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ABSTRACT

This study was to identify the exporting activities of the firms on the lnternatlonallzatlon stages for Thai
manufacturing firms. The study examined the export marketing activity difference between rnternatlonallzatron
stage group and by management style. It also examined the relationship between |nternatronalrzat|on stage.
management style. and annual exporting sales volume. The results showed that the govemment s influence in
advertising and communication were more helpful than other factors
financing. handling documentation. arranging transportetr " . b R
partners, packing. obtaining insurance. providing t Shiics
internationalization stages. Overall. government mﬂuenc,t
as having limited helpfulness in all studred areas There was a significant relationship between mternatronahzattohi

stage and annual export sales volume but there was not a relationship with managemen

: c,h as\ athermg marketing information.

‘rnlng fman information. finding distribution

\.»

ca, adVroe and providing warehousing in all

wrthrn the Export Promotion Department was seen

th|s researoh was to identify the

The purpose of

m tanaqement styles Another

nationalization stages and
group was dealmg wrth the ,mternatlonahzatron stage

An mtegrated framework developed by

the author was\ based on the Warren J. Betkey and
GeorgeTesar (1997) which focused on exporting behavior
in US manufacturing. More specifically. the answers to
the question were as follows:

1. What is the nature of the exporling process
within the firm? Can this process be divided into different
stages? !f so, which stages should be used?

2 Do firms in each of these exporting stages
have differing backgrounds that require different types

of export activity? 1s one general approach for export

actrvxty suf.‘ olen or do“firms in different stages need

“‘».‘:drfterent ypes of actlvrty’)

L3 Whroh management styles have an impact on

Thar firms exporting perceptions? What type of variables

influence exporting firms and encourage international

business?
4. Can an Export Promotion Department help

facilitate the exporting process? Are Thai firms assisted
by the Export Promotion Department?

5 What is the relationship between inter-
nationalization stages. management styles. and size of

exporting companies in Thailand.

The review of the literature dealt with export
development models. The management styles were
classified by using the motivation of management for
international activities and were grouped into three

categories of firms: proactive. situational and reactive.
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Johanson and Wiedersheim (1975) proposed a
model that emphasized the organizational forms of
international business involvement. Their mode! consists
of three export stages and one post-export stage. each
representing a successively greater commitment of
resources to overseas markets. Initially the firm has no
regular export activity: thereafter, it exports via foreign
representatives and finally, it sells abroad through a
sales subsidiary. The model underscores the critical role
of information acquisition to the incremental progression
of the firm along the internationalization path, leading to
reduced levels of uncertainty regarding foreign markets

and operations.

Bilkey (1978) conceptualized the export deve|op~ {

ment process from the perspective of a firm's mcmasmg -

dependence on psychologically more d|st’a

A

oountrles e

h"stage marked by the internalization of production, marketing

Wedersheim-Paul. Olson and Welch (1978) inves-
tigated the pre-engagement phase of the firm's export
expansion process (Figure 1). Based on the firm’s willing-
ness to initiate exporting and its ability to collect and
subsequently transmit information, they identified three
types of nonexport; domestic-oriented firms, which did
not deliberately plan for or anticipate export sales: passive

nonexporters. who might have enqaged ln\exportlng if an

unsolicited order were recexve : and actlve nonexpor’ters

who made dehberate efforts { \|n|t|ate exporting. Their

model suggested that wvlhn@ness to start exporting. together

wnth the Collectlov and transmission of export-related

formatron mcreases as the firm moves from the domestic
0, the aotrve preexport stage. In examining export de\?elop—

ent behavior in less and newly mdus ’cnahzed‘countzes

Wortze! and Wortzel (1981) proposed the xntematuonalva—

tion stages through Wthh an |ndlgenous manufacturer

’*ar‘d other functlons previously performed by the firm's foreign

"Gustomers. The model emphasized the importance of taking

a contingency approach in identifying and selec ting the

optimum strategic involvement in overseas market activities.
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Figure 1

