From 51-100 108 62.8

Number of employees (N=172) From 101-150 25 14.5
From 151- 200 5 2.9

Number of export country Between 1.3 143 83.1

destinations (N=172) Between 4-6 27 15.7
Between 7-10 2 1.2

4.2.2 Export Marketing Performance
Per under table 4.2 below, the three components, namely - strategic Export Performance (SEP),

Financial Export performance (FEP), and Management Satisfaction (MS), have been examined.
Of four (SEP) questions, about three-fifth (59.3%) of the respondents agreed and 59 (34.3%) of
them partially agreed that exporting has improved the firm’s international competitiveness.
Similarly, about 59(34.3%) have participants partially agreed and 45(26.2%) agreed that

exporting experience has strengthened the firm’s position. On the other hand, the highest
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proportion (34.9%) of respondents disagree but 50 (29.1%) of them have strongly agreed on the
export which has significantly increased the firm’s international market share. Furthermore,
67(39%) participants agreed but 60 (34.9%) of them have disagreed with their export marketing
performance which has resulted in their business or firm’s growth.

On the other hand, as depicted in table 4.2, about 94(54.7%) respondents have partially agreed
but 56(32.6%) disagreed that the firm reports achievement on rapid sales growth on the Financial
Export Performance (FEP). Whereas 112 (65.1%) participants have agreed but 30(17.4%)
disagreed on the overall exporting that has increased the profitability of their firm on the
Financial Export Performance (FEP).

On the Management Satisfaction (MS) part, the majority (65.1%) of the participants have
disagreed but 33 (19.2%) of them have partially agreed that the export venture has fully met their
expectations. On the other hand, 71(41.3%) of the study subjects disagreed but 60(34.9%) of
them have partially agreed that the overall firm’s export venture has been successful on the
Management Satisfaction (MS).

Table 4.2: Export marketing performance on the (FEP), (MS), (SEP) views

. Strategic Export Performance (SEP) Frequency Percent
improved the firm’s international | Strongly 0 0
competitiveness (N=172) Disagree
Disagree 10 5.8
Partially agree | 59 34.3
Agree 102 59.3
Strongly Agree |1 .6

Our exporting has strengthened the | strongly 7 41

firm’s position (N=172) disagree '
Disagree 23 13.4
Partially agree | 59 34.3
Agree 45 26.2
Strongly Agree | 38 22.1

Our exporting has significantly | strongly

. . . . 20 11.6

increased the firm’s international | disagree

market share (N=172) Disagree 60 34.9
Partially agree | 8 4.7
Agree 34 19.8
Strongly Agree | 50 29.1
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Overall, our export marketing | strongly
. . 20 11.6
performance has resulted in our | disagree
business or firm growth (N=172) Disagree 60 34.9
Partially agree | 15 8.7
Agree 67 39.0
1. Financial Export performance (FEP ) Frequency Percent
The firm’s reports have | Disagree 56 32.6
achieved rapid sales growth | Partially agree 94 54.7
(N=172) Agree 22 12.8
Strongly Agree 0 0
Overall, our exporting has | Disagree 30 17.4
increased the profitability | Partially agree 112 65.1
of our firm (N=172) Agree 20 11.6
Strongly Agree 10 5.8
I11.  Management Satisfaction (MS) Frequency Percent
Our export venture has | Disagree 112 65.1
fully met our | Partially agree 33 19.2
expectation(N=172) Agree 27 15.7
Overall the firm’s export | strongly disagree 20 11.6
venture has been successful | Disagree 71 41.3
(N=172) Partially agree 60 34.9
Agree 21 12.2

Overall Export Marketing Performance (EMP)

Export Marketing Performance (EMP) is the main outcome (the dependent variable) of this
study. This outcome variable is a binary outcome and the responses are (0) for Disagree (which
is the composite of both strongly disagree and disagree) and disagree responses for those who
did not support the export market performance and (1) for Agree (and it consists of partially-
agree, agree and strongly agree) responses for those who have supported export market
performance. This categorization is made because of the binary logistic regression model that
we planned to use and determine the factors that affect the explanatory variable of this study. As
figure 1 below revealed, 105 (61%) respondents have agreed on and positively supported the

overall export market performance.
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m Disagree m Agree

Figure 4.1: The General Managers and Export Marketing Managers Response on the Overall

Export Marketing Performance (the Case of Ethiopian Exporters), 2020

4.2.3 Issues regarding the export marketing

The factor variables are summarized to Disagree (which included both strongly disagree and

disagree responses) and Agree (partially agree, agree, and strongly agree) responses. As table 4.3

revealed, the minimum and maximum supportive (agreement) responses were recorded to be

59.3% and 93.6%, respectively, which have influences on the export market performance. In

other meaning, of overall responses, 64% Export Market Built specific characteristics (EMSC),
92.4% CEP, 78.5% PUEMS, 59.3% FMC, 93.6% EO and 76.2% MO respondents have agreed
that these factor variables positively influence Export Marketing Performance in Ethiopia.

Table 4.3: Issues regarding export marketing in Ethiopia, 2020

Factor Frequency percent
Exports Market Built specific characteristics (EMSC) in | Disagree 62 36
Ethiopia influences export marketing performance (N=172) | Agree 110 64
Characteristics of the export product (CEP) in Ethiopia | Disagree 13 7.6
influences export marketing performance (N=172) Agree 159 924
Presence and use of export marketing Strategy (PUEMS) in | Disagree 37 21.5
Ethiopia influences export marketing performance (N=172) | Agree 135 78.5
Firm/ Managerial Characteristics (FMC) export in Ethiopia | Disagree 70 40.7
influences the export marketing performance (N=172) Agree 120 59.3
Entrepreneurial Orientation (EO) export in Ethiopia | Disagree 11 6.4
influences the export marketing performance (N=172) Agree 161 93.6
Market orientation (MO) export in Ethiopia influences in | Disagree 41 23.8
the export marketing performance (N=172) Agree 131 76.2
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4.2.4 Factors Influencing the Export Marketing Performance (Logistic Regression)
The multivariate logistic regression analysis was used to determine the odds ratios and the results

were used to examine the relationship between the outcome and the explanatory variables. All
the variables, which were not statistically significant in the bin-variate analysis were included
and adjusted for multi variables analysis to determine the positive influence between different
factors and the Export Marketing Performance. The multivariate logistic regression analysis was
reported at a 5% level of significance.

