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Figure 1.2 A General Model for Assessing Export Performance and Variable
(reproduced from Aaby and Slater, 1989: 9)

168

Epvironment
Firm Competeacies Performance
- Technology® - Prapensity to export
- Export/Market Knowledge* - gxpm sales
- Planning »i - Export problems
- Export Pelicy - EXpOTters versus non-exporters
- Management control - Level of export
Quality - Perceptions towards export
. ommmjcati - Export growth intensity
€ cenen - Darriers to export
t Strategy
- Market selection*
- Usc of intermediarics
- Product mix*
J - Product development
| - Promotion
1[ - Pricing*
|- Staffing |
Firm Cln.racteristics
- Firm size*
- Managemeni commitment*
- Management perceptions towards*
- financial mxentives
- compaetition’
- marks potential
« distribution, delivery, and service
- EoVermunert moadives
- risk
- profit*

* significant variables from study of Chetty and Hamilton (1993)




169

AOUUINLUINNS )
ANRINITUNINENAE



170

The Empirical Study of Marketing Innovation Model on

Export Performance of Exporting Firms in Thailand

e of d

This questionnaire attempts to understand the role of marketing innovation in
exporting company and subsequent impact on firm performance. Your response will
help develop a better understanding of this phetiomenon and guide both export
company and public policy decisions in improving performance among exporting firms.

is defined as any new idea or activities that
mnmwhmbemdmwlopedw created during the last five year
(1993-1997) invalving exporting in term of new product, new
working process, and new market.

Guideline

1. The overall questionnaire has 4 parts.
Part 1 Business Profile
Part 2 Marketing Innovatics
Part 3 Export Performance
Part 4 Environment

2. We realize that in some cases, you may not have the exact figures to
report. In these cases, your best estimates are sufficient.

52 _Please return the completed questiormaire in the envelop provided or
Fax to 619-7722 before ...............ccccconun i

If you would like a copy of the summary results, please attach your business
card with the returned questionnaire.

THANK YOU FOR YOUR TIME AND COOPERATION

Pussadee Polsaram
JDBA student
Chulalongkorn Umveristy
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L Part 1 : Business Profile J

In the following section, you will be asked to respond to a series of questions concerning general characteristics of
your company. We realize that in some case you may not have the exact figures to report, In these cases, your best

estimate is sufficient

Personnel mation
L YOUrPOSHHON .. ..........ooinreece e s sr s s s n st s seas st s enn e
‘2. Year of experiences in working with exporting. ..ot
Which industry are your company in
[ ] Food (frozen , processing) | | Gems and Jewelry
[ ] Electronics and Electrical products [ 1 Other (please specify)

Creneral Characteristics of Company .
1. Number of fall-time employees ... .........cooiiiiie i i ,
2. Year of firm’s international aperation.................ccccnn

3. Average ratio of export to local sale

1995 . Y Ry A S . A POA99T e
4. Number of products line which yoor company currently exports
[ 1 1-3 products line [ ] 4-6 products line o
[} 7-% products line [ i 10 or more products line ____4

5. 'Number of markets in which product are exported
[ 1 1-3countries [ ] 4-6 countries
[ § 7-9 counines ‘ {1 10 countries or more

6. Please indicate in the following regions that are key export markets for your company’s products?
......... North America (U.S.A., Canada, Mexico) _
......... . Middle and Western Europe (Italy, France, England. German, Belgium, Denmark. Greek......)
......... Eastern Europe (Russia, Bulgaria, Hungary, Poland,...))
......... Central and South America (Brazit Caribbean countries,......)
....... Africa (Egypt, 1srael, Morocco, .....)

