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ABSTRACT

Oversess marketing activity will become increas-
ingly important to small- and msediuvm-sized firms
for both micro and macro reasons. Up to one-
third of profits earned by U.S5. businesses are
estimsted to be derived from export sales, but
suall-and medivm—-sized firms, which generate more
jobs than large firms, genmerally lack an export
orientation (Birch 1987). But smaller firms may
actually have cospetitive advantages in inter-
national sales through astute use of deliberate
marketing stractegies (Czinkota 1986).

Studies by other ressarchers have examined
characteristics and attitudes of exporting and
nonexporting firas, the influence of marketing
sCrategy variables on export results, and the
effect of atrategy declsions on export iotemsicy
and growth (Hirsch and Lev 1974; Ayal and Zif
1979; Cooper and Kleinschmidt 1985).

In the present atudy, three hypotheses are
ipvestigated:

Hl: Marketing strategy variables are
significantly related to both the static
(export intensity) and dynamic {(export
growth) seasures of export performance.

H2: Merketing strategy variables are sore
related to the dynamic seasure of export
performance (exporr growth) than are firm
charscteristics.

B3: Firm characteristics are more related to the
static measure (export intensity) of
performance than are marketing strategy
variables.

The independent variables included in this
apalysis are:

Export marketing strategy variables
Argel export countrias
Rumber
Developed vs. developing vs. centrally
plannad
Japan vs. Pacific Ris (iocluding Japan)
ve. Pacific Rim plus U.S. peighbors
(Mexico apod Canada)
Marketing mix orieatation
Esphasis on nonproduct or product
CORPODRRt
Firm charactaristics
Salas volume
Number of employees
Subsidiary status
The dependent variables are:
Static success (percent of sales
attribucable to exports)
Dynasic success (chabnge in static success
compared to two years previously)
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The apalysis was based on data obtsined from
telephone interviews with 57 export msnagers of
Gregon firms that msnufacture lumber and have
500 or fewer amployees.

Results showad that Hl could not be completely
accepted. Sowe of the marketing strategy vari-
ables wers significantly relsated to static
export parformance, but none were signifjcantly
related to dynamic performance. H2 was rejecc-
ed because there was no significant relation-
ship between the strategy variables and dynamic
performance nor did the firm characteristics
have & significant relatiopship to either of
the dependent variablea, Finally H3 wae also
rejected because the strategy variables vere
significantly related to the static measure
although firs characterlstics were not. There
wae some indication, however, that firm charac-
teristics might be more relsted to export
intensity as opposed to export growth.

This study supports the tenets of the marketing
concept in relation to internations]l marketing:
careful target country segmentation and selec-
tion is important. The more market-oriented
fires exhibited somewhat greater export
success, and the sarketing strategy vatiables
WeTe BOCe Celated to ststic eXport success than
were firm characteristics.

Further research is indiceted involving addi-
tional strategy variables, such as the nature
of export distribution channels, and fira
characteristics, such ss the sumber of coun-~
tries exported to, the number of years exported
to aach country. This type of invesatigation
should also be extended to different industries
in different time periods.
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