Factors affecting the Pre-Export Activities of the Firm Model
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environment
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Source Wiedersheim-Paul, Olson and Welch 1978 Pre export act

International Business Studles v9n1 p47 58

szkota and Wesiey (11585) ";(:tleveloped a model
Whlch ln_yestxgated ‘the effects on exportmg from the
in export\ng, and attitudes toward exporting. The primary
validation of this model revealed that generalizations
conceming the size of companies and exporting appear
to be inappropriate. Although there are interesting
differences in export attitudes, problems and activities;
small and medium-sized firms are similar in their export

behavior and do not need to discard exporting as a

growth strategy.

\ N
y .. Attention evoking

Internal

» Extemal

Firm

ivity: The first step in internationalization, Journal of

Cavusgil (1984) proposed a model that concep-
tualized export behavior as a process comprising five
separate stages: the pre-involvement phase: reactive
involvement: limited involvement: active involvement; and
committed involvement. The last stage, however, was
eliminated from the model after empirical testing revealed
that the score for this stage was very low. The export
development process was conceived to be a result of
successive decisions made by management over a period
of time. The model suggested a set of firm-specific and
managerial factors that either facilitated or inhibited the

firm’s progression along the internationalization path.
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Figure 2
Export Behavior.

-y
i
i

Firm is in a technology - intensive
industry

BACKGROUND
VARIABLES

a\l..;/;

INTEF\{VENT\ NG N repectations regarding

VARIABLES, |~ effects of exporting on fi

profit. /growth,_,éfé

DEPENDENT
VARIABLES <"\

Management's expectations -

effects of exporting on firm’s

Firm has a unique Management has high

product Aspiration

Growth

Influences firm
size market

Allpéegti‘o}} SF firm's resources to:
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exforting forming

exporting department, etc.

Probability of firm exporting

Source: Cavusgil S Tesar, 1984. Differences among exporting firms based on their degree of internationalization.

Journal of Business Research. V12. p. 195-208.

Moon and Lee (1990) attempted to explain the
dynamics of the export development process by building
a model that employed a set of independent variables,

identified previously as being significant determinants

of export behavior. Based on an ex-post facto research
design, three different stages of export expansion
emerged, which were referred to as the lower middie

and higher stages. Empirical testing of the model revealed
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certain managerial and organizational factors that
significantly differentiated these stages. However, many
other parameters, particularly those of a structural nature,
were found to have no discriminating effect.
Examining the firm’s export engagement from an
innovation adoption perspective, Lim. Sharkey and Kim
(1991) deveioped a modei that distinguished between
four stages that they called awareness. interest, intention,
and adoption. At the awareness level, the decision-maker
recognized exporting as an opportunity. During the
second stage, the manager was favorably disposed to

the possibility of exporting. Increased interest was

assumed to lead to positive intention. which in turn

motivated the decision-maker to try and finally adopt

exporting as a new business activity.

Simitarly. Bao and Naidu {1992) categonzed four7 \

..... 1 3

groups of firms according to the|r level of e or _actrwty

nonexporters, export i “ders sporadlo exporters and

regular exporters. B sé pon an'a prronty assignment

the\vmous export stages. this typology

of companie

was vaIrdated.\ empmcally and, according to these™

,.wresearchers exh|b|ted three distinct advantages: flrst \

th stages were easy to interpret and were broadly

md|catlve of the company’s current export status seoond
firms could be classified by usmg secondary data Flnally

extens.ve pr\mary data was not reqwred regardlng

k lmplrcntly in previous studies.

elther eprcutly )
\\ C ck (1995) offered a conceptualization of the

internattonallzatron process of exporting firms based on
criteria set by Bilkey and Tesar (1977) and Czinkota
(1982). His model consisted of six stages. which closely
resembled the stages proposed by these researchers,
but was tested in a different environmental context.
Although no detailed description of the various stages
is provided by Crick, he categorized firms as nonex-
porters, passive exporters. or active exporters. The author

concluded that there were significant differences between

firms in the various stages as to foreign customer
demands, internal company requirements, export related
problems, and type of government support. but no
significant variations existed with respect to their
background characteristics and export operating issues.