ASEAN (Malaysia, Philippines, Indonesia, Brunei, Singapore, Vietnam, Laos, Burma)

Asia and Pacific (Japan, China, South Korea, Taiwan , Australia and New Zealand) ks

7. Technological orientation of your company products relative to major competitors in
foreign market
{ 1 below my competitor [ ] relatively same or equal as my competitor
{ 1 above my competitor

X, ' R&D budgets in ¢ach year as percentage of total sale e
[ 1 nobudget [ ] lessthan 1 percent [} 1-3 percent s

| 1 4-6percent [ 1 7-9percent f 1 10 percent or more

9. Please check which of the following statement best describes your firm. (only one answer)
..... {a] “We try to be the “first mover” in new product and market areas, even some of our efforts fail.
[b] “We try to be the “first mover” in selling products (new or old) in new market area,even some of our
" efforts fail”, v
e [€] “We prefer to maintain secure positions in relatively stable product or service areas. Emphasis is
" ona protecling our market share™
..... [d]) “We are seldom first in new product and markets but are often fast followers”
..... [¢] “We tend not to have a well-defined growth strategy. We fell that we can react to changes wetl
once these are clear to us. As a rule, we prefer to let others assume the risks of new product or
market development™,

.........
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15, Please rate the availahility of the following items in your company

Ttems States
1 2 3 3 5|

1. Firm Characteristics
1. Number of full-lime employee

. Commitment of executives to exporting
Perception of executives toward profit

. Number of expart product lines

Importance placed by exccutives on improving
relationships toward networks (between the firm and
customers, financia} information sources, government

agency etc.)

Sl

6. Informal organization structure

. 7. Centralized decision-making

2. Firm Resonrces
. Executives’ marketing knowledge

. Working hours of staff at management level

1

2

3. * Staff creativity encouraged by execntives

4, Executives or managers who take responsibility for
exports in particular

L4

Export marketing department

6. Budget for export development

7. Modern technology such as machinery, computers to
facilitate designing and control of working processes

11. Please rate the importance of varions modes of your firm’s international involvement

r———

R————e T P T PR ]
e e |

ltems least important ! most important_

1 2 3 4 5 Code
{. Use of export trading company ,
2. Direct sales to foreign s o

- cnd users

- through agents

- through distributors

- through the government

Established branch office in foreign countries

Off-shore sourcing

Joint venture
Patent

ARl Pl P

12. What is best described your company current management style? (only one answer)

......... a) Eastern management style ( family style)

........ b) Western management style (formal structure, marketing planning, intra organizational communication
with clear internal information, budgeting systems, executives sclected based on their qualification with
definite terms) '

......... ¢) Mixed between (a) and (b)

ceeeees ) Others  (please SPecHY) ..o



Please indicate your degree of agreement or disagreement by circling a n

Part 2 : Marketing Innovation

on the scale to the right of each statement.

L Innovation in New Product

Product Innovation

umber from disagree

Opinion

Disagree
1

3| 4

Strongly agrec
5

Code

. This new procinct was highly innovative-totally new to the

‘markel

Compared to competitive products, this new product
offered some upique features or atiributes to the customer

. This new product was clearly superior o competing

durable, etc.

2. Inpovation in New Workiag Process (during last five y
s oo —eer——an

ears)

e e — - T
P—ms—r— e

——— P ——— Y ——— T ———— A ———

Working Process Innovation

None

(0

Maximum

LT = compute}s

1
2

. International standard application, €. 18O

ool
. i

Code

4 | change {3)

Downsizing of an organization of department

Re-engineering

New technotogy, €.g. new machinery

o wiE

Others (please specifs:j ......................................................

3, Innovation in New Market {during Jast five years)
Level of Changes

Market Innovation

None

(9)

2 3

Maximum | Code
4 |change (5)

tI

R

Degree of new market expansion

. Degree of new packaging

. Degree of new promotional approach

A ]

. Degree of new training salesforce of foreign

distributors/subsidiary

. Degree of new promotion support provided to foreign

distributor

. Degree of new price competitiveness in the export markel
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Part 3 : Export Performance

3.1 During this 3-4 years, what were the initial strategic objectives set by top management in entering oversea
market? Please ranked number 1-7 in fromt of each item that match with your company objectives.