To examine the influence and the associations existed between dependent and independent
variables, the following six-factor variables /covariates/ have been used. These are
Characteristics of the export product (CEP), Exports Market Built specific characteristics
(EMSC), Presence and use of export marketing Strategy (PUEMS), Firm/ Managerial
Characteristics (FMC), Market orientation (MO), and Entrepreneurial Orientation (EO).

As the finding revealed in table 4.4 below, all the P-values are >0.05. In other meaning, this
finding shows that the independent variables have no positive influence on the Export Marketing
Performance and there was no association found between these variables. The possible reasons
and explanations for this non-significant association could be due to the small sample size and
the low number of independent variables used for logistic regression analysis. On the other hand,
even though it is less likely to happen and find such results, the finding by itself could be an
indicator of a non-significant relationship that has been existed between the outcome and the
independent variables.

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
30| Page



Table 4.4: Multivariable logistic regression analysis to examine the influence factors on the

Export Marketing Performance in Ethiopia, 2020

Factor EMP COR[95%Cl] AOR[95%CI] P-value
Disagree  Agree

EMS Disagree 25(40.3%) 37(59.7%) 1 1
C Agree 42(38.2%) 68(61.8%) 1.094[0.579-2.068] 1.066[0.546-2.082] 0.852
CEP  Disagree  5(38.5%) 8(61.5%) 1 1

Agree 62(39%) 97(61%) 0.978[0.306-3.125]  0.940[0.281-3.235] 0.940
PUE Disagree 14(37.8%) 23(62.1%) 1 1
MS  Agree 53(39.3%) 82(60.7%) 0.942[0.445-1.991]  0.942[0.439-2.020]  0.878
FMC Disagree 26(37.1%) 44(62.9%) 1 1

Agree 41(40.2%) 61(59.8%) 0.879[0.470-1.644] 0.850[0.446-1.620] 0.622
EO  Disagree 5(45.5%) 6(54.5%) 1 1

Agree 62(38.5%) 99(61.5%) 1.331[0.390-4.546]  1.409[0.403-4.920] 0.591
MO  Disagree 14(34.1%) 27(65.9%) 1 1

Agree 53(40.5%) 78(59.5%) 0.763[0.366-1.589]  0.746[0.353-1.574]  0.441

4.3 Hypothesis testing
To achieve the purpose of this study, six hypotheses (Hp) were formulated. They were stated that

export marketing issues will have no positive influences on Export Marketing Performance. To
test the hypotheses, Chi-Square tests of independence between the independent and the outcome
variables have been used. As a result in Table 5 below showed, that all the export marketing
issues (independent variables) have the P-value of >0.05 and they are not supported at P<0.05
levels, and all the null hypotheses found to be true. In other words, all of the null Hypothesis
statements are accepted at P-value > 0.05. Based on this, the following conclusions have been
made.

Hol= Exports Market Built specific characteristics (EMSC) have no significant positive
influence on the export marketing performance of Ethiopian exporters. The independence test
between (EMSC) and export marketing performance shows Pr. = 0.782, is greater than 0.05
(5%). This means that we accept the null hypothesis, and the two variables are not dependent on

each other.
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Ho2= Characteristics of the export product (CEP) has no significant positive influence on the
export marketing performance of Ethiopian exporters. We followed the same approach for the
(CEP) and EMP. The value of (Pr.) in the Pearson Chi-Square test was recorded to be
0.687>0.05, and this means that the statement of their independency for Ho ‘does exist between
CEP and EMP is not rejected. Therefore, CEP has no significant positive influence as a CEP on
EMP in Ethiopian exporters.

Ho3= Presence and use of export marketing Strategy (PUEMS) have no significant positive
influence on the export marketing performance of Ethiopian exporters. Per under the table 5
below, the value of Pearson Chi2 (Pr.) = 0.875 > 0.05, and this confirms the interdependency of
these two variables doesn’t exist, hence we accept the Ho, because (Pr.) = Pr = 0.875 > 0.05.
Ho4= Firm/ Managerial Characteristics (FMC) export in Ethiopia has no significant positive
influence on the export marketing performance of Ethiopian exporters. Here, the two variables
do not depend on each other, Pr. = 0.648 > 0.05, and Hy falls under the acceptance region. This
means that FMC has no significant positive influence on EMP in Ethiopian exporters.

Ho5= Entrepreneurial Orientation (EO) export in Ethiopia has no significant positive influence
on the export marketing performance of Ethiopian exporters. According to table 5, the Pearson
Chi2 is not significant at P-value (Pr. = 0.470) > 0.05. This means the two variables, (EO and
EMP) are not dependent on each other, and EO has no significant positive influence on the EMP,
hence we accept Hy.

Ho6= Market orientation (MO) export in Ethiopia has no significant positive influence on the
export marketing performance of Ethiopian exporters. A similar finding is obtained that Pearson
Chi2 is not significant at P-value (Pr. = 0.970) > 0.05. This means the two variables, (MO and
EMP) are not dependent on each other, and MO has no significant positive influence on the
EMP, hence we accept Ho.

