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The importance of the influence of the decision maker's charactenstics an the export marketing
performance 15 recognised o India, but the fiald has been under research in the context of
indian manufactunng sector. To this elfect, the present study therefore focused on the
determination of the extent of the relationship between these vanables. A causat and non-
contrived, survey research design and paradign trangulation design study was conducted. The

findings reveated that there was a strang influence of the firm's decision maker 's charactertstics
on ds export marketing performance & deosion maker's age, educatianal qualifications,
international expenence and language skills extubred a strong influence on the firm's growthin

sales,

growthn profits angd growth m matket share

Introduction:

Expost marketing has been described as an indispensabie aspect
of economic development and growth {Nkomnebe 2004), £xport
perfarmance correlates with econonic devetopment. Fur instance,
successful exporting has been found to b responsibile for
Germany's  econoarmuc muracke. Corpordte prospenty and long
term commercial viabibly of frms have Deen hinked to export
success (Katskkeas, 1994). Successtul exporting has been
descnbed as the engine of ecanomc growth (Zou et al, 1998).
Growth e the GNP and economic growth have been found to
derive their polency in successtul exporting. As a result of miriy
obsenvable benehits flowing from engaging in export marketing by
firms,

Tne firms’ behaviour/effort towards handing thew marketing
operations becomes a central issue thal has biven subjected to
global assessment. So far, much Iterature ex:sts i this context for
the advanced nations. However, there seems to be ttle Iteratute
i the Indian context. Over the years, researchers have developed
interest in the study of export markeling performarce of vared
economies as & field of endeavour. To determine the extent of
export marketing performance certam basic managerial elements
have been identsfied by previous researchers. Such problems so
far dentified by the previous researchers included low growth in
sdles, profit and market share. As a result of the hewghtened global
mterest on the fwms entrepreneurship development as a
capability for export marketing operations, we focused on the
further assessment of the deusion maker's charactenistics of the
firms in the Indian manufacturing sector, S0 as 1o give 2 better
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explanation to then export markeling perormance i terms of
grawtiin sales, profi and market share while the decision maker’s

characterstics  wote  assesscd hased  on o age,  educational
quatifications, international expenence and anguage skills,
Managerial Characteristics:

Age:

Investigators have turned their altention towaids the age of the
decsian moker i order 1o shed ght on the export behaviour of
1he SMES, However, the resulty abtaaed ny the stucses providn
cunttadictory  wformation. Numerous scholirs observied ot
younger managers seern 10 b more export onented than ther
oider counterparts, Juffe et al. (1988) and Maen & Lee (1990)
consider manager's age as a predictor for expon behaviour duc 1o
the fact that younger managers are generally more internationally
minged and cosmonolitan than their older counterparts, Howeve,
other scholars show that older age levels of the ewner fTounder
are related 19 internstionalisation (Welch ¥ Waadorshen-Fayl,
1980)

Educational Level:

Education 1s related with the knowledqe, skills, problemesolving
abiity, dsphine, motwation  and  seltconfidence, Hence,
educated decsion makees have bettee prodlirm solving sk
Moreover, the amount of knowdedge the geosinn maker has about
nternationahsat:on 15 contingent upon tre deasion maker's levet
of educatiun, Better educated deoision mabers ane considered to
be more ppen-munded and interested i foreign affairs and
therefore, beny mote willing 1o evaluate the benefits and
disadvantages of exporting from an objrctive pont af view.

5.

Language Skills:

Vanous researchers have studied the link between the languiage
skilis of the geuson maker and the firm's export behoviour,
obtaming rather contradictory results, However, in addition to

shwasbutina Businens Review
Vishare 1 {an 2081, 6-13




4

/

7
facilitating communication, language skills ease the
understanding of the foreign culture. This increases the proximity
between the manager and the foreign country. Studies by
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ra Cunmngham & Spigel {1971) confirm that foregn language

/

proficiency has been positively associated with export
development as it might help to establsh social and business
contacts # foreign markets, O improve communication and
interaction with foreign customers, to better understand foregn
business practices and to faciitate effective planning and control
in international markets,

Intemnational Experience:

This concept refers to the exposure the manager has to formgn
cultyres and business practices duning the tme spent abroad wirle
studying, working or travetlng 0 business interest ot tounsm,
Leondou et al. (1998) argue that the time managers spend
abroad has been regarded as an important factor that could
explain export ntention, propensdty and intensity, It imphes
managers’ exposure to other cuitures leads (o greater expenientat
knowledge about mternational markets. Batrett & Wilkinson
(1986) found a strong association between the tme managers
spend abroad and export development. Moreover, by travelling
abroad, managers are more hkely to get acquamnteg to foregn
business practkes, meet future customers and spot market
oppoftumties.