Bilkey and Tesar (1977) worked with such dif-
feretiations and determined a score for firms by rating
each proactive motivation as +1 ar'td“»'each reactive
motivation as -1. However. only one reactlve motivation

is used by the autho

‘hu\s I|mmng the choices available

to the responde":
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Table 1

Motivations for Management

L

Type Motivation Definition
y——_—_—___——_—; =
Proactive Exclusive information Knowledge about foreign customers,

marketplaces, or market situations that is not
widely shared by other firms
Managerial urge Desire. drive, enthusiasm of management

toward exporting

Unique products Product type of one firm
that is not widely /ayf’/"
competitors

Profit advantage

dom tuc sales ‘

‘Spéclahzed marketing
‘know|edge distinguishing

the firm from its competitors
Knowledge of specialized (
technology that is not-. 9

R

Marketing advantage

widely avallable mfematlonall;i&
-~ they for‘natlon of a Domestlc
:lntematlonal Sales Corporation
Tax beneﬂts obtained from
~“shelters other than DISC.,

for example, Western

Hemisphere Trading Corporation

Fear loss of foreign markets
resulting from international activities of
competing firms
Existence of inventories that
are significantly above desired levels
Continuous reduction of the
firm's U.S. sales or its US.
market share

Excess capacity Underutilization of existing

Equipment
Saturated domestic market Contraction of total domestic scales volume
Proximity to ports Physical closeness to international facilities

Source: Adapted from Michael R. Czinkota and Wesley J. Johnbston, 1981. Segmenting U.S. firms for export

development. Journal of Business Research, vdn4, p. 55-57
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In crder to determine the type of management exporting between 3-6 years and stage 3 (the advanced

behavior of the firm, the approach used by Billkey and exporting), experience in exporting more than 6 years.
Tesar (1977) was paralledled for this study. As their The management styles were classified by using the
study, proactive motivation is scored as +1, reactive motivation of management for international activities and
motivation is scored as -1. were grouped into three categories of firms; proactive,

If the sum of the motivations is greater than 0, situational, and reactive. Three main hypotheses were
the firm's management is classified as being proactive found that dealt with various way of differentiating or
or aggressive. If the sum is smalier than 0. management grouping such firms in order to best. meet their needs.
is classified as being reactive. No clear indication for The three groups of hypotheeeé\;vgere hééjed on:

management’s attitudes is available if the sum is 0. It
seems, however, if the proactive and reactive behavior 1. Differen nternatronal stages of international

balance out, that management has varying attitudes. - am‘rvrty N

Such attitudes are then labeled as situational. SOy 2.»5" Management styles

For group 1 and group 2, the important variable Firm size.

to link and examine the effect and the relatlonshlp

between tow groups is the firms charactenstro Flrm arez Since each of these hypotheses" epresents a olear

grouped according to their sales volume and labeled alternative, this research focused on all three groups

as small-sized firms, medlum snzed frrms and large sized to permit compansons of elfeotlveness

firms. Firm size is oﬁen egerded by export researchers Data were collected by personal interviews
2 as a critical varlable 1n explalmng export behavior and dlstrlbuted to 300 (12%) exporting firms that were

succes (Ca squ and Naor 1987). The firms size can»\ i selected from the 2002 EPD list. The total population

