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ABSTRACT

The study aimed at investigating the impact of @inéecedent factors on the performance of exporting
companies in Malaysia through the mediating infleeerof marketing mix adaptation. In order to
provide deep and rich investigation, the impacttioé antecedent factors on the marketing mix
adaptation was examined. A questionnaire was usedha instrument of the study and the data
collection procedures included self-administereégjionnaires and emailed ones. The questionnaires
were sent to 780 firms and 401 valid questionnawese returned making the response rate 51.4%.
Data collected were analyzed using Statistical Bgekfor Social Sciences (SPSS) for the purposes of
descriptive statistics on the demographic charésttes of the subjects and exploratory factor asisly
while Partial Least Square (PLS) was used to detexthe interactions between the various constructs
for ascertaining the various structured equationdei® The findings revealed that some of the
antecedent factors have a significant impact onntlagketing mix adaptation strategies while others
seem not to have this significant impact. The stodgcluded with some recommendations that can be
of a great use to the Malaysian exporting firmsle/making decisions about their exporting actitie

Keywords. Antecedent Factor, Performance, Export Companyk&tang Mix

1. INTRODUCTION control, management motivation, international beisin
training, marketing research, target nations, cditie
Export marketing strategy can be defined as thepricing, standardization of product and directribsttion.
means by which a firm responds to the interplay of In addition, Koh and Robicheaux (1988) observe that
internal and external forces to meet the objectofethe export marketing variables are product modification
export venture (Cavusgil and Zou, 1994). The export pricing compared to the US market, currency,
components of which an export marketing strategy isdealer, brand name and channel strategies. Stendrt
established, have been mixed across the literatureMcAuley (2000) point out that export marketing &gy
Cavusgil and Kirpalani (1993) observe that export consists of five aspects: (1) Market scope; (2)dbgree
marketing strategy includes product, promotion, of product adaptation; (3) the degree of promotiona
distribution and marketing capability. Export mankg adaptation; (4) the level of support given to thesign
strategy is related to the traditional marketirgnplsuch as  distribution channel; and (5) pricing strategy.
pricing, promotion, distribution and product (Cagiliand Aaby and Slater (1989), who examined 55 empirical
Zou, 1994). However, Cooper and Kleinschmidt (1985) studies in the field of export literature from 19681988,
point out that export marketing strategy refersthe state that export marketing strategy includes ntarke
product adaptation policy and market selection.LDe selection, product, pricing, promotion and disttibo
(1993) notes that an export strategy consists afityu  strategy. Chetty and Hamilton (1993) conclude éxgbort
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marketing strategy includes market selection, use o demands and needs between consumers from diffesemnt
intermediaries, product mix, product development, of the world now make it possible for organizaticos
promotion, pricing and staffing according to a esviof produce more standardized products using stanedrdiz
111 empirical studies in the export literature w1978  marketing strategy (Zou and Cavusgil, 2002).

and 1991. Zou and Stan (1998), who depend upon the Evidence from the literature review also revealat th
review of 50 empirical studies in export literatifrem export performance is related to both internal exigrnal
1987 to 1997, show that product adaptation, productfactors of firms. The internal factors that infleenfirm’s
strength, promotion adaptation, promotion intengitjce  export performance include marketing strategy, peoend
adaptation, competitive pricing, channel relatigpstand ~ firm characteristics organizational structure, nggmial

type of channels form an export marketing strategy. experience and resource availability (Leonideual.,
In the assessment of the suitability of a specific 2002). External factors for firm's export perfornoan
strategy, performance is generally the top mosbirtamt include industry competitiveness, industry and reark

consideration. However, despite its importance in Characteristics business environment, or product
international marketing strategy, performance haly o characteristics (Leonidoet al., 2002). Calantonet al.
been given limited empirical attention (Jain, 1989) (2006) state the lack of literature pertaining toss-
especially in an MNC context where the results arecultural differences in a firm's export performance
contradictory and inconclusive. A suitable stratégya Based on the theoretical developments in the light
specific firm hinges on the context in which thamphas =~ multidimensional assessment of business performance
been implemented (Desa al., 1997). This is timely (Morgan et al., 2004), performance of the company
evidence for those MNCs located in emerging coestri Cconsists of market performance, revealing economic
and are struggling for growth, development and sssc marketing indicators on sales and market sharanéial

in an age where there is rampant globalization afeets ~ pPerformance, encapsulating the venture’s profitabil
and intense competition worldwide. and return on investment; and customer performance,