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
32| Page



Table 4.5: Hypothesis tests of the variables (EMP and Independent variables)

Export Marketing | EMSC Total
Performance 1 2

0 25 42 67

1 37 68 105
Total 62 110 172
Pearson chi2(1) = 0.0764 Pr=0.782

Export Marketing | CEP Total
Performance 1 2

0 26 41 67

1 44 61 105
Total 70 102 172
Pearson chi2(1) = 0.1627 Pr =0.687

Export Marketing | PUEMS Total
Performance 1 2

0 14 53 67

1 23 82 105
Total 37 135 172
Pearson chi2(1) = 0.0247 Pr=0.875

Export Marketing | FMC Total
Performance 1 2

0 5 62 67

1 6 99 105
Total 11 161 172
Pearson chi2(1) = 0.2089 Pr =0.648

Export Marketing | EO Total
Performance 1 2

0 14 53 67

1 27 78 105
Total 41 131 172
Pearson chi2(1) = 0.5231 Pr=10.470

Export Marketing | MO Total
Performance 1 2

0 5 62 67

1 8 97 105
Total 13 159 172

Pearson chi2(1) = 0.0014 Pr=10.970
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4.4 DISCUSSION
This research was carried out to examine factors that influence the export marketing performance

of export Companies in Ethiopia in 2020.

Export Marketing Performance (EMP) was computed from (the composite of) three major
components — namely strategic Export Performance (SEP), Financial Export performance (FEP),
and Management Satisfaction (MS). In this study, about 105 (61%) [54.1% - 68.6%] respondents
have agreed on and positively supported the overall export market performance (EMP).

Even though there are a large number of different export performance measures, about eight
indicators have been used and included to measure EMP. Of these, four of them were from SEP,
two from FEP, and two from MS, and mentioned as follows; improved the firm’s international
competitiveness, exporting has strengthened the firm’s position, exporting has significantly
increased the firm’s international market share, export marketing performance has resulted in the
business or firm growth, the firm’s reports have achieved rapid sales growth, overall export has
increased the profitability of the firm, the export venture has fully met the expectation, and
overall, the firm’s export venture has been successful. These measurements are supported by the
Carlos (2004) review, and he has included in his review that export sales growth, export
profitability, export market share, satisfaction with overall export performance, and perceived
export success were the frequently utilized measurement in the previous studies, and these are
similar measurements that have been used in this study.

In this study, six broad groups that influence the export marketing performance have been used.
These are Characteristics of the export product (CEP), Exports Market Built specific
characteristics (EMSC), Presence and use of export marketing Strategy (PUEMS), Firm/
Managerial Characteristics (FMC), Market orientation (MO), and Entrepreneurial Orientation
(EO).

As explained in the result part of this study, the multi variables logistic regression analysis
finding revealed that all the factor variables were found to be statistically insignificant and have
no association with the Export Marketing Performance (EMP), and the P-values of each
independent variables were recorded to be >0.05. In other meaning, this finding shows that the
independent variables have no positive influence on the Export Marketing Performance and there

was no association found between these variables.
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However, Julian, CC &Holtedahl, R (2004) and (Deribe, 2019) have found that the firm-specific
characteristics and Marketing Mix Strategy, had significantly & positively influenced the export
performance. Similarly, many other studied cited as (Shamsuddoha and Ali (2006), Cavusgil
and Zou(1994), Zou andStan (1998) by (Muhammad and Hassen, 2009), and according to
Hamza and Rogia(2014) findings, the firms marketing strategy influences the export
performance.

Moreover, according to Julian and O'Cass's (2004) findings and statements, the marketing
performance of a specific venture in the international market is significantly influenced by the
specific product characteristics. Moreover, Ku-HO et al, 2014 have added pointed out that the
export market-orientated behaviors have significantly positive effects on financial, strategic, and
competitive export performance. On the other hand, Tamiru (2016), in his study had added that
export market characteristics were one of the four factors contributing significantly to the export
marketing performance.

When we come to the Entrepreneurial orientation, Orlandet al, (2017) 993) and other authors
have found and suggested that the entrepreneurial orientation has a positive and significant
influence on export performance. Furthermore, the previous studies have also stated that Market
Orientation (MO) and Entrepreneurial orientation (EO) were found to have positive influences
on export market performance.

However, in this study, those group firm characteristics were found to be statistically
insignificant and had neither positive nor negative influences on the export marketing
performance. The possible reasons and explanations for this discrepancy and non-significant
association observed between the outcome and independent variables could be due to the small
sample size and the low number of independent variables that have been used in the logistic
regression (model) analysis.
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Chapter Five Conclusion and Recommendation

In conclusion, in this study, the detailed data analysis including descriptive statistics, and graph
are used to summarize and present the data, bivariate and multivariable binary logistic regression
models are applied to calculate the Odds Ratios (OR) and the corresponding 95% CI to assess the
association between the key outcome variable and a number of independent variable. Similarly,
to achieve the purpose of this study, hypothesis test statistics is applied and Chi-Square tests of
independence between the independent and the outcome variables have been used.

In the study, the finding of the level of the overall export marketing performance of export
Companies in Ethiopia reveals a considerable higher finding. However the response rate is less
than what is mostly expected.

On the other hand, to examine the influence and the associations existed between dependent and
independent variables, the following six-factor variables (Characteristics of the export product
(CEP), Exports Market Built specific characteristics (EMSC), Presence and use of export
marketing Strategy (PUEMS), Firm/ Managerial Characteristics (FMC), Market orientation
(MO), and Entrepreneurial Orientation (EO)) have been used. However, none of them were
found to influence and none of them were found to be statistically significant with export
marketing performance. Similarly, the finding shows that all the independent variables have no

dependence on the dependent variable of the study.

5.2 Recommendation
As observed in this study, export marketing performance is higher even though there is no

statistically significant association between the outcome and independent variables. Based on
these findings, the following recommendations are forwarded.
e Managers /Companies/ should give due attention to the Export market performance
dimensions /components/ which are crucial for the success of their organization.
e Even though independent variables in this study have no significant influence on the
Export Market Performance, further studies should be conducted by including more and

other additional factor variables that haven’t been addressed in this study.
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e Additional studies using other study design /or mixed design/ and large sample size
should be conducted to investigate more factor variables.

e Managers and policymakers should give great attention to the issues that would have a
great influence on export marketing performance and sustain the performance as well. .

e Since the study scope included all sectors with small sample and to big considering the
investigated variables and further related studies should be with a single sector and a
lager sample size in order to have sustainable results.

e Since the general scope of the study is Macro level, but lacks the representative variables
in the study investigation further study should include micro level variables as well as the
micro level variables.