;by sales voluime (szkota and Johbston; 5 was 2505 exporting companies in manufacturing

pe ‘r’ix’easrjr».
be

K \

/

: *-w'\«‘product. A 63.33 percent response rate was achieved,
and the respondents, 190 firms. were used to analyze
the data. The measures used in this research were
ANONA. MANOVA, and Chi-square. The analysis and

other data operations. such as data displays and statistic

proposes that a flrm s size could vary directly with a technique were using SPSS program to manipulate the
ﬂrms propensrty fo export In his study he found that data. ANOVA was used to test the difference among
firms that’ had obtained their own initial export order individual group means of variable by using the Bonferoni
were much larger than firms whose lnltlal export order method. MANOVA was used to test the different multiple
was unsolicited. Various defncnenmes of these activities group means of variables by using the Wilk’'s Lambda
were pointed out, mairily in ‘the contest of their approach. Then this program were followed-up by testing
appropriateness for internationalization stages and the difference among individual group mean by Bonferoni
management attitudes. Internationalization stages were method. Chi-square was used to test the relationship
classified based on the firms exporting experience; stage between two group of variables. The different in the
1 (exploring firm}), experience in exporting less than group of variable in this study were significant at the
3 years, stage 2 (the experimental firm), experience in 0.05 level.
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The results of hypotheses testing were as follows:

1. There are differences among any of the annual
exporting sale volume’s means of the firms in
each internationalization stages.

2. There are no differences among any of the
government’s influence means of the firms in
each internationalization stages.

3. There are no differences among exporting
perception’s means in each internationalization
stage.

4. There are no differences in the annual export
sale volume’s among any management styles

groups.

5. There are no differences in the government’s -
influence among any management styles groups..

6. There are no differences in export‘ing~p‘ercep-\‘§i‘

tion's among any management\s” je’s gii’dups

each of the lnternatronallzatlon stages and

management styles ‘of the firms.

Conclusions and Recommendatlons
There are several lmpertant lmphoatlons arising
from the ﬁndlng o( th«s study lnternatfonallzatlon stages

,/ R

were’ more u 'ful m cl tssn‘ymg the main exporting activity

of the flrm than management style of Thai's exporting
firms. Therefore general conclusions of typical firms in
each internationalization stage were drawn and various
export activity possibility for these firms were described

as shown in Table 2.

‘stage is proactlve

Stage 1: The Explored Firm.

General conclusions.

Most firms have experienced less than 3 years in
exporting. The current average annual exporting sales
volume is below 75 million Baht. On average firms feit
positively about exporting perception as well as exporting
activity in foreign markets. Most of ‘rhﬂe\ firms started
exporting to ASEAN, US, and Gerrn'any:x‘but currently
Japan has become a more, fmporiant market than

Germany. Management W|th ln the firm known that the

firm has exportable produr,ts and plans on increasing

T"to be uncertain about whether to do busmess Iecallylor

internationally. They are uncertaln about whether proﬁt
from exporting will meet thelr expectatlon The main
factors that motlvate expertlng are management attitude

and unlque product 5. }he 'management style for this

H

Areae heavnly influenced by the government are

"'advertlsmg communication, and gathering marketing

‘v"mforma‘non Firms have a negative belief that the Export

Promotion Department can be of substantial help to
their export activity by assisting with financing, handling
documentation, arranging transportation. obtaining of
financial information, finding distribution partners, packing,
obtaining insurance, providing technical advice, and

providing warehousing.

AR F Y S NP ST
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Table 2

General Conclusions

Criteria

Exporting Expetiences Less Than 3 Years

Annual Exporting Befow 75

(Mitlion Bath)

Started Exporting ASEAN, US, Japan

Current Exporting ASEAN, US, Japan

Exporting Perception Positive

s

Firm has\ékfpgrtablé\ )
B Y

PSS
HES
H

Management Action -

2

A their export market.

Managem@gtiUncég%jnty " To do business locally or

N

internationally

Management Style

Goverment Influenee {

U

- Management Attitude :

Between 3-6 years

. \\v

75:2Q0

S

Below 75

ASEAN, US, Japan { ASEAN, US. Japan

>‘/

ASEAN, US, Japan

"Rosit

Y Ay

ivé Higher Than
e

N

Positive Higher Than
Stage 2

- Exporting is a desirable

task and profitable. rrms iﬁé&?e PR

exportable products.