According to Katsikeaset al. (2000) export Which is linked to thg venture's response to cugtom
performance is considered to be the outcome afaisi ~ heeds and pressures in the market.
export activities. Present findings confirm thatrfiand . . .
marketing environmentally linked factors can have al.lMalaySIaand Exporting Activities
critical effect on the firm's performance (Chun@02). Malaysia, ranks among the nations in the Pacifio,Ri
Nevertheless, there is still some variation inlitegature  that has gone through rapid development and ecanomi
regarding conceptual and operational definitions growth; the country is considered as a role model f
(Shoham, 1999). According to literature, a marlgetin successful economic development by world bodiebk asc
strategy will only be able to produce excellent World Bank and the International Monetary Fund. The
performance when implemented properly and effelstive growth in Malaysia can be attributed to the statented
(Vorhies and Morgan, 2003). Another evidence pdiots market economy, whereby the government has a
the fact that it is imperative to keep in mind thhé significant role in guiding economic activity planghe
challenges that exporters face are generally lirkketthe Malaysian economy ranked 3rd in 2007 in Southea& A
controllable issues stemming from the internal and 29th in the world, measured by purchasing power
environment (Stefan and Thomas, 2011). parity (CIA, 2008). International trade has a digant

In addressing how marketing strategies influencerole in Malaysian economy and over three decades,
performance, Ang and Massingham (2007) argue kieat t Malaysia has undergone a major economic development
company’s decision as whether to standardize gotdt¥a  owing to its outward looking strategies. Similar fixst-
strategies (product, promotion, distribution, oicipg) is generation tigers comprising Korea, Taiwan, Singapo
fundamental. This is because such decisions irdi¢he  and Hong Kong, Malaysia has used the exports despel
organization’s fundamental approach to businesandit of growth and development since the 1970. It isrigting
will compete in a highly competitive environmentorF  to note that Malaysia’s economy even continuedréwg
example, those who support the standardizatiotegiyra after the 1997 economic crisis in an environmenkowof
believe that the world is becoming more and moreinflation and rampant unemployment.
globalized and homogeneous, taking into account the Malaysia's development is guided by a series d-fiv
outcome of the advancements in communication andyear development plans; the country’s economy
technology (Jain, 1989). Consequently, tastes atidres transformed from being a commodity exporter to
of consumers around the globe are becoming homogene manufacturing exporter. Back in the 1970s, Malaygia
and these consumers now share preferences, nesitesd well-known as the largest producer of tin, rubbeat palm
and demands (Jain, 2007). Such similarity of pegfees,  oil at the global level. Recently, manufacturing hergely
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come into play in the country’s economic developmen electronic goods, Liquefied Natural Gas (LNG), palin
and Malaysia has transformed from import substituto and related products, petroleum and related preduct
a liberal outward-oriented trade regime (Shazali Alias, timber and timber based products, chemicals andlmet
2000). Manufacturing accounts for 79% of the tetgort while major export destinations for Malaysian goods
earnings and nearly 29% of Malaysia’s Gross Domesti include Japan, China, USA, Singapore, South Korea,
Product (GDP) (Chandran and Veera, 2003). Additipna  Thailand, India, Australia, Hong Kong and England
this particular sector replaced agriculture asttipesector  which account for 71.8% of Malaysia’s exports (2009
contributing to the economy playing a decisive rivle .