Limitations of the study

Like many other types of research, this study couldn’t be found free of limitations. Since the
study participants were managers/owners of the export firms, they might give responses favoring
their company/firms which results in response bias. Secondly, the sample size of this study is
small and the independent variables are few and therefore, it made this study unable to identify
more factors variables that have positive effects on the outcome variable. Furthermore, as the
result revealed in this study, the response rate is found to be lower and it might be due to that
they are ill, too busy, or simply do not trust the interviewer which resulted and led to the no
response bias. On the other hand, using the non-sampling technique over probability sampling by

itself has a limitation.

Strengths of the study

In this study, the following points are drawn as strengths. Even though there are some studies
conducted in Ethiopia focusing on Export Market performance, the finding of this study would
be used as the additional source for future studies that will be conducted in Ethiopia and other

countries.

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
37| Page



Reference

Abdul, R. N. (2012). Impact of export marketing strategies on organizational performacne:
Evidence from Pakistani textile sector. Interdisciplinary Journal of contemporaray
research in Buisness, vol.4,No.2.

Addis, A. (2019). Determinants of export marketing performance: The case of Ethiopian pulses,
oil seeds  and spices exporters. Addis Ababa: School of Commerce

Andy, F. (2006). Discovering statistic using SPSS. London : SAGE publication.

Bategek, L. (2010). The influence of firms level factors on export peformance of small and
medium-sized Enterprises( SMEs). Nairobi: university of Nairobi.

Carlos, M. (2004). Export performance measurement:An evaluation of emperical research in
the literature. Academy of markeing science, Vol.2004,No.9 .

Cavusgil,S.T., Zou,S. (1994). Market strategy-performance relationship: An investigation of the
emperical link in export ventures. Journal of marketing ,58(1), 1-21.

Cavusgil,S.T., Zuo,S. & Naidu,G.M. (1993). Product and promotion adaptation in export
ventures: An Emperical investigation. Journal of international business studies,Vol.242,
No.3, 479-506.

Chirstopher, M. & Charles, O. (2008). South African Exporter PErformance:New Research into
firm characterstics and market characterstics. South Africa Journal of Economic and
Managment Science, NS11,No.1, 98-110.

CICIC,M., Patterson,P. & Shoham, A. (2002). Antecedents of international performance: A
service firms' perspective . European Journal of marketing 36(9), 1103-1118.

Darlin, D. (1988). Japanese learn thrills of bargain shopping from mentors abroad. The wall
street Journal.

Deribe, D. (2019). Determinants of export performance: the case selected textile and garment
firms in Ethiopia . Addis Ababa: School of Commerce.

Drucker, P. (1977). The rise of production sharing . The wall street Journal .

Eyalachew, M. (2018). Determinantes of export performance of the textile and garment
companies in Ethiopia . Addis Ababa : School of commerce.

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
38| Page



Gerald, A. Edwin, D. & Alexander, J. (2016). International marketing and export managemnet .
United kingdom : EdInburgh gate .

Godwin, A.M. & Ernest, A. . (2013). Export entrepreneurial orientation and export performance
of SMEs in Uganda . Global Advanced Research Journal of Managmnet and Business
studies, Vol.2,No.1, 056-062.

Godwin, M.A,, Joseph, M.N. & Muhammed, N. (2013). Export market orientation, Innovation
and performance of fruit exporting firms in Uganda. Vol.9,No.4, 1857-7881.

Group, W. B. (2014). 3rd Ethiopia Economic update: Stengthening export performance through
improved compitativeness. Washington.

Hamza, A.M. & Rogia, S.M.A,, . (2014). THe impact of marketiing strategy on export
performance: The case study of Sudan GUM Arabic export performance. International
Journal of Science, Environment nad technology , 1618-1635.

Hecksher, E. & Ohlin, B. (1991). Heckscher-Ohlin trade theory . Cambridge, Massachusetts: The
MIT press.

Hirsch, S. (1967). Location of Industry and international compitativeness . oxford: Claredon
press.

John, O. (2009). Entrepreneurial orientation and export performance: Evidence from an
emerging economy. International review of Business research paper, Vol.5, No.6, 195-
211.

Julian, CC & O'Cass, A. (2004). The antecedents of export marketing performance: an Australian
perspective. Journal of Asia pacific markeing: special issue on export marketing in Asia
pacific Region, 3(2), 99-113.

Julian, CC. & Holtedahl, R. 2004. (2004). The internet and export marketing performance .
Academy of world Business, marketing and managemnet development , 734-742.

Katsikeas, C.S., Leonidou, L.C. & Morgan, N.A. (2000). Firm-level export performance
assessment: Review, Evaluation and Development. Journal of Academy of marketing
science, 28(4).

Klaus, S. (2018). The Global compitative Report . Geneva, Switherland: World Economic Forum.

Klaus, S. (2019). The Global Competative Report . Geneva, Switherland: World Economic Forum.

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
39| Page



Ku-Ho,L.Kuo-Feng,H.Yao-Ping,P. (2014). Impact of export market orientation on export
perfromance. Baltic Journal of management, 4(4), 403-425.

Letto-Gillies, G. (1994). International production: Trends,theories,effects. Cambridge: Polity
press.

Liu, X. (2010). Ordinal Regression Analysis: Fitting the continuation ration model to Educational
Data using Stata. North eastern Educational Research Association Annual confreence
(pp. 12-16). NERA.

Muhammed, S.N., & Hassen, M.N.S. (2009). Firm-level determinants of export performance.
International Business and Economics Research Journal, 8(2), 105-112.

Naman, J.L. & Slevin, D.P. (1993). Entrepreneurship and the concept of fit: a model and
empirical tests. Strategic Management Journal, 14(2), 137-53.

Niaz, B. F. (2019). Firm characterics and export performance in Portuguese wine firms.
International Journal of wine business research , 1751-1062.

O'Cass, A.,& Julian ,CC. (2003). Modeling the effects of firm specific and environmental
characterstics on export marketing performance. Journal of Global marketing, 6(3), 53-
74.

Orlando Lima Rua, Alexandra Franca and Ruben Fernandez Ortiz. (2017). Entrepreneurial
Orientation and Firm performance, Entrepreneurship- Trends and Challenges, Silvio
Manuel. IntertechOpen.720089.

Porte, M. (1990). The compitative advantage of nations. New York: Free press.
Ricardo, D. (1963). The principles of political economy and taxation . lllinois: Irwin, Homewood.

Ricky, Y. (2011). The emperical study on the factpors infuencing International marketing
strategy development Among sucessful exporters in Australia. Australia: South cross
university.

Rugman, A. (1997). The theory of multinational enterprises. Vermont: E.Elgar.

Sefned, S. C. (2014). The market orientation-performance relationship: The emperical link in
export venture. Thunderbird International Business Review, 56(1), 97-110.

Shamsuddoha,A.K.; and Ali, M.Y. (2006). Mediated effects of export promotion programs on
firm export performance. Asia pacific Journal of marketing and logistics, 18(2), 93-110.

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
40| Page



Tamiru, D. (2016). Export marketing practices, problems and Prospects of Oromia Coffee
Farmers Cooperative Union in Ethiopia. International Journal of Business and
Management, 3, 13-36.

Thirkell, P. & DAU, R. (1998). Export performance: Sucess determinants for new Zealand
manufacturing exporters. European Journal of marketing, 32, 813-829.

Veron, R. (1966). International investment and nternational trade in the product cycle.
Quarterly Journal of Economics, 80(2), 190-207.

Wells, L. (1968). A product life cycle model of international trade. Journal of marketing, 32(3),
1-6.

Yamane, T. (1967). Statistics: An Introductory Analaysis. (2nd, Ed.) New York: Harper and Row.
Zikmund, W. (2003). Business research methods. (7th, Ed.) Ohio: South-Western Thomson.

Zou,S., Tayloy, C. & Osland, G.,. (1998). The EXPERF Scale: A cross- national generalized export
performance measure. Journal of International marketing, 6(3), 37-58.

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters
41 |Page



Appendix

Appendix 1. Questionnaire

ADDIS ABABA UNIVERSITY
SCHOOL OF COMMERCE
OFFICE OF GRADUATE STUDIES
MA-MARKETING MANAGEMENT
Research Questionnaire
This table is left blank for researcher’s use only

Questionnaire Code

Organization Code

Issuance Date

Return date

Dear Prospective Participant,
The survey you have received is interested in studying Factors influencing the export
marketing performance: The case of Ethiopian exporters . By completing this survey,
you agree that the information you provide may be used for research purposes only.
General Instructions to Respond the Questionnaire:
Please carefully read the following notes for proper understanding of the items/questions
of this data collection instrument.

e The data obtained from this survey will be treated with the proper respect; the

provided answers will be used anonymously!
e With regard to various statements made to assess the influence of specific factors on
export marketing performance, please circle the number that accurately reflects

your firm’s present conditions.

Should you require any further information, want feedback on the study or need to contact
the researcher about any aspect of this study, please contact me using the following

address—(Mobile No. +251-913185263; Email: negussusol@gmail.com;

Thank you for sacrificing your precious time in advance!
INTRODUCTION

Export marketing performance is said to be affected positively or negatively by various
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factors and the success of every firm depends on its understanding such effects and

possible remedial action.

Part I Respondent Profile

1. Job position

General Manager (C__J Export marketing manager c
Expert in export Department c Other 3
2. Sex:

Male T3 Female CJ
3. Your highest level of formal education?

Certificate CJ Diploma c Degree C3  Masters C3 Above C3
4. How often do you travel abroad for business in the last 3 years?

None C3 between 1-3C] between 4-6 (]

Please write if more than 6............cc.cccc.....e.
Part Il Firm's profile
1. Years Stayed in the exporting business?

Under 2 years (— between 2 to 5 years c

Between 6 to10 years c over 10 years c
2. What is the number of employees of the business?

Below 50 C3 from 50- 100 C3] from 101-150 C3

From 151-200 ) above 201 3
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3. Export destination in the Number of countries
Between 1-3C  Between 4-6 3 Between 7-10 T Above 10 3

Part III: Issues regarding your export marketing

I exports Market Built specific characteristics (EMSC) S > =,
5 2 SR B |5
v T AL ®© << wn

1 | We have built up network of foreign Buyers and agents. 1 2 3 4 5

2 | We use mainly foreign buyer agent found in Addis Ababa | 1 2 3 4 5
To reach or conclude contacts.

3 | We use mainly foreign buyer agent found in to reach or |1 2 3 4 5
conclude contacts.

4 | We understand the structure of the foreign markets And | 1 2 3 4 5
how they operate.

5 | Our firm Keeps track of our Competitor found in other | 1 2 3 4 5
found in other foreign countries and their marketing
activities.

6 | We have to develop a list of response mechanisms to |1 2 3 4 5
counter balance effects of competition.

7 | We use feedbacks from my buyers and make assessment | 1 2 3 4 5
regarding their perception And buyer preferences of
export products.

8 | We actively Promote our products participating in local | 1 2 3 4 5
And International fairs Send emails to possible buyers etc..