Initia} Strategic Objectives

.......... a. Improve the comparry’s market shate position
.......... b. Just respond to demand from abroad

.......... ¢. Gain of share in export markets

.......... d. Increase the awareness of our product/company
.......... ¢. Respond to competitive pressure

3.2 Which of the objectives were achieved 7 Please check ¥ in front of the item (more than one item).

Objectives - Code
; ......... 4. Improved the company’s market share position '
.......... b. Rrespond to demand from abroad
.......... c. Gained ui shaie i export markets
.......... d. Increased the awareness of our praduct/comzpany
eveeerens c. Respond to competitive pressurc
.......... {. Increased the profitability of the company
......... g. Other objectives (Please specify)
3.3 Please indicate sales prowth rates of your company by checking the appropriate category in each columsn
Sales Growth Rates
Negative Stable inCrease | © increase increase increase
~ Year _ {0%) 1-5% 6-10% 11-15% 16% up
1993
1994
1995
1996
1997




3.4 Was this export venture prolitable from marketing innovation incach ycars?

Year

No

o ————

Don’t know

Not sure

1993

1994

1995

1996

1997

3.5 How would your rate the performance of your related to your marketing innovation strategy?
- —t - e —— e
—-————————_‘—""—"—_—M_.——-—————u———-—— ______1
Success
Marketing lnnovation aone | least(l) | 5 s mostly
(&)

1. Product inmovation

Code

2. Working process innovation

. Marketing innovation

(93]

S

3.6 After your company has been changed in product, process or market, in your opinion overail company

performance in the following categories 1s

Y

o " far below below meet exceeded far exceeded
expectations | cxpectations | expectotions expectations expectations
Overall Performance
1. - Profitality
2. Market penetration

3. Sales growth

4. Building awareness/image

QVErSeas
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[ Part4 Environment J

Piease check 3 on the line that closed to your opinion

Sampie Economics affects to education system

l-s 1—2 l—l lO l-tl l+'.’. !*3
4.1 Which of these environmental factors outside your company affectod (both positive or negative) you export
business ventmre?
Environment Level of Effects
Code
L1 Politics l-S 1-2 l-1 10 Id-l |+2 |+3

- I-S [-2 I-1 lo I-q |+2 1,3
1.3 Society (e.g POPUIAION) ... .. . coiemrrinnieeirecianersee e P Lo, l
1.4 Thmlandsmembmsmpmthzwro APEC and other I

international organizations .. f A HR\ Ly L, Ly g e he L

1.5 Public laws, regnlation. ..o e e L, b, L, L L
1.6 Culture, religion, traditions............oooomceces [ 0 | L. 1
1.7 Environmental Teserves. ... ..cccoiviiiiiciiiiiiiianiancanes U P T Lol L
1.4 Foreign currency exchanges. .. .....co.ooeiiiiiimnnnsne T PR T Lol L
1.9 Thailand's commiiment to the International Monetary and | Lo, L oL L
o Fund(IMF).. e a - - 0 - -2 -
1.10 Others (plcase specxf}) ................................................... Ly b, b, 0 oL L

4.2 Fromitem 1- 1.10 What are the major factors that had a critical affect to your company exporting?. Please put only
1-3 jtems as 1= had mostly affect to 3 hasan most affect 1. i 2 e

....................................................................................................................................................................................

........................................................................................................................................................................................
........................................................................................................................................................................................
........................................................................................................................................................................................
........................................................................................................................................................................................
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Doctoral Student
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Name Listed of Top Executives
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Chareonpokapan Agri-Industrial Co., Lid.

Name Position
1 Khunying Niramo! Suriyasat Chairwomen
Toshiba Thailand Co., Ltd.
2 Mr.Prapat Pothivorakun’ President and
Kanyong Electrics Public Co.Ltd. General Manager
Vice President, The Federation of Thai Industries
3  MrKomson Opassathavorn’ President
Thompsen Brothers Co. Ltd.
President, Thai Gem and Jewelry Traders Association
4  MrParinya Tumwattana’ President
De Light Gold Co,, Ltd, Gold Master Co. Ltd.
Bangkok Jewelry Institute
5  Mr.Virot Ammatakulchai General Manager
Nice Apparel Co. Ltd.
Honorary President Advisor, Thai Garment
Manufacturers Association
6  Mr.Songdet Tansurat President
Santa Crafts Co., Ltd.
7. Mr. Chavalit Nimla-or (seminar) " President
President, Thai Garment Manufacturers Association
8  Mr. Prasan Tanprasert Director
Tep Kinsho Foods Co., Ltd.
Kulthom Kirby Public Company Limited
9.  Dr.Panisuan Jamnarnwej Senior Vice President
Pakpanang Coldstorage Public Co., Ltd.
10, Mr.Pisit Ompornnuwatana Deputy of
General Manager

(International Trade)
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Name Position
11.  Mr.Paisan Jongbanyadchareon Deputy of Director
C.P. interfood (Thaitand) Co., Lid.
12, Mr Sithichai Kraisithisirintorn" President
Thai Frozen Foods Association

Surapon Nichirei Foods Co., Ltd.