Malaysia’s development and success. It has comtbty ~ 1-2- Malaysian Exports

the output, employment and exports. The exporbséets Several government agencies in several ministries
been re;cently in the forefront in the transformatid the facilitate Malaysia’s exporting activities. These
Malaysian economy and has made the country ayoyernment agencies are Malaysia Trade Development
significant world -~ exporter of semi-conductors, air- comoration (MATRADE), Ministry of International
conditioners and latex-dipped goods. Owing 10 thetra4e and Industry (MITI), Standards and Industrial

positive_ signs of splid economic revival Ste_m,mimm Research Institute of Malaysia (SIRIM), Federatimhn
the major economies of the world, Malaysia's import Malaysian Manufacturers (FMM), ~Chamber of

exports is expected to grow even further. Othemefds Commerce and Industry (CCl), Small and Medium
that coniribute to the growing economy are: The Industries (SMI), Small and Medium Industries

improvement in business, the sentiments of theleass, Development Corporation (SMIDEC). The total number

domestic demand particularly in private consumptiod . . . :
the increase in investments led by the privateosect of Mal_ays_lan exporting companies .that appearetigsa
agencies is nearly 3000 exporting firms.

Not surprisingly, Malaysia now holds a major . ; .
position in AI\DSEAEI};narketsyas in the year 2008,td‘u§1lJ Before mtroqlucmg the framework upon which the_
amount of its exports to ASEAN countries increaged ~Present study is grounded, the researcher thought i
RM171.19 billion which accounted for a 10% increase Would be good to highlight the antecedent factot t
About 25.8% of Malaysia's total exports in 2008evey ~ have been hypothesized to influence the overall
ASEAN. Malaysia reported a trade surplus of RM12.5 marketing mix in the export field. To make it easie
billion in March 2009, making it the137th conseuati ~comprehend, the previous researchers together thth
month that recorded the trade surplus since Novembefactors that have been suggested and used instoeiies
1997. Malaysia’s major exports include electricada are presented in the following tableaple 1).

Table 1. Previous studies on the antecedents factors

Dimensions Cavusgil and Zou (1994) Chung (2002) in({089) Shoham (1999) Park (2006)
Firm factors - International experience - Interoadl - Corporate orientation - International exgrece
- Commitment to Experience
the venture - Market entry mode - Delegation dharity
- International - Immigrant effect
business intensity
Product factors - Cultural specificity - Natureppbduct - Type of product - Type of product
of the product. - Product life cycle - Producsiioning

- Product uniqueness
- Firms’ experience
with the product

- Product’s technical

complexity
Industry factors - Technology - Competitive - Cagtifion - Competitive - Technology intensity
intensiveness environment position - Competitawe!
- Intensity of - Competition
price competition structure
Export market - Export market - Government - Maiderelopment - Country image - Government regutatio
factors attractiveness regulation - Market conditio - Law differences - Cultural differences
- Cultural/legal similarity - Economic - Physiaatvironment - Government - Economic development
of the product development - Legal environment luerice - Export country image
- Export market - Market infrastructure - Physidanate - Physical condition
competitive intensity - Geographic area - Market - Market infrastructure
- Brand familiarity of infrastructure
export customers.
Sample US exporters New Zealand US exporters lisgmorters Korean exporters
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2 MATERIALSAND METHOD marketing mix (mediating variable). After that, the
relationship between the marketing mix (mediating

Based on these previous studies and Park (2006yariable) and export performance (dependent vag)abl
study in particular, the framework designed for the will be investigated. These two links have been
present study is grounded. The followingig. 1 explored in the literature by a number of researshe
represents the framework of the current research. (Tantong,et al., 2010). The present research takes a