9 | Language and cultural differences are biased husband | 1 2 3 4 5
managed to successfully

10 | Overall we are satisfied by our marketing efforts
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Characteristics of the export product (CEP) S o > -
oo 2 £ = o ob
5§ ¥ | & |E & | @ g
E 2 |2 |8 B |® g
»n T ) Q, © < @
We always strive to provide quality products behind the | 1 2 3 4 5
quality specification of /our customers.
We have been adding new products are list of expressive | 1 2 3 4 5
product list.
We Analyze the product specification requirements of | 1 2 3 4 5
Buyers as a part of quality assurance process.
Our products have never been the subject of the reject, | 1 2 3 4 5
renegotiation, reprising or other things to do quality
issues the raised by Import.
Our products enjoy favorable images of the country of | 1 2 3 4 5
origin.
Our product command better price to other countries | 1 2 3 4 5
similar products.
We usually adopts product quality requirement as per | 1 2 3 4 5
Importers Request.
III Presence and use of export marketing Strategy > | 9 > >
o S = = )
(PUEMS) S B P |82 g |8 g
= wn| .«
3 5 a |& @ | & 8
We do have a written exports marketing strategy 1 2 3 4 5
We don’t have written Strategy, Yet there are a set of | 1 2 3 4 5
activities that are clearly communicated to all staffs.
We introduce new exportable products to our customers in
every opportunity we get.
We do have a number of customers and distributors whose | 1 2 3 4 5
profiles are kept.
We target our markets a head a budget year. 1 2 3 4 5
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6 We do have a promotional strategy by which we base | 1 2 3
ourselves for promoting our company in local and abroad

fairs, networking events, etc...

7 Customers are provided with samples, field stock visits, | 1 2 3

and other supports to help them in buying decision.

8 We have a practice of doing marketing researchers using
our own techniques and information search in developing

our marketing plans / Strategies.

9 We usually forecast our sales in our target markets.

IV firm/ Managerial Characteristics(FMC)

[5) (5]
b ) [«D] -—‘>’
B = — < o
=} o0 oly} o
o ©| ® £ 9
5 vl 2 < &b
v T A A, <

1 | Exporting is our core business Activity and every process

and every activity of the firm revolves around it.

2 | We have competent and experienced management team.

3 | Our exporting activities efficiency and marketing success are
largely aided by our staff’s export management expertise and

experience.

4 | Information exchange between our trading partners and us

is reliable.

5 | The management believes in expanding the foreign market

destination.

6 | Our company has the physical and financial resources

needed for effective export management.

7 | Overall, our office management allows us to have effective

communication with our buyers of our products.

Agree
Strongly
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V Entrepreneurial Orientation 5 o ) > =
&b £ ;‘30 % N o e v
S2 ¥ | £ |8 |58
59 | 2 & | & | 58
» o () A < << n <
1 | Itis needed to gain long years of experience in order to break
into foreign markets
1 | It is like a dangerous adventure to try breaking into foreign
market
2 | The management tries to identifies opportunities and market
trends assessing the strength and weakness of the market
3 | The firm has an established team that is focus on exploiting
the available opportunity
4 | We constantly renovate the process in the firm for the market
success
5 | We constantly keep our firm up to date with the current
available technology to have a successful market
VI market orientation
> o | 9 > >
wm 2| 2 = =
= a0 oty L =)
o «© < £ 2 o o
5 2 | 2 s & | B | 5
v T A AL < < n

1 | we are driven by customer needs and services

2 | We frequently assess our commitment in serving export

needs

3 | Our export strategies are driven by increasing export

customer value

4 | we provide close attention to after sales service

5 | we provide rapidly to competitors action that threaten us

6 | our management regularly discusses competitors strength

and weaknesses with all company units

7 | we target export customers to achieve a competitive

advantage
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8 our customers information is well communicated between
all firms units

9 | our internal functions are integrated to serve customer

needs

Part VI export marketing performance

I strategic Export Performance > @ ) > >
- & T o o F
(SEP) S o X B 0 0 S o
S 5 |3 E B | & s E
5 &2 2 © b | ©b 5 &b
xnn T /A A < << n <
1 Our exporting has improved the firm's
international competiveness.
2 Our exporting has strengthened the firm'’s
position.
3 Our exporting has significantly increased the
firm’s international market share.
4 Overall, our export marketing performance has
resulted in our business or firm growth.
II Financial Export performance S o ) > =
'Eb 8 8 ?U <5} Q 'Bb Q
(FEP) S W = 5 O 5} S o
5 9 2 s B & 5 &b
A T A A < < h o <

1 | The firm’s reports have achieved rapid

sales growth.

2 | Overall, our exporting has increased

the profitability of our firm.

III Management Satisfaction (MS)

1 | Our export venture has fully met our

expectation.

2 | Overall the firm’s export venture has
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been successful.

Source: Addis, 2019
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Appendix 2. Output Issues regarding export marketing
I. exports Market Built specific characteristics (EMSC)

1. Question one for EMSC

Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 15 8.7 8.7 8.7
Partially agree 22 12.8 12.8 215
Agree 135 78.5 78.5 100.0
Total 172 100.0 100.0
2. Question two for EMSC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 16 9.3 9.3 9.3
Disagree 7 4.1 4.1 13.4
Partially agree 20 11.6 11.6 25.0
Agree 129 75.0 75.0 100.0
Total 172 100.0 100.0
3. Question four for EMSC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 17 9.9 9.9 9.9
Disagree 4 2.3 2.3 12.2
Partially agree 31 18.0 18.0 30.2
Agree 120 69.8 69.8 100.0
Total 172 100.0 100.0
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4. Question five for EMSC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 93 54.1 54.1 54.1
Disagree 56 32.6 32.6 86.6
Partially agree 23 134 134 100.0
Total 172 100.0 100.0
5. Question six for EMSC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 90 52.3 52.3 52.3
Disagree 56 326 326 84.9
Partially agree 26 151 151 100.0
Total 172 100.0 100.0
6. Question seven for EMSC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 15 8.7 8.7 8.7
Disagree 94 54.7 54.7 63.4
Partially agree 63 36.6 36.6 100.0
Total 172 100.0 100.0
7. Question eight for EMSC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 32 18.6 18.6 18.6
Disagree 71 41.3 41.3 59.9
Agree 69 40.1 40.1 100.0
Total 172 100.0 100.0
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8. Question nine for EMSC

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 7 4.1 4.1 4.1
Disagree 11 6.4 6.4 10.5
Partially agree 154 89.5 89.5 100.0
Total 172 100.0 100.0
9. Question ten for EMSC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 14 8.1 8.1 8.1
Disagree 77 448 44.8 52.9
Partially agree 72 41.9 41.9 94.8
Agree 9 5.2 5.2 100.0
Total 172 100.0 100.0
Il Characteristics of the export product (CEP)
1. Question one for CEP
Cumulative
Frequency Percent Valid Percent Percent
Valid  Partially agree 68 39.5 39.5 39.5
Agree 93 54.1 54.1 93.6
Strongly Agree 11 6.4 6.4 100.0
Total 172 100.0 100.0
2. Question two for CEP
Cumulative
Frequency Percent Valid Percent Percent
Valid  Partially agree 74 43.0 43.0 43.0
Agree 42 24.4 24.4 67.4
Strongly Agree 56 32.6 32.6 100.0
Total 172 100.0 100.0
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3. Question three for CEP

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 7 4.1 4.1 4.1
Disagree 4 2.3 2.3 6.4
Agree 85 494 49.4 55.8
Strongly Agree 76 44.2 44.2 100.0
Total 172 100.0 100.0
4. Question four for CEP
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 1 .6 .6 .6
Partially agree 6 3.5 3.5 4.1
Agree 89 51.7 51.7 55.8
Strongly Agree 76 442 442 100.0
Total 172 100.0 100.0
5. Question five for CEP
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 9 5.2 5.2 5.2
Disagree 10 5.8 5.8 11.0
Partially agree 67 39.0 39.0 50.0
Agree 86 50.0 50.0 100.0
Total 172 100.0 100.0
6. Question six for CEP
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 5 2.9 2.9 2.9
Disagree 7 41 41 7.0
Partially agree 141 82.0 82.0 89.0
Agree 19 11.0 11.0 100.0
Total 172 100.0 100.0
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7. Question seven for CEP

Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 6 3.5 35 35
Partially agree 22 12.8 12.8 16.3
Agree 58 33.7 33.7 50.0
Strongly Agree 86 50.0 50.0 100.0
Total 172 100.0 100.0
111 Presence and use of export marketing Strategy (PUEMYS)
1. Question one for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 121 70.3 70.3 70.3
Disagree 42 244 244 94.8
Partially agree 9 5.2 5.2 100.0
Total 172 100.0 100.0
2. Question two for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 66 384 384 384
Partially agree 13 7.6 7.6 45.9
Agree 93 54.1 54.1 100.0
Total 172 100.0 100.0
3. Question three for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid Partially agree 59 34.3 345 345
Agree 44 25.6 25.7 60.2
Strongly Agree 68 395 39.8 100.0
Total 171 99.4 100.0
Missing System 1 .6
Total 172 100.0
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4. Question four for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 14 8.1 8.1 8.1
Disagree 11 6.4 6.4 145
Partially agree 137 79.7 79.7 94.2
Agree 10 5.8 5.8 100.0
Total 172 100.0 100.0
5. Question five for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 27 15.7 15.7 15.7
Disagree 132 76.7 76.7 924
Partially agree 7 4.1 4.1 96.5
Agree 6 3.5 35 100.0
Total 172 100.0 100.0
6. Question six for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 35 20.3 20.3 20.3
Disagree 82 47.7 47.7 68.0
Partially agree 50 29.1 29.1 97.1
Agree 5 29 29 100.0
Total 172 100.0 100.0
7. Question seven for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 6 3.5 3.5 35
Disagree 9 5.2 5.2 8.7
Partially agree 22 12.8 12.8 215
Agree 135 78.5 78.5 100.0
Total 172 100.0 100.0
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8. Question eight for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 32 18.6 18.6 18.6
Disagree 128 74.4 74.4 93.0
Partially agree 9 5.2 5.2 98.3
Agree 3 1.7 1.7 100.0
Total 172 100.0 100.0
9. Question nine for PUEMS
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 102 59.3 59.3 59.3
Disagree 36 20.9 20.9 80.2
Partially agree 24 14.0 14.0 94.2
Agree 10 5.8 5.8 100.0
Total 172 100.0 100.0
IV firm/ Managerial Characteristics (FMC)
1. Question one for FMC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 13 7.6 7.6 7.6
Disagree 59 343 343 419
Partially agree 63 36.6 36.6 785
Agree 37 215 215 100.0
Total 172 100.0 100.0
2. Question two for FMC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 29 16.9 16.9 16.9
Disagree 42 244 244 413
Partially agree 79 45.9 45.9 87.2
Agree 22 12.8 12.8 100.0
Total 172 100.0 100.0
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3.  Question three for FMC

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 18 105 105 105
Disagree 76 442 44.2 54.7
Partially agree 62 36.0 36.0 90.7
Agree 16 9.3 9.3 100.0
Total 172 100.0 100.0
4. Question four for FMC
Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 37 215 215 215
Partially agree 76 442 44.2 65.7
Agree 41 23.8 23.8 89.5
Strongly Agree 18 10.5 10.5 100.0
Total 172 100.0 100.0
5. Question five for FMC
Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 72 41.9 41.9 41.9
Partially agree 85 49.4 494 91.3
Agree 15 8.7 8.7 100.0
Total 172 100.0 100.0
6. Question six for FMC
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 53 30.8 30.8 30.8
Disagree 69 40.1 40.1 70.9
Partially agree 43 25.0 25.0 95.9
Agree 7 4.1 4.1 100.0
Total 172 100.0 100.0
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7. Question seven for FMC