To do business lecally or

_Jo do/bisine
I SN
3 ,

B S
el S RITRY

internationally.

- Management Attitude

- Profit Advantage - Profit Advantage

Proactive Proactive

Limited and Negative Limited and Negative

\"'-\__,Réébmmendations for Export Promotion

Department.

Findings through out this study indicated a need
to use case studies to demonstrate the benefits that
can be derived from exporting, increase advertising and
communications to make firms more aware of existing
service, and providing these services in a more accurate
and timely manner. Firms indicated a need for greater

response to export gathering marketing information

requests. This could be done through the use of more
active small-volume export information by Export
Promotion Department or by establishing a nonprofit
facility that provides occasional exporters with small-
sized assistance (below 75 million Baht). An alternative
could be a government guarantee of small export loans
to banks such as Ex-lm Bank using similar methods to
current student loan programs. Trained Export Promotion

Department field officers could be trained to advise

Journal! of Global Business Review e Volume 4 July, 2003



;,_have pla

firms on insurance process and teach them about
international business insurance. It may be greatly
advantage to hire more multilingual field officers, and
encourage universities to include more commercial and
international business aspects in their foreign language
courses student language banks at universities, especially
in Sripatum University, and possibly, for a small fee,

they could aid firms in translating foreign documents.

Stage 2: Experimental Exporter.
General conclusions.
This concludes that most Thai firms have

experienced between 3-6 years in exporting. The

current average annual exporting sale volume is below
75 million Baht. On average, exporting perceptlon/of the“

firms have a positive perception of exportmg : hlgh er'\‘\

)
\\

than stage 1. Firms started exportl’“g to ASEAN us.

and Japan and have-conti _export to these

established markets Management in the firm knows

that exportmg can be a deSIrabIe task and profitable

plus they“ haye\many exportable products. They alsog\:""‘.‘ OV
" ‘Stage 3: Advanced Exporting

lncreased their export markets to ensure

m~growth Management has stated an uncertamty on

the dlfference between local and mtemational buemess )

The main reasons that mo’uvate exportmg are manage—

ment attitude and proflt 'dva tag he management

style for thls stage !S proactrryle/"'" ‘

The government’s influence within the Export
Promotxon Dep”artment is seen as having fimited
helpfulness m all areas of;, communication, advertising,
gathering marketing information, financing, handling
documentation, arranging transportation, obtaining of
financial information, finding distribution partners, packing.
obtaining insurance, providing technical advice, and

providing warehousing.

< e
o

Recommendations for Export Promotion

Department.

The questionnaires have identified a need to
increase the profitability of exports. Most firms have
shown a desire for increased government’s influence
toward this end. The Export Promotion Department
could provide foreign purchasing requests for products
manufactured by exporting flrms to management
Participation of these firms in oresgn exhlbltlons Search

for contacts for these/ lrms and assnst them in initial

contacts. By functnomng a ,‘,dﬂ mtermeduary placing export

orders with. flrms an metltutlon like the Export Promotion

.epa;hment could clearly demonstrate the benefits of

x| ortxng WIthout forcing firms to partake in the lnmal

government effectiveness Wou!d ‘,,alrso be fntroduced

Apart from the genera! asssstance it Would be helpfulness

,ceuld Jolc} commumc‘ated

General conclusions.

Most of these firms have experienced more than
6 years in exporting. The current average annual exporting
sale volume is between 75-200 million Baht. The average
of exporting perception of these firms have positive
perception to exporting and higher than stage2. Firms
started exporting to ASEAN, US, and Japan, and continue
to ship their product to export locations. The US. and
Japan were the main exporting countries to started in
this stage. Management in the firm knows that exporting
is a desirable task for their firms and that firms have
exportable products. Management tends to believe that
export planning is very important. Management clearly
understands the difference between doing business in
local and international market. The main factors that

motivate exporting appears to be management attitude
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and profit advantages. The management styles for this
stage is proactive. Government's influence by Export
Promotion Department is seen as having limited

helpfulness in all areas of export for these firms.