It can be seen from the framework figure above step further by examining a third link, namely tin&k
(Fig. 1) that it consists of three main variables, namely between the antecedent factors (independent
independent variables, mediating variable and fnal variables) and export performance (dependent
the dependent variable. Here, the antecedent factor variable) through the mediating influence of
international  experience, technology intensity, marketing mix (mediating variable). This link hastn
competition level, government regulation, cultural been explored in the literature particularly in an
differences, economic differences, country image, emerging country context. To the best knowledge of
physical condition and marketing infrastructure mak the researcher, this link has been investigatea omc
up the independent variables. On the other harel, ththe literature by Park (2006) but in Park’s stuthe
four adaptation strategies of promotion adaptation,impact on the antecedent factors on export
product adaptation, distribution adaptation andceri performance has been examined through the
adaptation (Marketing Mix) make up the mediating mediating influence of marketing mix individually
variables. Finally export performance makes up thewhere the mediating impact of each of the four
dependent variable. In the present study, an attésnp adaptation strategies has been examined separately.
first made to examine the relationship between thethis study, however, the mediating impact of the
antecedent factors (independent variables) andadaptation mix as a whole will be examined.
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Fig. 1. The framework of the study source: Authors’ magifion
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2.1. Variables and Construct since values for all constructs were above the estgd
threshold of 0.60 (Fornell and Larcker, 19813f§le 2) and
the lowest value of composite reliability was 0.@hijch is
larger than the recommended value of 0.60, shogdaagl
reliability. Convergent validity was assessed bgrexing
Average Variance Extracted (AVE) from the measures.
AVE, a score of 0.5 indicates acceptability (Fdrraeid
2.1.1. Independent Variables Larcker, 1981). FrorTable 2, we can see the AVE ranges

Independent variables are those variables which ardom 0-827 to 0'98,8' which shows convergent vafidit
assumed to influence or determine the dependeiabier ~ AlSO. the Cronbach’s Alpha for all constructs atmwe
It is a variable whose value helps pinpoint theugabf ~ 0-70, which implies a high reliability of the meess1
other variables. It is a variable whose value regmés the Second, the standardized factor loadings for aihg
determination of the modification of the dependent@® above the suggested cut-off 0.60 and all are
variable. In the present study, the antecedentoriact Significant, showing strong evidence of convergent
represent the independent variables as the researchVvalidity (Hatcher, 1994). All items are significaniith

The present study involves several variables, mamel
independent variables, dependent variable and mieglia
variables. As mentioned in the previous chapter,
independent variables include the antecedent factor
previously mentioned.

presumed them to influence the dependent variable. high loadings, which are above the recommendedevalu
_ of 0.60, therefore demonstrating convergent validit
2.1.2. Dependent Variable Table 2 presents the discriminant validity statistics. The

square roots of the AVE scores (diagonal elemdrisiole

2) are all higher than the correlations among thesicacts,
thus demonstrating discriminant validity. Crossdiogs of
constructs are provided ihable 2. All items are loaded
higher on their respective constructs than on sther
eoroviding additional support for discriminant vathd

A dependent variable is the variable measuredeén th
experiment which is being influenced. Normally, the
dependent variable reacts to the independent vVeyiab
that it is generally called dependent due to its
dependency on the latter. In the present studypréxp
performance is considered as dependent variabl
whereby it is affected by the independent variables
comprising antecedent factors, keeping in mind that 4. DISCUSSION

effect is done through the mediating variables. Table 3 outlines the direct link between the antecedent

2.1.3. Mediating Variable factors and the marking mix adaptation. In otherdspthis
o ) ) Table outlines the impact of international experén
_The mediating variables in the present study a@ as (echnology intensity, competition level, government
bridge between the independent variables compritiag regulation, cultural differences, economic differes
facFors that were stated earlier and the dependen&oumry image, physical conditons and marketing
variable of export performance. In the presentisttite  jnfrastructure on the marketing mix adaption that i
med|at|rjg varl_ables comprise the strategies of tatiap _ represented by product adaptation, promotion atiapta
(marketing mix) that are adopted by the Malaysian yistribution adaptation and pricing adaptation.

export organizations. It can be seen from the Table above that some
antecedent factors were found to have significéfiece
3.RESULTS on marketing mix adaptation strategies. On the rothe
S - hand, some other antecedent factors were not femind
3.1 Instrument Reliability and Validity have a significant impact on the marketing mix

Following the two-step approach recommended byadaptation strategies. The following section presic
Zikmund (2000), adequacy of each multi-tem scale i detailed discussion about these findings.
capturing its construct was assessgd u;ing thwmagsnt 4.1. Impact of the Antecedent Factors on the
model of all constructs by checking internal caesisy Performance  of Malaysian Export

reliability, convergent validity and discriminanglidity, Companies Throuah the Mediatin
before testing the hypotheses via the causal m8dekral I nflugn ceof Mark etir?g Mix g

tests were performed on the measurement models to
examine their validity and reliability. First, toomposite ~ Another objective of the present study was to
reliability for the internal consistency was denteated,  investigate the impact of the antecedent factorshen
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export performance of Malaysian export companies. | Table 4 shows the impact of antecedent factors on
should be kept in mind that this investiga the export performance of Malaysian export
was done through the mediating impact of the companies through the mediating influence of
marketing mix adaptation strategies. The following marketing mix adaptation.