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 21 12.2 12.2 12.2
Disagree 75 43.6 43.6 55.8
Partially agree 72 419 41.9 97.7
Agree 4 2.3 2.3 100.0
Total 172 100.0 100.0
V. Entrepreneurial Orientation (EO)
1. Question one for EO
Cumulative
Frequency Percent Valid Percent Percent
Valid  Disagree 11 6.4 6.4 6.4
Partially agree 16 9.3 9.3 15.7
Agree 125 2.7 72.7 88.4
Strongly Agree 20 11.6 11.6 100.0
Total 172 100.0 100.0
2. Question two for EO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 6 35 35 35
Disagree 14 8.1 8.1 11.6
Partially agree 29 16.9 16.9 28.5
Agree 49 28.5 28.5 57.0
Strongly Agree 74 43.0 43.0 100.0
Total 172 100.0 100.0
3. Question three for EO
Cumulative
Frequency Percent Valid Percent Percent
Valid Partially agree 21 12.2 12.2 12.2
Agree 58 33.7 33.7 45.9
Strongly Agree 93 54.1 54.1 100.0
Total 172 100.0 100.0
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4. Question four for EO

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 9 5.2 5.2 5.2
Disagree 18 10.5 10.5 15.7
Partially agree 52 30.2 30.2 459
Agree 93 54.1 54.1 100.0
Total 172 100.0 100.0
5. Question five for EO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 12 7.0 7.0 7.0
Disagree 15 8.7 8.7 15.7
Partially agree 57 33.1 33.1 48.8
Agree 88 51.2 51.2 100.0
Total 172 100.0 100.0
6. Question six for EO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 18 10.5 10.5 10.5
Disagree 98 57.0 57.0 67.4
Partially agree 44 25.6 25.6 93.0
Agree 11 6.4 6.4 99.4
Strongly Agree 1 .6 .6 100.0
Total 172 100.0 100.0
V1. Market orientation
1. Question one for MO
Cumulative
Frequency Percent Valid Percent Percent
Valid  Partially agree 16 9.3 9.3 9.3
Agree 119 69.2 69.2 78.5
Strongly Agree 37 215 215 100.0
Total 172 100.0 100.0
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2. Question two for MO

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 4 2.3 2.3 2.3
Disagree 7 4.1 4.1 6.4
Partially agree 24 14.0 14.0 20.3
Agree 113 65.7 65.7 86.0
Strongly Agree 24 14.0 14.0 100.0
Total 172 100.0 100.0
3. Question three for MO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 13 7.6 7.6 7.6
Disagree 22 12.8 12.8 20.3
Partially agree 46 26.7 26.7 47.1
Agree 91 52.9 52.9 100.0
Total 172 100.0 100.0
4. Question four for MO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 24 14.0 14.0 14.0
Disagree 54 314 314 45.3
Partially agree 87 50.6 50.6 95.9
Agree 7 41 41 100.0
Total 172 100.0 100.0
5. Question five for MO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 24 14.0 14.0 14.0
Disagree 47 27.3 27.3 41.3
Partially agree 94 54.7 54.7 95.9
Agree 7 4.1 4.1 100.0
Total 172 100.0 100.0
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6. Question six for MO

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 29 16.9 16.9 16.9
Disagree 66 384 384 55.2
Partially agree 75 43.6 43.6 98.8
Agree 2 1.2 1.2 100.0
Total 172 100.0 100.0
7. Question seven for MO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 26 15.1 15.1 15.1
Disagree 75 43.6 43.6 58.7
Partially agree 9 5.2 5.2 64.0
Agree 62 36.0 36.0 100.0
Total 172 100.0 100.0
8. Question eight for MO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 3 1.7 1.7 1.7
Disagree 45 26.2 26.2 27.9
Partially agree 47 27.3 27.3 55.2
Agree 77 448 44.8 100.0
Total 172 100.0 100.0
9. Question nine for MO
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 22 12.8 12.8 12.8
Disagree 85 494 494 62.2
Partially agree 17 9.9 9.9 72.1
Agree 48 27.9 27.9 100.0
Total 172 100.0 100.0
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I. strategic Export Performance (SEP)

1. Question one for SEP

Cumulative
Frequency Percent Valid Percent Percent

Valid Disagree 10 5.8 5.8 5.8
Partially agree 59 34.3 34.3 40.1
Agree 102 59.3 59.3 99.4
Strongly Agree 1 .6 .6 100.0
Total 172 100.0 100.0

2. Question two for SEP

Cumulative
Frequency Percent Valid Percent Percent

Valid  strongly disagree 7 4.1 4.1 4.1
Disagree 23 134 134 174
Partially agree 59 34.3 343 51.7
Agree 45 26.2 26.2 77.9
Strongly Agree 38 221 221 100.0
Total 172 100.0 100.0

3. Question three for SEP

Cumulative
Frequency Percent Valid Percent Percent

Valid  strongly disagree 20 11.6 11.6 11.6
Disagree 60 349 349 46.5
Partially agree 8 4.7 4.7 51.2
Agree 34 19.8 19.8 70.9
Strongly Agree 50 29.1 29.1 100.0
Total 172 100.0 100.0

Factors Influencing the export Marketing Performance: The Case of Ethiopian Exporters

62| Page



4. Question four for SEP

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 20 11.6 11.6 116
Disagree 60 34.9 34.9 46.5
Partially agree 15 8.7 8.7 55.2
Agree 67 39.0 39.0 94.2
Strongly Agree 10 5.8 5.8 100.0
Total 172 100.0 100.0
Il Financial Export performance (FEP)
1. Question one for FEP
Cumulative
Frequency Percent Valid Percent Percent
Valid  Disagree 56 32.6 326 32.6
Partially agree 94 54.7 54.7 87.2
Agree 22 12.8 12.8 100.0
Total 172 100.0 100.0
2. Question two for FEP
Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 30 174 174 174
Partially agree 112 65.1 65.1 82.6
Agree 20 11.6 11.6 94.2
Strongly Agree 10 5.8 5.8 100.0
Total 172 100.0 100.0
111 Management Satisfaction (MS)
1.  Question one for MS
Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 112 65.1 65.1 65.1
Partially agree 33 19.2 19.2 84.3
Agree 27 15.7 15.7 100.0
Total 172 100.0 100.0
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2. Question two for MS

Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree 20 11.6 11.6 116
Disagree 71 41.3 41.3 52.9
Partially agree 60 34.9 34.9 87.8
Agree 21 12.2 12.2 100.0
Total 172 100.0 100.0
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