Recommendations for Export Promotion

Department.

This study identified a need to further encourage
the use of Export Promotion Department’s special
programs such as financial assistance and taxation,

etc.. to assist exporting firms. Financial assistance is

now needed in greater size and for longer periods of

time than for firms in lower stages. Rapid responses 10

financing requests are important. An increase in the -

cooperation with Ex-Im bank could help satisfy t’ttt’suhe‘ed

Training seminars on export fmancmg; and expor’t

marketing strategies would be o{ Malue \to frrms in this

7 ;"v’equests for ﬂnanmal information
would help |nst|tute better communlcatlon between the

firm and Export Promotlon Department. Additionally.

1mprovemen

statxone abroad could help achieve the goal )

Future Research S

As an extension of future reqearoh more inves-
tigations into the,hypotbesrs o the lnternatlonahzatlon
process, would b\ valuabte/The effect of the length of
exportmg experlence heeds to be studies in more depth.
specmoally deahng with change on an annual basis or
perhaps even smaller units of time. It could also be
valuable in future investigations to include more firms
with more divided internationalization stages. Three stages
of export experience could be increased to more
clearly observe the export marketing activity. For such
investigations, the case study method may therefore be
a more valuable research method than cross-sectional
survey. Changes in the export activity of firms could

also be investigated based on factors such as the number

-

"'m the training of commercial offlcers

of export customers or the amount of export transactions.
Different levels of these factors might be more indicative
of export experience than time alone and may therefore
yield more conclusive results. Similarly, an assessment
of the export experience of the individual in charge of
exports might be more valuable than the experience
of the firm, particularly in a socnety of relatively high
employment availability such as. the ASEAN countries.
While a more detanled mvestlgatlons into the

international stage Pe.fems va!uable the following three

stages Warrant par ic ‘l_ar attentlon the exploring firm,
\ ,

‘ xporter. and the advanced exporting.
Carrymg'out a "Ion'gltudlnal study that investigates

the change of firms over time could also be useful in

Identlfylng more clearly the progreseron of ﬂrme through

the international stages. Such an, mvesthatlon could

o

trlgger faotors and

reveal more causality betj_ ee
establish tlme threshoids for altera‘uons in a firm's’

exportmg behawor These factors could then be

»qncorporated mto export activity programs to obtain a
more rapxd progressron of firms through the inter-

natlonahzatlon stages.

More information could be provided to the Export
Promotion Department to refine the areas in which help
from the department would yield the greatest payoff.
Such a refinement may be achieved by obtaining a
combination of issues that are both government and
firms influenced where they both make concessions 1o
assist each other for increased export growth. This can
be best be achieved through greater, assistance trust,
and communication. The important input would also
be provided to the Export Promotion Department by
surveying the needs of foreign firms importing Thai
products. As customers, these firms can determine the
ultimate success of Thai products abroad. By using
information gathered this way, export performance
can be improved by helping Thai firms not only to do

things right but also to do the right things.
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The method of differentiation used for the
classifications of firms could also be more refined. It
could be remembered that this research parallels past
approaches in the determination of groupings and uses
established break points. The results of this research
are therefore due both to the factors studied and the
framework employed. Once the framework in changed,
the impact of a factor may be altered.

While the management styles of a firm did not
emerge in this research as a major variable differentiating
the export behavior and activities of firms, it may be
that the discriminatory power of management styles
should be further explored.

General government assistance issues do not

seems worthwhile for this type of research. The future

research should analyze past government ‘aot|ons. and

their impact on Thai export performa'noez oh"e‘ areé‘ to

investigate could be the e ect’ ffrrm be "‘avror al different

stages of their export program A‘questron to be explored
is; Do firms end thetr actrvmes s program is terminated
or do they shrtt 0

area worthy of research is the loan policy of Ex-Im bank
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