Table 2. Factor analysis results and AVE/CR

Factor AVE Composite Cronbachs
Construct Items loading reliability alpha R Square
Export experience EXP1 0.963 0.902 0.965 0.946
EXP2 0.934
EXP3 0.952
Technology intensive TEC1 NA NA NA NA
Competition level Ccom1 0.980 0.959 0.979 0.957
COM2 0.979
Government regulations GOVl 0.980 0.941 0.980 0.969
GOVv2 0.961
GOV3 0.970
Cultural differences CuL1 0.971 0.939 0.979 0.968
CuL2 0.972
CuL3 0.965
Economic differences ECO1 0.955 0.892 0.961 0.940
ECO2 0.940
ECO3 0.940
Company image IMG1 0.985 0.966 0.988 0.982
IMG2 0.982
IMG3 0.982
Physical conditions PHY1 0.964 0.933 0.977 0.964
PHY2 0.971
PHY3 0.963
Marketing infrastructure INF1 0.976 0.939 0.979 6839
INF2 0.969
INF3 0.962
Product adaptation PRD1 0.957 0.827 0.950 0.930 10.66
PRD2 0.910
PRD3 0.919
PRD4 0.848
Promotion adaptation PRM1 0.950 0.863 0.962 0.947 590
PRM2 0.889
PRM3 0.943
PRM4 0.934
Distribution adaptation DIS1 0.940 0.868 0.963 0.94 0.616
DIS2 0.927
DIS3 0.930
DIS4 0.929
Price adaptation PRI1 0.942 0.875 0.966 0.953 0.574
PRI2 0.916
PRI3 0.943
PRI4 0.942
Export performance PER1 0.969 0.940 0.984 0.979 060.5
PER2 0.971
PERS3 0.969
PER4 0.969
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Table 3. The effect of the antecedent factors on the degfradaptation of the marketing mix in the Malayséxport companies

Path Effect Path coefficient T. Statistics Result

EXP -> PRD Direct 0.030 1.393 Not significant
EXP -> PRM Direct 0.026 0.920 Not significant
EXP ->DIS Direct 0.088 2.769** Significant
EXP -> PRI Direct 0.008 0.382 Not significant
TEC -> PRD Direct 0.005 0.083 Not significant
TEC -> PRM Direct 0.001 0.023 Not significant
TEC ->DIS Direct -0.049 0.638 Not significant
TEC -> PRI Direct 0.007 0.103 Not significant
COM -> PRD Direct 0.070 0.828 Not Significant
COM -> PRM Direct 0.018 0.328 Not significant
COM -> DIS Direct -0.033 0.448 Not significant
COM -> PRI Direct 0.061 0.916 Not significant
GOV -> PRD Direct 0.169 2.263* Significant
GOV -> PRM Direct 0.041 0.645 Not significant
GOV ->DIS Direct -0.051 0.716 Not significant
GOV -> PRI Direct 0.284 3.499%** Significant
CUL -> PRD Direct 0.022 0.339 Not significant
CUL -> PRM Direct 0.191 2.246* Significant
CUL ->DIS Direct -0.013 0.193 Not significant
CUL -> PRI Direct 0.112 1.120 Not significant
ECO -> PRD Direct 0.254 2.791* Significant
ECO -> PRM Direct 0.071 0.569 Not significant
ECO -> DIS Direct 0.151 1.631 Not significant
ECO -> PRI Direct 0.045 0.619 Not significant
IMG -> PRD Direct -0.010 0.137 Not significant
IMG -> PRM Direct -0.017 0.210 Not significant
IMG -> DIS Direct 0.023 0.393 Not significant
IMG -> PRI Direct 0.011 0.137 Not significant
PHY -> PRD Direct 0.358 3.879%** Significant
PHY -> PRM Direct 0.284 3.457*** Significant
PHY -> DIS Direct 0.465 4.672%** Significant
PHY -> PRI Direct -0.031 0.488 Not significant
INF -> PRD Direct 0.007 0.106 Not significant
INF -> PRM Direct 0.254 3.943%** Significant

INF -> DIS Direct 0.287 3.798*** Significant

INF -> PRI Direct 0.355 3.983*** Significant

Table4. The impact of antecedent factors on the performarfdMalaysian export companies through the medjaithfluence of
marketing mix adaptation

Path Effect Path coefficient T. statistics Result

EXP -> PER Indirect 0.050 2.598** Significant
TEC -> PER Indirect -0.021 0.488 Not significant
COM -> PER Indirect -0.001 0.014 Not significant
GOV -> PER Indirect -0.004 0.101 Not significant
CUL -> PER Indirect 0.030 0.756 Not significant
ECO -> PER Indirect 0.137 2.421* Significant
IMG -> PER Indirect 0.002 0.072 Not significant
PHY -> PER Indirect 0.353 5.236*** Significant

INF -> PER Indirect 0.143 2.790** Significant
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4.2. Impact of International Experience on the 4.4. Impact of Competition Level on the
Performance of Malaysan  Export Performance  of Malaysian Export
Companies Companies

The result of this hypothesis was reported to be The result of this hypothesis was reported to be no
significant. International experience of the firmss significant. The competition level of foreign markes
measured by the number of years that a company hagompared to the Malaysian market was found to mave
been in operation. This experience gives firms stnae  impact on the performance of the export marketsThi
advantage as they understand the market conditinds ~could be due to the fact that the competition Ievel
other factors. From the results obtained, it wamébthat ~ Malaysia may be similar to the exporting countriesi
international experience affected the performange o @S the fact that most exporters rely on agentisather
Malaysian companies. Based on the results, it wasd ~ ndependent sellers. However, in markets with vegh
that experience plays a significant role in the competition as opposed to the exporting countrg, th
identification of new distribution channels that wia marketing mix must be adjusted so that the prodeais

lead to increased profitability and performancetlod compete with other products.

firm. Through experience, exporting firms are abte 4.5, Impact of Government Regulations on the
know the right channels for distributing their puots and Performance  of Malaysian Export

this increases sales and profits. Greater experienthe Companies

export market also makes the firm aware of theotost’s . )

wants and needs as well as the market forces and. 1he result of this hypothesis was found to be not
competition. This makes export companies changeifynod significant. Government regulations play an impieeat

their products to suit the needs of the export etankich role in rggulating the performance of t.he m”'“‘?aﬁ'
may differ from Malaysia. Therefore, international companies. Government levels of quality, taxatiud

experience of a firm plays an imperative role iarpoting and other policies must be strictly followed. Iretbase

the performance of the exporting firms of Malaysia, foreign government regulations do not
' significantly affect the performance of the exposte

4.3. Impact of Technology Intensity on the  and hence, this factor is considered trivial. Tisislue
Performance of Malaysian Export to the fact that most of the foreign import cousti
Companies regulations are nearly the same as those of Malaysi

o ) ) and this means that exporters do not have to adapt.
The finding of this hypothesis was found to be not Eyen though government regulations were found to
significant. Technology intensity or the level of phave limited impacts on the performance of the

technology between the firms in Malaysia and the exporting companies, these regulations were found t

foreign firms was investigated and the results dathid cause Changes in the pricing Strategy as well as th

that technology intensity did not affect the pemiance  product strategy. Various researchers indicate tihet

of the Malaysian companies. This could be due ® th |egal and regulatory framework has considerable

minor technological differences that exist betweenimpacts on the performance of a firm at the

Malaysia and the foreign countries that they export international level. Governments may choose specifi

Also, standardization of products results in prdituncof suppliers or impose exchange controls and these hav

uniform products and this meant that technological direct impact on the price of the product. Expater

changes did not give the exporters advantagestbear =~ must adapt new marketing mix strategies in order to

rivals. However, in other situations, technologyels compete with the other firms (Yan and Gray, 2001).

improve the performance of firms in the export isiay.

Improved technology promotes the production of

superior products that satisfy the consumers’ wants

this may promote company performance in
international market. The use of innovations and The result of this hypothesis was found to be not
technology in management and distribution charwéls  significant. Cultural differences between the exipgr
lower the product costs and this in turn can lead t and importing nations play an imperative role ire th
increased performance. determination of the performance of an exporting

4.6.Impact of Cultural Differences on the
Performance  of Malaysian Export
the Companies
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country. The culture, beliefs and values that peopl that most of the importing nations have a posititéude
have, control their purchasing patterns. Productstowards Malaysia. Also, due to the reliance on tend
designated for export must be packaged and presenteother distributors, the perception that products&drom

in a form that is culturally accepted by the lopabple. Malaysia is not very high in the foreign market.r Fo
When there is a big cultural difference between theexample, a company in Malaysia can identify a bigta
export and import nations, the marketing mix eletsen agent with good reputation in the foreign nationd &nis
must be altered and those of the foreign natiop®@d  can boost the sales and profits. This means that th

between the country and the foreign nations seeallsm

and hence the cultural differences have no impact o 4.9. Impact of Physical Conditions on the
the performance of the exporting companies. Since  Performance of Malaysan  Export
Malaysian companies rely on agents and independent Companies

distributors, they do not have to adapt or charngsr t
marketing mix as the final branding is done locdlly
companies in the foreign country.

The result of this hypothesis was found to be
significant. The physical conditions of a given ioat
affect the performance of international companies.
4.7. Impact of Economic Differences on the Physical conditions may increase or reduce the

Performance  of Malaysian Export distribution costs and may aIso_deIay the de!ive_fy
Companies products. In the case of Malaysia, the study irtdita
) ) that physical condition differences between Malaysid

The result of this hypothesis was found to be the importing nations affected the export perforoeaby
significant. Economic differences or economic dists mediating in the adaptation of the foreign coursry’
between the exporting and importing nations haeayr product strategy, promotion strategy and the dhistion
impact on the performance of international strategy. Changes in the physical conditions, sash
organizations. A wide economic difference means tha ¢limate differences between the exporting and irpgr
the two countries will have wide gap and this affee  nations, would have resulted in the need to repgeka
exchange rate and prices. For example, when amaterials so as to withstand these changes. Promabti
developed nation sells products to a developingonat  strategies had to be adapted as there were siymific
the exchange rate may be so high that the prictef  changes in structures and buildings and other &spieat

product would rise when currency conversion is done the citizens of the foreign country adore or favour
The final price may be too high for the consumerthie

case of Malaysia, economic differences were found t 4.10. Impact of Marketing Infrastructure on the
have significant impacts on the willingness of fine to Performance of Malaysan Export
adapt and the performance of the exporting company. Companies

Economic differences between the nations wouldyéiig
changes in product strategy, but all the otherofact
would remain unchanged.

The result of this hypothesis was found to be
significant. Marketing infrastructure differencestiveen
Malaysia and other foreign nations affect the
48. Impact of Country Image on the performance of the export companies. For the coigpan

Performance  of Malaysian Export to be successful, adequate marketing must be done
Companies through the appropriate channels so as to create
awareness. Changes in the marketing strategies and

The finding of this hypothesis was reported to bé n  structures in the foreign country are likely togtrer
significant. The impact of country image affect® th changes in the marketing mix adapted by the exmprti
performance of international organizations in therld: companies in Malaysia. The results indicated theitet is
For example, products from the UK and Germany area relationship between the marketing infrastructamel
regarded as being of high quality and durable. Thisexport performance. The main marketing mix factbeat
would affect the final price. In the study, the magp of mediate the effect that marketing infrastructure ba
country image on Malaysian export companies wasexport performance, are promotional strategies,
found to have no significant impact on the perfanoe  distribution strategies and pricing strategy. Clenn
of the companies and did not mediate in the adaptaf promotion strategies are likely to occur if the eign
any marketing mix elements. This was caused byatie  country has different marketing infrastructure and
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