Note  Interviewed as both posttion (company and association)

Organization/Associstion

The Thai Chamber of Commerce

The Federation of Thai Industries

Department of Export Promotion, Ministry of Commerce
International Trade Training Institute (ITTI)

Thai Gem and Jewelry Traders Association

Thai Frozen Foods Association

Thai Food Processors’ Association

Thai Broiler Processing Exporters Association

e A I

Tha1 Garment Manufacturers Association
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Conclusions on Executive Interviews
(March - May, 1998)

In this research, 12 high-ranking executives were interviewed. At the time
of thé interview, some were chairman of industrial associations and/or high-
ranking executives in the frozen and processed food, gems and jewelry, electrical
- appliances and electronics, and garment industties from the sample group (see

listed in this appendix). The information obtained from these interviews was used
as framework to validate the concept, and to develop and improve questionnaires
used as an information-collecting tool for the research. The conclusions about
factors and variables relevant to 'maxketing innovation, and suggestions about
marketing innovation deveiopment for Thailand's export business are as follows:

In terms of new concepts in marketing innovation such as product
development, working system improvement, and new market expansion, most

‘executives agreed that there was some product development in their compenies or
industries: for example, more value-added products and new product designs. In
terms of working processes, most of them agreed that the working processes in
their firms had been re-engineered for better efficiency and lower expenses. Some
were setting or had set their targets to develop working and production processes
for exporting to reach international standards, including environmental quality
system certification (ISO 14000). In terms of markets, most executives focused
on théir existing markets. However, some were attempting to expand into new
markets such as South American countries,

In terms of factors influencing or encouraging firms to develop new
products, most executives agreed that the vision and experience of executives
played a very important role, followed by skilled human resources, especially in
middle management, and equipment, tools and machinery.

Discussing the sources of new ideas of new product development and
initiation, most executives agreed that most new ideas stemmed from the owners
or high-ranking executives who had experience in export business, travelling

abroad, participating in exhibitions and catching up with information from various
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sources. On the other hand, most lower-level staff were afraid of expressing their
ideas. When they faced problems or came up with ideas for problem-solving, they
would prefer to discuss them with their superiors. New technology and equipment
also encouraged development of some innovations. As well, joint investments
with foreign companies, or direct contacts with foreign clients also helped local
companies gain access to new ideas and demands leading to changes in products
and production processes within their firms.

In terms of competitiveness compared with their foreign counterparts,
~ particularly the adaptation of new technology, most executives agreed that the
country's existing export business had equai or higher technology, the food
industry for example. However, executives from the garment industry declared
that Thailand is less competitive because most of the companies in this industry
still used outdated machinery.

Budgets aliocated to product research and development, including sending
staff to training courses and seminars, had clearly changed in terms of
percentages, in some cases from no budgets in the past to modest outlays at
present. However, most of the executives thought that the amount of their R&D
budgets could not be indicated clearly, because allocations would depend on the
company's situation over a specific period of time.

Asked if their companies' specific characteristics were deemed better than
those of their foreign competitors, most executives agreed that long experience in
~ each business and in exporting had heiped them gain knowledge and skills about
their products. Besides, their products were of high quality with lasting
reputations. Some executives said the long relationship with their foreign chients
and partners played an important role in this process.

However, these executives had different ideas about their organizational
management characteristics. Some believed that their organizations had a definite
management structure, with decentralized decision-making processes. Others
thought that the family system still strongly influenced companies’ management
and decision-making processes, resulting in fewer changes. Some executives
observed that their companies had once tried decentralization, aiming to develop
human resources and making staff feel part of the ownership. For many reasons,

after a period of time, the idea unexpectedly led to disappointing results in terms
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of the company's performance. Conscquently, a centralized system was
implemented again. The working culture of Thai people was also considered an
impediment to creativity and development. Executives cited such examples as:
the demand for social acceptance, resulting in the establishment and allocation of
more titles within a company; appointing one's relatives to management with
importamt responsibilities; discouraging subordinates from expressing ideas.
Apart from the working culture, many executives expressed so much confidence
in relationship-building between them and their foreign clients and partners, that
they ignored the possibilities for expanding into new markets.