Management Know-how:

Carter et al. (1997} state that the poincipal founder of a fiem can
abtain resources using management know-how and his/her
capacity to identfy appropriate pactners, inwvestons and advisors,
which can supply the funt with necessary resources. Hence, L can
be ferred that he/she can also spot profitable market
opportumbies 1 domestic and foreign markets. According to
Cooper amt Schundier (2001), the most relevant influence upont
the abdity of an ndividua! s the previous work experience of a
founder. Westhead (1995) argues that entreprencurs, who bave
hekd managerial or professional post:ons prior to start-up, may be
mare aware of the possibsities and practices of exporting part of
therr sales.

Risk Tolerance:

Accorging to Gupta & Gowvindarajan {1984}, the pasitive attitude of
managers tawards nisk favours strategies of expanson thiough
new products and markets. Hence, it could be inferred that
manager’s nsk tolerance may influence the export behaviour of
the Small and Medium Enterprise (SME). This :dea s supported by
McConnel {1979) who suggests that exporting impiies greater risk
than sellng in the domestic market which may constran
managers from initiating, developing and sustairung export
operations. Dichtt et al. (1983) argue that the nisk aversion of
managers influences the degree of export involvement of the firm.

Conceptual Framework and Hypotheses:
Figure 1 presents the conceptual framework for this study. It is
based on the resource-based perspective. The study focuses on

the specific components of the framework viz. firm-specific
resousces together with strategic issues raised by those resources,
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nature of the product degree of control and entry motle, The
critical 1ole of some of the listed hem-specific resources in
selecting entry mode have not been examined before, let alone
ascertaining how thelr intaraction with the nature of the product
{goods versus senvices ) may influence chaice of entry mede. This
focus allows us to examme the main effects of firmespecific
Tesources on entry mode choice as well as the moderating effects
of the type of product (manufactured good versus non-separable
service) on entry mode selectign. Although they may have
significant impact on entry mode selection, hypotheses are not
developed for home country and host country factors, The
conceptual framework of this study as depicted in figure 1 shows
the vanious study vanables, ther dimensgions and measures. The
predictor vanabie 1s gecison maker charactenstics (input) whie
the crdenon vanatle & export marketng pedformance {outpat),

Decision Maker's Characteristics and Export
Marketing Performance of Firms in the Indian
Manufacturing Sector:

For the purpose of this study, another view at ds ronceplual
framework  unfolded  the vanous mathematical notations
assooxted with the study varabiles, their dumensions and
measures.

The modef could be presented thus:

Ep © (Do) (1)
D¢ = (Aa+ Eq+le+ls MR 2)
£p - H{AsEQ,lels, MKk R (3}
Ep < (G + Gp + Gin) Q)]
Where:

[ ¥+] = Export Matketing Performancs (Export sutputs)

Gs - Orowthin Sales

Gp = Growtn m Profit

Gm = Growth i Market share

O¢ = Decision maker chardctenstics

Ac - Age

£q = Educational gualificatiyn

le = Irternationaf expencnce

is = Languaqe skills

Mic = Management know-how

Rt = Risk tolerance

Hypotheses:

The following research bypotheses were formulated for testing
based on a prelirmnary ltetature review.

HO:: There is 3 sigmificant relationship existing between decision
maker charactenstics and growth inthe firm's sates.

HO:: There 15 a sgnificant relationship existing between decision
maker charactenstics and growih in the firm's profit,
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;. There is a significant relationshvip existing between the

" decision maker characteristics and growth in the firm's market
share.
Base-Line Theory of the Study:
Entrepreneurial orientation as an internal resource of the firms s
justified by the resource based theory. The resource based theory
conceives a firm as 3 unique bundie of tangdble and intangible
resources {assets, capabiities, processes, managerial attributes,
information and knowdedge) that are controlied by a firm and that
enables it to contewe and implement strategies aimed af
improving its efficiency and effectiveness. The resource based
theory contends that the princspal determinants of a firms export
performance and strategy are the mternal orgarusationat
resources. This is in kne with the suggestion by Zou and Stan
(1998) that researchers need to be mere conscious about the
theoretical logic when conducting ther studies.

Arcording to the resource-based theory, firm resources are
sources of competitive advantage. By impheation the resource-
based theory suggests that the Competitive Advantage as defined
by Barney {1991) may arise out of a broad range of indwduat.
social and orgarisational phenomena within the fiums that aie
analysed by orgamsationat theory and orgamisational tehaviour.
Bloodgood et al. {1996) further build on this idea arguing that
those firms which present umgue bundles and combinat:ions of
resources  stocks mught have a tugher proclvity towards
smernationahsation.

The Influence of Decrsion Naker's
Research Methodology:
Research Approachand Design:

A survey research design was deployed for the study. A structured
gqueshionnaire was used as the data collection instrument.
Population, Sampling Procedure and Sample Size
Determination:

The population of this study was 415 registered export firms from
the intian pharmaceutical manufactunng sector from the states
of Goa {45), Gujarat (63}, Andhra Pradesh (41), Maharashtra {49),
West Bengal {45} and Karnataka (65). ARer the fieldwirk, the
vahd responses for the study were 308 firms/managers. The
response rate for the study was 74.2%,

Research Instrument Design, Validity and Reliability:

The questionnare was divided into thiee parts and data on each
variable was obtained using the vanous items as presenied in
table 1, acopting a five-point Likert scale.

Validity:

Eesentially, ot 5 pertiment ta note that all the constructs for the
study have alteady been validated by previous researchers, The
reason far the present est s 1o 1e-vahdate these study constructs
using dota collected for this purpasa. The research instrument wos
subjectied 10 expert opruons where supenvisors and cafleagues
assessed the instrument, We alsa conducted a confirmatory test
using 1chability anatysis (McNabb, 2004) which indicated that
majonity of the tems were having values above 0.5,

Figure 1 : Conceptual Framework for the Study
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Table 1 : Reliability Test Results

SNo Vanable No of items Cronbach’s Alpha

i Decision Maker Characteristics{Oc) 6 0.88

2 Export Marketing Performance(Ep) 3 0.74
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of Data Analysis: expart managers within a period of 10 months. During this period, :
¥ Our study adopted concurrent paradigm triangulation ammmmmmmmum, *\W survey :
. By this, the study ! the hetic was intially conducted o refine the guestionnaire and the
al m’““ ° mgn sflorded the ob account of the Stualons interview guestions. This effort aided the researcher to test the
j and the ideographic approach which ided for the subjective mtcmwmdmebcmEpmmwmmtm
i account of the situations. The primary anslyss i the number of items to 3 manageable size. We initially had 18 gems
£ descnptive statistics induding measures of central 1 tor the guestionnaire that was administered to the firms axport
{mean scores) necessary for further computations and to present managers, Eventually only 10 tems weve found appropriate for
the data i a form essential to other analvtical presentations. Our ¢ SWU0Y and this outcame 15 Supported by the approach
quantitative data were analysed at the secondary stage using suggested by McNabb (2004). The revised guestionnaire was
related inf | statistcs like regression model, ANOVA, what wee finally (ook to the field.
Pearson partial correiation as contained in the SPSS, version 15.0,
For the tertiary level of analysis, we mterpreted the avadable
results for purposes of arriving at the research findings
Empirical Analyses of Data: Field Experience:
Based on our survey research design, data were collected from
315 export firms/managers drawn from Ind:, Goa, Gujrat, Andra Firms' profiles requested respondents to ndicate the
Pradesh,Maharastza,West Bengal and Karnataka states as optron/question that selated mostly to their orgarisation, Table 2
collection centres. Indepth nterviews were conducted with 60 presented below has the details.,

Demographic Analysis:

The descnpive analysis was done on the demographic data of our
respandents in order 1o check the quality of our respondents for
the study and this ensured the vahdity and reliabdity of pur shidy.
Table 2 deprcted below gives a clearer picture of the analysis

Table 2 : Demograpine Analyss, of Respondents

Sr. No. Questions & options Frequency Percentage (%)
) ?Irﬁ\s type of expon busmess
(2) Export manufacturer 214 69.4
(‘b) » Export vtwﬂetﬁ 94 0.6
(€} Serwce exporters :
TOTAL 308 100.0
"] vpe of ownerstup o the fum o
2| @) sakepropretor 186 €3
mcbjwé»ar;r;rsh-; 8 26.2 ’ ’
V(C) VJ;>|nA| ;er;tru;e ’41 133
© total - 108 1000 )
37. 7 Far;ﬁ‘s yearsofexﬁoﬂ éxpenence
(@) Belowfveveas 56 181
(b} “Five to ten Qeéré 209 67.8
{0y Above ten years 3 115
- totl 308 1000
4 Firms size .
(2) Sl scale o & | ms )
(b) Medium scale 17527“ - F4'9.3‘
(© lagescale 67 217
TOTAL 8 T 1000 -

© Vishwakarma Institute of Management
ISSN : 2229-6514 (Print)

Vishwakarmna Busnuss Review
Vokeme | (Jan 2011), 613




s The influence of Droson Maker's
Percentage of exports ta annual output
H (a) Below $0% 45 146
(b) S0%:-70% 68 20
{c) Above 70% T M‘TSS\ - 633
o e e _— 100 0~ R —
“6 eve(o{mvofvemenlmexpoﬂ T » ) T
..(;;,.E;M it o T
& A 63 204
© Commted 108 642 -
o T T T
7 Educational level o( manager
@) Gatwate 305 91
(b) Nonﬂraduate ] T ) 37 ) i ‘ QQWM B o V o ‘ MT
[USN, B o PO S ‘ . - . ;mo,_g_ M w,/ W:”
8 Expor! experience of the manager
“(3)  Short experience 8 120 )
() Medwm e.’;{é?,éﬁc'e o 201 65.0
(<) Long expenence 69 23.0
 Toul - 308 100.0
Table 3: Descriptive Statshics of the Variables.
Dimensions of De Measures of £p
B R ,,ED o o " o i
) N 368 308 308 308 ’3’08
”M:sslng ) T B o 0 1 s
TMen  faes | e a7y w076 | ass
Sto.Devaton | 809 1418 61135 50511 71193
vanance | 654 2010 e 256 507
Univariate Analysis : measures attached to them respectively,
Descriptive Analysis of the Variatles : Hypothesis 1:
1n this section of our study, we embarked upon the analysis of the HO: There is a significant refationshin exssting between decision

individual study variables to know thetr association with the study
constructs. McNabb {2004) and Osuala (2001) are of the opinon

that, it is most appropriate to commence the initial analysis of the

data for a study by considering the vanous vanables invoived and
their dimensions or measures. Our main constructs for the study

included:

{ 1) Decision maker’s characteristics {Dc- predictor variable)
(2) Export marketing performance (Ep - criterion variable),

The predictor and criterion variables have their dimensions and

© Vishwakarma Institute of Management
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maker charactenstics of 1he firms and growth in the firm's sales,
Growth in sales on Decision maker characteristics
Gs =1{0¢)
Gs=a+h{x+E

1)
(2}

For the purpose of testing hypothesss one, data as coflected from
those export managers of the firms studied was used. Presented
in table 4 are the results of the simple regression test of the

entrepreneurial onentation of the firms and their growth in sales.
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Table 4 : Regression Result of Decision maker

chacctenistics. and Growth in Sales
0.794
£30
654
576
1353
27.203
Sig.F | 000
BetaCoefficient | 0.644
tcal L s
Sig.t i 000

From the results of the tests, it shows that the refationship
between the firms’ decision maker characteristics and the growth
n firm'’s sales 15 79.4%. The explanatory power of the modet used
15 63%. [t means that only 37% vanation could be explained by
the factors withun the model used for the study. The remaining
vanance cannot be explained by the internal factors of the modet
but by other external guantitative and qualitative factors. The F-
ratio indicated sigruficant meaning that the model used for the
study was proper. T-ratio found the firms decsion maker
charactenistcs  are very  significant in causing the export
performance level of the nation. On the side of the beta coefficient
of the decision maker characteristics, this 1s given as 64% and this
means that this construct has 3 moderate impact in causing the
expart marketing performance leved of the nation.

Hypothesis 2:

HOz: There s a significant refationship exsting between decision
makers characteristics and growthin the firm's profit.

Gp = 1(Dc) (3
Gp=a+bDc+E 4)

Presented in table S is the result of the regression analysis of
decision maker orientation and growth in the prafit of the fisms.

The result of simple regression test of the deciston maker
characteristics and growth m profits of the firms indicated that R =
§4.8% and this is a strong relationship. R? = 71,9% and this is the
explanatory power of the model used for the study. It means that
only 28.1% variation can be explained by other external
quantitative and qualitative factors of the model used for the
study, F-ratio was significant, indicating the appropnateness of
the model used for the study. T-ratio showed that the decision
characteristic of the firms is very significant 10 ther growth n
profi. The significance of this factor shows that it has appreciable
impact on the profit growth of the firms concerned in this study.
The beta vatue which is the strength o¢ the extert of contribution
to growth i profit of the firms by the predictor variable is 81%.
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MHypothesis 3:

HOY:  There is a significant v i ting b the

dacision makecs charactedistics of the ('ums and gfowth in the

firm's market share,

Gm = {(E0) (5)
=a+bBo+E ®)

Presented in table & 5 the result of the regression analysis of
decision maker characteristics of the firms and their growth in
market share,

Tha result of the sanple regression analysis of the firmv's decision

maker's characteristics ang their growth in market share indicated
R = B87.5% and this showed that there is not just a relationship
but a strong rafationship, R¥ = 76.5% and this is the axplanatory
power of the model used for the study. it means that only 76%
vanation could be exptained by the factors within the moted, the
remaning 24% variation could not be explained by factors within
the modet used for the study but by other external quantitative
and qualitative factors. F-ratio was found very significant,
meaning that the model used for the study is very appropriate, T-
ratio showed that the dacision maker characteristics of the firms
are very significant to thewr growth in market share, This also
means that the decision maker's characteristics used for the study
have an appreiable impact on the growth in market share of these
firms. The beta vatue of the preditor variable (decision maker's
charactenstics) 15 70.5%. This is the extent to which the decision
maket's characteristics of the firms (ontribute to their growth in
market share,

Integrated Findings:

In thas study, we adopted the concurrent paradigm triangulation
fesearch method. To this end, as suggested by McNabb (2004),
the guantitative method (Nomothetic) was used as the major
source of decision and the quakitative method (Ideographic) as the
mimar suurce. To this effect, the folfowing integrated findings are
presented.

Table 5: Regression Result of decision maker
characteristics and Growth m Profil

R 0.848
Rr? 719
ARY Y
Std error .506
Dw 1.870
F 16.774
Sig. F : 702
Beta Coefficient 817
t-cat 4.689
Sig.t 492
Vistaakarmg Busingss Review
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R 875
r? 765
ey 670
Std esror 699
Dw 1.051
F 18.877
Sig.F .003
Beta Coefficient 205
t-cal 4.979
Sig.t : 003

1. There is a strong influence of the firm's decision maker
charactenstics on thess growth in sales, profit and market share.

2. Decision maker characteristics wviz, age, educational
gualfication, international expenence and language skills have a
strong and posiive influence on their growth in sales, and a
negative influence on thew growth in profit.

Conclusions:

The conclusions of the present study provide enhanced benefits to
the field of export marketing behaviour domain and aiso add
particularly to the few empirical works assessing the nfluence of
the decision maker's characteristics on thew export marketing
performance m the Indran context. In the light of the growing
interest n the export marketing behaviour field of study, the
resuits of this study have provided both theoretical and practical
benefits, including high degree of analytical and statistical
sigmificances. A significant 1ssue that has anisen from the present
study s that, strong decision maker's charactenistics 1s pivotat to
their export marketing performance.

Practical Implications:

The study suggests that manufacturing export firms in Indha need
mmediate and adequate enhancement on those three
competencies of thewr decision maker’s onientation viewed as thesr
competitive advantages. Such competency areas that need to be
wnproved upon include: Export market knowledge, willingness to
take export nisk and innovative behaviour. To achieve these goals,
change agents ke export marketing consuitants, renowned
export managers, etc are wrgently needed who can subject these
pharmaceutical manufacturing exporters ta rigorous orientations
and exposures such as @ seminars, workshops, conferences,

trade-rmissions, national and international trade fairs, opinion-

pools through survey, contests and other forms of promotion and
soon.
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