In terms of suggestions on marketing innovation development within a
company, and the need for support from related outside organizations,
most executives placed prionty on human resources before any other innovation
development, especially to develop the vision of mgh-ranking executives and
owners due to their influential roles in producing changes within the business.

Other impediments to marketing innovation development, as cited by those
interviewed, included excessive self-confidence on the part of some executives,

educational gaps among steff, and the overall working culture.
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Faculty of Commerce and Accountancy
Chulalongkorn University

June ..., 1998

Subject Questionnaire survey
Dear <Name>

_Attachments: One set of questionnaires and envelope

1, Mrs.Pussadee Polsaram, a doctoral student in The Joint Doctoral
Program in Business Administration (JDBA) of the Faculty of Commerce and
Accountancy, Chulalongkorn University, am working on my thesis entitled "The

Exporting Firms in Thailand", under the supervision of a committee with the

following members:

1. Dr.Sompop Chareonkul Chairman

2. Associate Professor Dr.Guntalee Ruenrom Thesis Advisor
3. Assistant Professor Dr.Nonglak Wiratchai Thesis Co-adviser
5 Assistant Professor Dr.Pakpachong Vadhanasindhu ~ Committee

4, Dr.Somkid Jatusripitak Committee

This research is aimed at presenting a model of the relationships among
marketing innovations which affect the performance of exporting firms in
Thailand. The result of this study will be able to explain the role and importance
of innovation by exporting firms in relation to their new product development,
new working process and new market. 1t also suggests ways to improve and
* develop marketing management for exporting, for executives in the export
business, boch in the private and public sectors, to improve their long-term.
competitive ability in foreign markets. In this regard, this study is intended to

useful to the business sector, particularly the export industry.
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Since this is a dissertation for a doctoral degree in the international
marketing field, the research was systematically planned, emphasizing an ultimate
utility both in terms of theory, and adaptation of the theory to government policy
and to management improvement in the private sector, Therefore, the accuracy of
the information acquired is deemed the most important element of the research.

As executives with skill and experience in marketing and exporting, your
contributions to this questionnaire will resuit in the development of this
dissertation, which is expected to comprehensively create knowledge and
understanding about marketing innovation in exporting companies in Thailand,
where this kind of research is very rare,

I'would like to thank you very much for your kind cooperation in the
preparation of this dissertation.

Sincerely yours,

/‘Zm e #M't___,

(Mrs. Pussadee Polsaram)
Doctoral student, JDBA Program
Faculty of Commerce and Accountancy

.Chulalongkorn University
 Tel: 271-3638, pager: 1500-686900
‘Note: For those who wish to obtain the executive summary, which is expected to

be completed by November 1998, please attached your business card or

send details of a mailing address with the questionnaire.
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who has made significant contribution to the accomplishment of the dissertation entitled

“TheEmﬁﬂcalsmdyofMarkﬁinglnnmaﬁmModelonExponPaformance
of Exporting Firms in Thailand” by Ms. Pussadee Polsaram

Date 29® May, 1998

(Professor Pecharee Koomsap)
Secretariat, Joint Doctoral Program in Business Administration (JDBA)
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VITA

Pussadee Polsaram was born in Maharaj, Ayudhaya Province, Thailand on
February 17, 1963. She holds the degrees of Bachelor of Business Administration
with first class honors from The University of the Thai Chamber of Commerce,
Bangkok, Thailand , completed in May, 1986; Master of Education in Higher
Education from Chulalongkorn University, Bangkok, Thailand, completed in March
1990; Master of Business Administration in International Business, University of
Wisconsin-Whitewater, Wisconsin, U.S A, completed in May 1992, Since 1986,
she has been a full-time lecturer in Facuity of Business Administration, University of
The Thai Chamber of Commerce. She received scholarship from her university for
her D.B.A. in International Business area at Joint Docioral Program in Business
Administration (JDBA), Bangkok, Thailand,




	References�����������������
	Appendix���������������
	Vita�����������



