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Abstract 

 

The study examines the exporting challenges faced by Chinese exporting SMEs, and 

the factors that influence performances of such firms the most. Taking the Leonidou 

(2004) framework for external barriers, the study explores internal and external 

exporting barriers, paternalistic leadership style, market orientation, product innovation 

and management characteristics as variables to measure against export performances.  

 

A survey was conducted using a sample of 304 SMEs from China. No single sector was 

the focus, and hence the chosen SMEs were from various sectors such as the clothing, 

electronics, pharmaceuticals, and FMCGs. SMEs chosen were dispersed across four 

major regions in the country such as Shandong, Zhejiang, Jiangsu and Guangdong. 

Sample data were analysed using the SPSS to ensure hypothesis tests were evidence 

based as required by the quantitative research methodology.  

 

The research finding suggest that not all barriers in Leonidou framework influence 

Chinese SMEs. The impact of some factors like informational economic and socio-

cultural does not negatively influence Chinese exporting SMEs however they serve 

good indicator of the firms’ performances. Apart from price and financial barriers, 

distribution and logistics and functional barriers negatively influence exporting SMEs 

in China. Other external barriers relevant to the government, tasks, and procedures do 

not negatively influence firm performances, and these findings contradict a number of 

studies that are discussed in the research. Research also contributes to field of market 

orientation, paternalistic leadership, product innovation and management 

characteristics in a number of ways.  
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CHAPTER 1: INTRODUCTION 

 

1.0 Introduction 

This chapter will be outlining the scope of the current research area. It will discuss the 

research background, rationale in the context of Chinese small and medium-sized 

export enterprises. The first section of the chapter will be discussing the background of 

the research. It helps in understanding the nature, importance and prominence of 

exporting as an effective means to internationalization. Despite a good number of 

advantages associated to exporting, there are certain limitation factors which challenge 

exporting as well. The background section highlights exporting in context of SMEs and 

factors that influence its performances.  

 

The research focuses on exploring the understanding of decisions and applications of 

Chinese small and medium-sized export enterprises with special reference to exporting 

and various internal and external factors affecting it. The research will initial identify 

gaps which calls for research to be conducted on the exploration of exporting and SME 

exporting performance in general focusing on Chinese SMEs. It will also evident of 

much of internationalization studies analyse western countries and large scale firms in 

light of exporting barriers, for instance Gerschewski et al (2015); Nummela et al (2014); 

Lin et al (2016) largely made on European countries. Within this chapter, other research 

gaps like this will be highlighted, it will expand on research aims and objectives as well.  

1.1 Background of research 

With rise in globalization in the last three decades, internationalization is become an 

inevitable tendency for enterprises all around the world, and China is no exception, as 

it is the worlds largest emerging market (Zhang, 2017). SMEs in particular are attracting 
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a lot of interest in expanding internationally and they represent a major source of growth 

in socio-economic landscape (Anand, 2015). Exporting is one of the means for firms to 

enter international markets besides foreign direct investment, international 

collaboration and so on.  

 

Exporting has been one of the greatest growing economic activities in emerging 

markets consistently. It has also been recorded as exceeding the growth rate in world 

economic output in recent decades (IMF, 2015). Exporting is one of the notable forms 

of internationalization and one of the easiest and cost bearing means to international 

expansion (Czinkota et al, 2009; Hansen et al, 2001). For many firms which are looking 

for an expansion find exporting as an easy method as it has potentially less risk involved 

when compared to other forms of internationalisation strategies (Mapingajira, 2016). 

Moreover, exporting is the only means to internationalising that allows firms to yield 

multiple benefits from improved sales, profits, diversification and access to foreign 

markets (Leonidou, 2005). Lee et al (2004) cited in Jalali (2012) besides being one of 

the most preferred means to expanding into foreign countries, exporting is also the 

fastest growing mode of international market entry. It is very much favoured by small 

and medium sized companies as it has comparatively lesser risk involved and also 

because it requires lesser resources when compared to other means of foreign entry 

markets.  And alongside, exporting is also crucial business activity for a country’s’ 

economic development.  

 

Export provides a way to enable economies with a number of benefits. For instance, it 

helps in balancing their payment, enhance employment turnover, standard of living, 

trade deficit etc (Karandeniz and Gocer, 2007). However, in order to develop and 

enhance export relevant activities in an economy, both the government and the 

industries should understand the antecedents and moderators of export performances 

(Ahamad and Julian, 2006). Moreover, the increased globalization is resulting in rapid 

changes in the markets. It is also influenced by the pace with which technology is 
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rapidly advancing (Montobbio and Rampa, 2005). Added to this is the fading of 

government-imposed barriers, these challenges are making it difficult even for SMEs 

to isolate themselves from getting into international business activities (Andersson et 

al, 2004; Fillis, 2007). Despite the conventional preference for exporting as a method 

to internationalise (Leonodou, 2007), export development is perhaps the most widely 

studied and least understood aspect of international business (Racela et al., 2007); To 

mention a few, export can induce better production productivity (Koksal,2006); it can 

enhance efficiency, technology, quality, and service standards in the organisation (Calof 

&Viviers, 1995 cited in Olejnik and Swoboda, 2014); it grants a better profit base to 

reward shareholders and employees (Ahmed et al., 2004); it generates more funds for 

reinvestment and growth (Czinkota& Ronkainen, 2011); and it diversifies business 

risks by operating in multiple markets (Kahiya, 2014). 

 

Notwithstanding the widely acknowledged benefits of associated there are still a 

number of studies which report the reluctance of SMEs to engage into exporting. For 

instance, Brouthers et al (2015) report that African SMEs are reluctant to enter 

international markets. It is given that African SMEs are often challenge to sustain 

required exporting performances. They struggle to sustain owing to lack of necessary 

resources required for exporting. This stands against the claim that exporting requires 

minimum resources. Likewise, Yan and Wickramasekara (2018) report that despite an 

attractive market and industrialisation, many Chinese SMEs are still reluctant to engage 

into exporting as they stand at resource disadvantage when compared to large MNCs. 

Martineau and Pastoriza (2016) report that many SMEs lack strategic orientation with 

regards to international environment, as their managers and leaders lack susceptible 

cognitive characteristics, SMEs often lack necessary confidence to get into exporting.  

Agarwal et al (2019) explains a list of problems which Indian SMEs face that limits 

their interests in exporting. This includes lacks of labour, poor infrastructure, lack of 

governmental aid, inconsistent taxation policies, poor technological base etc. It is 

estimated that exporting can play a vital role in enhancing employment opportunities 
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and facilitating standards of rural living through exporting in India. However due to 

aforementioned concerns, many SMEs are reluctant in engaging into exporting. other 

report such as OECD (2009) singles out finance as one of the major challenges 

confronting SMEs getting into exporting. Other economic challenges like financial 

crisis also have long term impacts on SME exporters as demand and supply are severely 

challenged in such times.  

 

It is however utmost important to understand the factors that challenge the growth and 

performances of the exporting firms. Different exporting barriers are studied in 

literature (Leonidou, 2004; Mapingajira, 2016; Katsikeas et al, 2012) all of which 

illustrate on different types and forms of exporting barriers. Identifying such barriers 

can be great means to enable SMEs to engage into exportingof The continues growing 

trend of SMEs internationalism can be partially induced from the push factor from 

home countries and their government. Often such economies aim to rectify a balance 

of payment deficits through generating increased exporting activities (Ruzzier et al, 

2006). When a firm starts to internationalise, there tends to be a significant driver 

attributed to their movement into foreign markets (Patmoure and Haddoud, 2015). 

While on the contrary it is given that firms can have a positive or an aggressive 

internationalization technique. Firms adopting aggressive techniques will actively seek 

a first export order while the firms that adopt to a passive strategy would not initially 

concentrate on gaining a initial foreign order. Either way, an extensive export stimulus 

is a great driver that encourages SMEs to internationalize (Leonidou et al, 2007) 

Exporting helps firms to increase sales and profits. This is through exporting such firms 

are able to create new markets and access new target audiences in an international 

context. This implies that through exporting organizations get an exposure to global 

markets, so they can continue operations and get profits even when their home markets 

are saturated and going through economic inconsistencies (Jalali, 2012).  

 

According to Karadeniz and Gocer (2007; Koksal, 2008) exporting activities fuels 



 

5 

 

PUBLIC / CYHOEDDUS 

competitiveness in a nation. This can eventually enhance the functioning of domestic 

firms as well. With regards to the role of SMEs’ they are also widely appreciated for 

the effective contributions they make to a nation. There is an average contribution of 

over 40% to GDP through SME contributions. SMEs sector is hence a major contributor 

to the overall performance of any economy including the global economy (OECD, 

2016). 

 

Despite the fact that importance of exporting in general terms is widely acknowledged 

(Katsikeas et al, 2012); yet exporting performances and exporting in context of 

emerging economies is becoming an area of emerging importance to governments, 

SMEs and practitioners (Leonidou, 2008). Besides, the measurement of exporting 

performance itself is subject to debate till date. Exporting is one of the easiest and fastest 

economic activity It represents the most common and the easiest approach for SMEs to 

get into international business activities (Leonidou et al, 2007). Exporting benefits at 

individual level, macro-economic levels and global levels were discussed earlier. Apart 

from national welfare, increased exporting activity also leads to improved currency 

values, fiscal and monetary policies (Czinkota & Roankainen, 2012). Stoain et al (2010) 

exporting has gained specific momentum as it is important for survival, development 

and long-term sustainability of SMEs in a region. More clearly, the survival and 

expansion of SMEs are highly influenced by how well the determinants of SME export 

performances are comprehended (Sousa et al, 2008).  

 

Taking context of China for instance, it has undergone three decades to reform and 

create a market economy environment, which in turn will enhance Chinese economy to 

fully develop its capability and accelerate the maturation process (Mac and Evangelista, 

2016). The Chinese government is encouraging all industries to enhance on their 

technology innovation capability and adaptability. The National bureau of statistics 

China (2017) reports an increased growth in high tech sectors like electronic and 

communication, aviation, manufacturing, chemical and pharmaceuticals etc between 9 
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to 25%, while for SMEs both challenges and opportunities are stated of co-existing. 

The report further highlights that majority of Chinese SMEs fail to survive for more 

than three years due to slower economic waves and bankruptcy. Hence the need for 

research studying exporting barriers faced by SMEs is critical as more number of 

Chinese SMEs are in quest to go international.  

 

Export performance has been a construct of central interest in literature for many 

decades (Arto et al, 2018, Viet et al, 2018)). The area is referred to as a subject that is 

substantially studied yet least understood (Katsikeas et al, 2000). A number of factors 

influence the perceptions towards export performances, such as the economic 

liberalization, rising globalization, the monetary unions and higher reliability of 

economies on exporting activities (Cavusgil and Zhou, 1994). This hence make 

exporting performance very important for economists and public policy makers besides 

the academic researchers and management practitioners (Sousa et al, 2010). It is also a 

matter of interest for each of these groups as they get certain advantages from it. For 

instance, economists and public policy makers can draw better inferences with regards 

to international business activities. As for management practitioners, good 

understanding of what constitutes to export performance and how it can be improvised, 

can help them draw better strategies, enhance competitiveness in their respective 

sectors and prepare to utilize opportunities as and when available to sustain a strong 

position in the global marketplace (Mac and Evengelista, 2016). Besides this, better 

employment of strategies and marketing tactics are also some of the benefits, exporters 

can derive by having clearer understanding of exporting performance. But what 

constitutes to export performance is yet inconclusive and this continue to be an 

unending field of debate. Export performance is assumed as a multi-dimensional 

context which cannot be measured using a single performance indicator nor can a single 

variable assessment can form a solid platform for assessing a huge variable like 

exporting performance (Malhotra and Kumari, 2015).  
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Lages and Montgomery (2004) cites that despite ability to assess long terms 

performances through subjective measures, the generalizability of its findings is still 

limited owing to the results that could be biased at the judgement of the individual 

sharing it. But objective measures to export performances are also equally challenging. 

For instance, measuring short-term performances are often difficult using the objective 

measures as accessing and interpreting objective data becomes challenging. Further, it 

is very difficult to ascertain and distinguish the data from domestic market information 

and international market databases in practice. Sousa et al (2010) challenges that 

ascertaining the true records is impossible as firms are least willing to share them. 

Likewise Larimo (2013) explain the challenges associated with interpreting factual data 

based on a homogeneous accounting practice. Lastly, generalizations of the findings of 

such data often is complex due to fragmentations in the policies and practices adopted 

within similar sectors across different regions and countries. Owing to ease of access 

and ability to seek clarification, this research will only be focusing on assessing 

subjective measures of exporting performances.  

 

With rapid industrialization post the Chinese liberalization, its industrial capabilities 

have become pre-dominant in world economy. This has also determined export flow to 

a very high extent. This has increased the significance of international trade in Chinese 

economy. Further to transformation of state owned to liberalized economy, the Chinese 

government has made a lot of investments in its structural reforms and institutional 

development. Besides, infrastructure, the research and development in China has also 

been hugely concentrated on (Ministry of Foreign affairs China, 2018). The last two 

decades have displayed remarkable changes in Chinese development plans such that it 

has become one of the powerful and influential economies in the world. Alongside, it 

has also made itself one of the open economies to project growth and good international 

relations. Chinese exports hence constitute to one of the major determinants of its 

international affairs and state of economy Su, 2013; Xiangfeng, 2018; Zhang et al, 2017; 

Yan and Wickamasekara, 2019). More number of SMEs are engaging into Chinese 
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exporting sector as the opportunities in other economies for Chinese products is high. 

Owing to the importance of SMEs, in the context of China it assumes higher importance 

owing to the rapid internationalization in the economy since it opened its markets 

(Martineau and PAstoriza, 2016). Notably SMEs in China account for almost 98% of 

ventures and contribute to around 60% of the employment (NBS, 2017). 

The economic benefits offered by the SMEs has also recognised the benefits of the 

exporting, thus attracting a lot of interest from the policmakers and practitioners to 

encourage more participation from Chinese SMEs into exporting (Kahiya et al, 2014). 

In response to this a lot of attention is given to the challenges faced by Chinese SMEs 

during exporting (Yan and Wickramesakara, 2019; Zhang et al, 2017) however much 

of the literature in this area also focuses only on issues experienced by Chinese SMEs 

(Zhang et al, 2017) and focuses on post export stage through country specific measure 

(Yoshino, 2018) or policy measures in the same area (Xiangfeng, 2018). There are 

barely studies supporting to identify variables that can enable these Chinese SME 

exporting firms to boost their performances, and this study aims to fill this gap as well.  

1.2 Rationality of research 

Export performances is widely studied concept however much of the study on export 

performances has been conducted on developed economies such as the USA and the 

UK (Lin et al, 2016). It is also evident that very limited work is conducted in context 

of the developing economies. It is claimed that studying exporting performances more 

importantly in developing economies is very crucial as for firms in developing 

economies, they perceive international markets as opportunities for growth, survival 

and enhanced competitiveness (Deng and Wang, 2016). The performances of exporting, 

barriers to exporting and exporting contribution to economic development of a region 

are the highly discussed topic in exporting literature in the last two decades (Leonidou, 

2004; 2007; Cavusgil, 1984; Claver et al, 2008). Different researches have supported 

different opinions on factors that enhance or serve as a barrier to exporting (Leonidou, 

2004). 
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Some of the main gaps which the present research will be addressing include, the 

response to a call for more research to be conducted on the exploration of SME 

exporting performances to overcome exporting barriers in general focusing on the 

Chinese SMEs (Clegg et al, 2016). Taking for instance, the area of firm specific factors 

that support the development of SMEs to internationalise is least discussed. Knight and 

Liesch, (2016) for instance investigate the effects of entrepreneurial factors and 

managerial characteristics and international entrepreneurial capability on a firms’ 

performance. However similar study specific to Chinese SMEs barely exist.  

 

International business is a significant concern for the economic development of any 

economy. For firms aiming to internationalize they should be active in pursuing 

resources, profits and sustainability (Danso et al, 2019). Some of these strategies 

include through licensing, overseas acquaintance or exporting. Exporting is the sale of 

goods and or services to other countries, and it is perhaps the most affordable and easier 

of all other internationalization means. Export performance is hence the degree to which 

the firm has attained its strategic and financial objectives through exporting. Many of 

the previous researches in these areas are mainly conducted on developed economies 

like the UK, US, France, Canada etc. (Burgell and Murray, 2000; Gerschewski et al, 

2015; Nummella et al, 2014). However, there is little attention given to exporting SMEs 

in developed economies (Imran, 2018). The present study will attempt to examine the 

application of Chinese SMEs, in relevance to influential factors that will enhance their 

internationalization growth.  

 

Much of the focus is also made on the significance of SMEs in creating employment 

opportunities, innovating, technological know-how and economic contribution (Weiss 

et al, 2016). It is given that if SMEs engage in exporting their produce they can stimulate 

economic development on one side and aid the balance of payments on other (Westhead 

et al, 2004), however the scope of study of exporting in context of SMEs in developing 

economies is very minimal. On the contrary, over the past few decades the exporting 
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activities of SMEs is analysed  extensively in international business field. Likewise, a 

lot of studies are also dedicated in studying the exporting barriers and stimuli for 

exporting activities (Leonidou, 2004; Leonidou et al, 2007); and study on the main 

determinants, underlying procedures and the influences of exporting performance, and 

firm’s decision to engage in exporting (Katsikeas et al, 2011; Mapingajira et al, 2016). 

The present study will examine the Chinese SMEs need to focus on these areas.  

 

It is found that there is still lack of comprehensive contribution on the factors that can 

drive SMEs internationalization. Likewise, there is very little evidence in relevance to 

studies that investigate stimuli of SMEs to get into exporting specifically in developing 

economies like China (Lin et al, 2016). A number of classification of barriers which can 

impede firm performances while exporting are made (Leonidou, 2004), but still recent 

complexities in internationalization in specific to Chinese SMEs exporting stimuli is 

significantly lacking. It is hence very important to conduct a systematic and recent study 

in content of SMEs’ responsiveness and performances in context of prevalent exporting 

barriers. This will help in understanding how academic research can emphasize on 

emerging relevant factors that shape the exporting behavior of Chinese SMEs while 

facing barriers from both internal and external sources during their internationalization 

process through exporting. This research will thus contribute to potential Chinese 

exporting SMEs in context of the various internal and external barriers. 

  

 

An understanding of export barriers with regards to export performance has attracted 

further interests owing to steady rise in global business and the prevalent global 

competition. For Patmore and Haddoud (2015) states that the governments should take 

keen interest in facilitating their domestic firms to export, however it is observed that 

these opportunities are largely given to and studied in the context of large companies, 

with very little attention given to exporting by SMEs. Stoain et al (2018) opine that 

larger firms are often finding difficult to adjust to requirements of international policies 
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owing to stringent trade and business policies in place. However, for SMEs, their 

structure is much flexible and simple enough to adapt to the changes in foreign business 

market, but very little attention to this is given in the literature. Despite being an 

attractive foreign entry mode, due to less resource requirement, minimum risks and 

higher flexibility in exporting, many SMEs are still reluctant to engage into exporting 

because of assumption that exporting will require more resources and expertise in 

reality exporting however a path to global market place (Viet et al, 2018). It is hence 

important to dedicate a study specific to local firms, particularly SMEs in China to enter 

foreign markets. It becomes necessary to understand the factors that influences SMEs 

to export (Leonidou, 2004); the barriers they face in entering and sustaining into global 

marketplace (Katsikeas et al, 2011; Leonidou, 2004) and the factors that can influence 

their performances. Furthermore, this will also aid the government, policymakers and 

potential SMEs to develop policies and strategies that will facilitate domestic SMEs to 

export by overcoming major obstacles to their global expansion. It is recognized that 

research on both exporting performances and export barriers lack a comprehensive 

theoretical underpinning that can differentiate main export relevant problems of SMEs 

in developing economies whose economic growth highly depends on the activities of 

such SMEs (Cavusgil and Zhou, 1994; Leonidou, 2004). In order to get into a greater 

depth of understanding SMES exporting performances in the context of exporting 

barriers, both internal and external barriers (Leonidou, 2005) is analysed.  

 

There are limited studies made assessing exporting performance of SMEs in developing 

economies, especially China despite China being strongest economy in world currently 

(OECD, 2018). A large gap in exporting performance field is also found that much of 

such studies are done in context of western economies and there exist very little study 

conducted on studying export performances in developing economies like China (Jalali, 

2012). To get better relationships between the exporting barriers and exporting 

performances in Chinese SMEs, both the internal barriers and external barriers to 

exporting are taken into account. The economic benefits offered by the SMEs has also 



 

12 

 

PUBLIC / CYHOEDDUS 

recognised the benefits of the exporting, thus attracting a lot of interest from the 

policmakers and practitioners to encourage more participation from Chinese SMEs into 

exporting (Kahiya et al, 2014). In response to this a lot of attention is given to the 

challenges faced by Chinese SMEs during exporting (Yan and Wickramesakara, 2019; 

Zhang et al, 2017) however much of the literature in this area also focuses only on 

issues experienced by Chinese SMEs (Zhang et al, 2017) and focuses on post export 

stage through country specific measure (Yoshino, 2018) or policy measures in the same 

area (Xiangfeng, 2018). There are barely studies supporting to identify variables that 

can enable these Chinese SME exporting firms to boost their performances, and this 

study aims to fill this gap as well.  

 

Studies in the area of firm performances and leadership styles are widely conducted 

(Klienet et al, 2013; Al Khalej, 2018). Leaders have potential to inspire followers and 

get required performances thus leading to better organizational productivity. 

Transformational leadership is largely acknowledged with organizational performances 

(Jyoti and Bhau, 2015).  

 

Rivera (2018) conduct a comprehensive study analysing different leadership styles in 

various cultural settings. The appropriateness of a specific leadership style in specific 

cultural context is proven to be important for greater performances. It illustrates the 

importance of cultural considerations in diverse ways including organizational 

performances. 

 

The relevance of paternalistic leadership style fits with the Confucianism theory of 

Chinese cultural context. The benevolence and patriarchal behavior of paternalism 

demonstrates concern for subordinates and followers (Pellegrin and Scandura, 2008).  

For other scholars like Farh and Cheng (2000) and Aycan (2006) paternalistic leadership 

combine attributes like fatherly benevolence, obedience, loyalty and protection etc. 

These attributes make this leadership style very appropriate in collective and 



 

13 

 

PUBLIC / CYHOEDDUS 

conventional culture like the Chinese (Rivera, 2018).  As mentioned earlier, research 

in field of leadership and organizational performances in general are many. (Bass and 

Avolio, 2004; Yukl, 2011; Tsui et al, 2011). Leadership impacts on team performances 

are given to be significant as leadership is an effective mechanism to influence 

employees and get greater performances. Danso et al (2019) conducts study on non-

manufacturing SMEs in Ghana, where transformational leadership is found to be 

significant with organizational performances and there was no direct significance 

between transactional leadership and organizational performances. Leadership studies 

mostly focus on transactional, transformational and other leadership approaches in 

relation to organizational performances, but there is very limited research studying 

relationship between paternalistic leadership and organizational firm performances, and 

in specific in exporting firm. Most regions studying such relationships are west, and 

very little focus in Asian economies like China is made. 

 

SME exporting competitiveness depends on how innovatively it conducts its activities. 

EU SME Report (2018) concluded that exporting firms with better innovation are likely 

to grow better and perform successfully when compared to those firms that are 

comparatively less innovative. Silicon Valley the ‘hotbed’ of innovation is a great 

example of how SMEs can contribute to innovation (Audrestch, 2002). Furthermore, to 

Gasmann and Enkel, (2010) SMEs are way quicker in decision making, flexible and 

capable to take risk, thus the SMEs have behavioral strengths like dynamism, 

entrepreneurial and flexible against the economic advantages of larger firms such as 

economies of scale, research and development and financial resources.  

 

For Weiss et al (2016) exporting firms, in specific can get competitive and better 

through experiential knowledge. Through learning function firm expands on knowledge 

resource thus getting innovative. Export performances and innovation has been 

researched (Leonidou et al, 2007) and found to be significant. But debates concerning 

sources of innovations are varying. For a firm to be innovative inputs like research and 
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development is must (Tinsahe and Dean, 2014); while for Xiangfeng (2018) knowledge 

of export markets is equally important. There is however very little research conducted 

that measures the significance of product innovation with export performances. study 

measure that innovative products drive the sales I exporting thus enhancing exporting 

behaviors. This study distinguishes innovation into input and output processes and does 

not specifically address product innovations, hence in this research the significance of 

product innovation and export firm performances will be investigated. This will also 

analyze the importance of having market orientation where consumer and market needs 

are prioritized while creating products and services (Stoain et al, 2018). Malhotra and 

Kumari (2015) opine market orientation as a valuable resource that bring advantages, 

however the context changes for internationalizing firms due to institutional distances. 

This hence becomes an important area to research as to how market orientation can 

impact the performances of an exporting firm.  

 

Lastly, it is found that the majority of studies conducted in similar areas have used 

various methods such as interviews (Su, 2013); Case study (Lin et al, 2016), however 

there are limited studies which investigate the existing relationship between exporting 

performances of the firm with various factors like internal and external barriers, 

managerial experiences, paternalistic leadership approach, market orientation, product 

innovation etc.  

1.3 The Aim and Objectives of The Research 

The aim of this study is to explore the export challenges of SMEs in China, and 

identify which factors influence export performance. With this aim, the following 

objectives were put forward based on a comprehensive literature review on factors 

affecting exporting performance: 

1. To identify the relationship between internal barriers and export performance. 

2. To identify the relationship between external barriers and export performance. 



 

15 

 

PUBLIC / CYHOEDDUS 

3. To identify the relationship between paternalistic leadership and export 

performance. 

4. To identify the relationship between market- orientation and export 

performance. 

5. To identify the relationship between product innovation and export 

performance. 

6. To identify whether management characteristics influence the relationship 

between exporting barriers and export performance. 

1.4 The context of Chinese SMEs as exporters 

China is currently the worlds’ largest economy. It is ranked as the most powerful 

economy which has ability to influence world economy (OECD, 2018). According to 

Yan and Wickramasekara (2018) China has unique cultural and institutional 

environments, largest consumer markets, and location advantages which makes rapid 

international development for its SMEs to a great extent.  Some studies have also 

claimed that the public policy influence is high on Chinese SME internationalization, 

which often makes it difficult for Chinese exporting SMEs to survive. The following 

section defines SMEs as per Chinese context and focuses on the current state of scope, 

opportunities and constraints available for Chinese SME exporting firms.  

1.4.1 The definition of SMEs in China 

The growth of SMEs in China has retained a very rapid pace in the last three decades. 

Besides being consistent such enormous growth has sustained itself making great 

contributions to the economy as whole (Xiangfeng, 2018). China’s National Bureau of 

Statistics (2022) reports Chinese SMEs contributing to as much as 99% of all 

enterprises in China today. It is also noticed that most of the SMEs in China have come 

in existence since the 80s as a part of the market-initiated reforms introduced under the 

leadership of Deng Xiaoping. Nevertheless, such significant transformation is also 

made possible because of the policy environment created for nurturing of SMEs, which 
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are illustrated in detail in the section later. 

 

Table 1: SME definition in China (NBS, 2011) 

Size Industries Employees 

numbers 

Total assets

（¥RMB 

million） 

Annual revenue

（¥RMB 

million） 

Small Industry ≥20-300  ≥3-20 

Construction  ≥3-50 ≥3-60 

Wholesale ≥5-20  ≥10-50 

Retail ≥10-50 ≥1-5 

Transport ≥20-300 ≥2-30 

Post ≥20-300 ≥1-20 

Hotel& 

restaurant 

≥10-100 ≥1-20 

Medium Industry ≥300-1000  ≥20-400 

Construction  ≥50-800 ≥60-800 

Wholesale ≥20-200  ≥50-400 

Retail ≥50-300 ≥5-200 

Transport ≥300-1000 ≥30-300 

Post ≥300-1000 ≥20-300 

Hotel& 

restaurant 

≥100-300 ≥20-100 

 

The current definition of China's SMEs was jointly formulated and promulgated by the 

National Bureau of Statistics, the Ministry of Industry and Information Technology, the 

National Development and Reform Commission and the Ministry of Finance in 2011 

(NBS, 2011) (Table 1), and is still in use today. 
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According to China’s National Bureau of Statistics (NBS, 2022), By the end of 2022, 

the number of Small and medium-sized enterprises in China has exceeded 50 million, 

accounting for 99% of the total number of enterprises in the country, providing more 

than 80% of urban jobs, creating 60% of GDP, and contributing 50% of total taxation 

revenue. 

 

From Figure 1 an analysis of the regional distribution of number of SMEs in China 

helps in finding that over 57% of the SMEs are pre-dominant in Eastern part of the 

country. Densely available SMEs which generate equal employment opportunities and 

better standard of living benefits the Eastern provinces mostly include Shandong, 

Zhejiang, Jiangsu and Guangdong.  

 

Figure 1: The regional distribution of the number of SMEs in China, (NBS, 2022) 

 

 

 

 

 

 

 

Eastern 

China

57%

Central China

24%

Western China

14%

Northeastern 

China

5%

The regional distribution of the number of SMEs in China



 

18 

 

PUBLIC / CYHOEDDUS 

 

 

Figure 2: The number of SMEs in China was distributed by industry, (NBS, 2022) 

 

From Figure 2 it is identified that the largest sector which over 94% of SMEs are 

engaged into is the manufacturing, besides utilities services and mining. Sheng et al 

(2004) cited in Liu (2008) on SME clustering where many enterprises belonging to one 

industry group themselves into an SME cluster. Such clusters are mostly common in 

manufacturing firms. They are inclusive of the allied firms or industries as well. One of 

the benefits firms derive through getting along is fetching higher economies of scale 

thus leading to better competitiveness. Zhang (2017) also emphasizes on SMEs being 

most popular in regions like Jiangsu, Zhejiang and Guangdong provinces with most of 

the SMEs belonging to manufacture of costumes, textiles, hardware, electronics, 

ceramics and households including appliances.  

1.4.2 Constraints to Chinese SMEs 

Singh et al (2017) state that despite contributing to as much as 66% of the total output 

value in China, SMEs are still face challenges in entering global markets. Despite 

manufacturing

94%
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3%

Production and Supply of 
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The number of SMEs in China was distributed by industry

(2022)
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reforms being put in place since 1979, the full SME structure and growth occurred only 

after Chinas’ collaboration with the World Trade Organization in 2001. Simultaneously, 

domestic competitiveness also fuelled in China with itself opening more to foreign 

companies. Some of the specific concerns challenging SMEs in China yet continued, 

due to poor linkages with external markets. SME total export accounts to as little as 

around 10% out of total 70% when compared to medium and larger firms which takes 

up almost 60% of the exporting activity (Tinsahe and Dean, 2014)). Since SMEs are 

deprived of reinforcing their tie-ups with external markets, they fail to explore foreign 

markets and resources.  

 

According to (Yoshino, 2018) Chinese SMEs are deprived of certain resources which 

larger firms are capable of tapping, for instance the technological innovativeness. It is 

observed that technological innovations contribute in enhanced internal research and 

development capacities, better development of substitutes, technical know-how and 

institutional led research and development (Cao et al, 2012). Both limited financial 

resources and expertise largely hampers the development of SMEs in China, which 

could otherwise be facilitated through investments in technology.  

 

NBS (2017) resources cite that inadequate financing continues to be one of the major 

obstacles for SME growth and expansion in China. (Yoshino, 2018) cite that ownership 

and managerial structures are poorly organized in Chinese SMEs thus besetting them 

to get business loan owing to imperfect or poor management. Poor credit history, lack 

of guarantor and shortage of equity financing and a supportive legal environment are 

further adding challenges to the better growth and development of Chinese SMEs. 

 

Support Policies: 

Following the unprecedented growth of SMEs, this has induced an increased 

government focus on SME growth. It is evident from the number of SME legislation 

and regulations which Chinese government has implemented recently and with 
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immediate effect (EU SME report, 2018). One of the recent examples in support to this 

is the SME promotion law enforced on the 1st of January 2018. This was resulted from 

various factors such as the economic slowdown, the US-China trade tensions. The 

government in order to promote private entrepreneurship and encourage foreign 

business implemented this law.  

 

NBS (2019) highlights on the 13th five-year plan where in the SME promotion law and 

its support to provide a legal basis for support to SME financing is detailed. The law 

also focuses on reduction of administrative charges to encourage entrepreneurial 

activity and processes. It includes provisions for implication of approval and 

registration processes, easy obtaining of licensing etc. 

1.4.3 Exporting of Chinese SMEs 

Exporting activity is one of the easiest methods to internationalization and hence it has 

been increasing consistently. For Anand (2015) encouraging exportation indicates the 

economy is likely to achieve sustained growth through a healthy export market, 

although a number of studies also report that SME exporters in transitional economies 

often encounter higher export problems due to internal and external factors (Leonidou, 

2007).  

 

As far as China is considered, many SME exporters are facing major challenges due to 

inadequate support for human and institutional capacities, thus the Chinese exporters 

fail to take advantage of trade and investment opportunities (OECD, 2014). For Carlson 

and Khan (2014) SMEs in developing economies like China face many issues such as 

business risk, language and cultural barriers, logistics etc. However, owing to their 

flexibility, these SMEs equally enjoy opportunities to explore foreign markets through 

globalization. Needless to say, adequate technological and informational resources 

become an inevitable need to succeed.For Deng and Wang (2016) before making 

decision to export, SMEs can consider foreign exchange risks, financial and 
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informational risks and other challenges associated in doing business in foreign land.  

For Yan and Wikramasekara (2018) China enjoys an attractive market, industrialization 

and sumptuous government support, yet SMEs in particular in China are often found 

being reluctant to engage into exporting activities as they stand at resource disadvantage 

when compared to medium and large-scale firms in China. For Cao (2018) SME 

exporters in China lack strategic and entrepreneurial orientation. The disorganized 

company structures often put the entrepreneurs at poor management of resources thus 

depriving them into getting into successful exporting.  For Young et al (1992) cited in 

Katsikeas (2012) Chinese SMEs also lack both managerial and resource-based 

expertise to get into successful exporting. 

 

The importance of SME contribution to GDP can be ascertained from the table 2 below. 

Guangdong is the leading region where its exporting by highest value is the largest. 

This is followed by second highest exporting region with gross values – Jiangsu, 

followed by Zhejiang and Shanghai. This is why these four places were chosen as 

sample regions for the purpose of this research also. 

 

Table 2: China's total value of exports of goods by region, NBS (2022) 
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According to the national bureau of statistics (2022) over 68% of GDP is contributed 

due to exporting activities in China, however it is also given that out of 68% of total 

exporting activities only 10% of the exporting is conducted by the SMEs with 

remaining 90% of it conducted by large and medium scales. Further to the reports, it is 

found that SME exports lack necessary resources such as expertise, administrative 

support, financial and research and development-based funding. This often pulls them 

back from getting into exporting. Moreover, lack of knowledge and understanding of 

nature of business in foreign land, procedures involved in the same, inability to meet 

foreign demands are some of the dilemmas which SME exporters in China face. 

However, it is assumed that with financial, administrative and other support promoted 

by the Chinese government through SME promotion law, 2018, many of such exporting 

dilemmas would cease down. It is also anticipated that this might in turn boost up 

exporting and other internationalized forms of the business activities in China.  

 

Table 3: The number of SMEs of four industries was distributed by four Chinese regions, and 

the number of SMEs of four Chinese regions was distributed by four industries in 2022 

           Region 

Industry 
 

Shandong Zhejiang Jiangsu Guangdong Total 

Clothing Total 11519 35760 25699 34347 107325 

Electronics Total 687 3588 1667 11765 17707 

Pharmaceutic

als 

Total 1649 1287 1888 1537 6361 

FMCGs Total 3655 13299 7481 19390 43825 
 

Total 17510 53934 36735 67039 175218 

NBS (2022) 

 

The above table 3 retrieved from NBS (2022) explain that there are a total of 175218 

exporting SMEs functioning in the four major regions, from where data for this research 

will be raised. Clothing business is highest of all other businesses, with largest number 
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of export SMEs in this sector operating at Zhejiang, followed by Guangdong, Jiangsu 

and Shandong. Pharmaceuticals are the least number of firms with a total of 6361 across 

four regions. The third highest familiar trade being the FMCGs followed by Electronics 

business.  

 

Chinese SME exporting is affected by numerous factors that are both internal and 

external to the firms. As given by Deng and Wang(2016) despite wide concentration 

laid on the exporting barriers, very little attention has been paid into this with regards 

to exporting in Chinese SMEs in specific. Chinese exporters are struggling with 

challenges like adequate managerial competencies, resource availability, information 

and procedural barriers etc. Chinese exporting SME scenario is much different when 

analysed in context of grown nations like the UK or Japan. As in context of China 

unequal distribution of opportunities for SMEs to internationalize are also laid 

differently, thus making it difficult to ascertain the current state of exporting in Chinese 

SMEs. 

Summary 

To summarize this chapter, it has briefed the outline of the research. The context in 

which research is set is justified through rationality. The research rationale and 

background helped in understanding the role of SME performances in light of 

internationalization through exporting. A number of gaps are identified such as there is 

need to conduct more research in area of SME exporting, performances as a means for 

expansion of SMEs in China, as despite their huge contribution to GDP in China, their 

survival rates are very low. Secondly there is need to address gap in field of exporting 

and internationalization of SMEs in an emerging economy like China as much of the 

research is conducted in context of large firms and developed nations. Lastly, the 

importance of identifying relationships between factors like paternalistic leadership 

approach, as it is highly relevant to Chinese leadership, product innovation, market 

orientation and managerial skills and experiences are various variables which are not 
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linked with exporting performances of SMEs, and hence these factors will be addressed 

in literature review in the next chapter.  
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CHAPTER 2: LITERATURE REVIEW 

 

2.0 Introduction 

Following the introductory chapter, the aim and objectives of this research were 

developed. This chapter will deal with conducting a comprehensive and critical analysis 

of the literature on key themes of this research.  To mention, exporting, exporting 

performances, exporting barriers and other variables of this research such as the 

paternalistic leadership, marketing orientation, product innovation and managerial 

attributes. All this are structured in accordance to the objectives derived in chapter one.  

The chapter is structured into clear parts with analysis of each variable. 

 

In the first part a discussion on exporting as an effective internationalisation means, 

advantages and limitations particularly in context of SMEs is made. This is followed 

by analysis of exporting barriers. A couple of frameworks available in relevance to this 

are discussed here. Based on the compatibility and wide usability, Leonidou (2004, 

2007) framework of internal and external barrier is appreciated. The section justifies 

the reason for the same. A detailed analysis of various internal and external forms of 

exporting barriers according to this framework is analysed. An analysis of export 

performances is made which helps in better understanding of factors that influence them 

greatly.  

 

The following part discusses the literature on leadership. Analysis of renowned 

leadership theories and types such as transactional, transformational, servant leadership 

etc. are made. Bearing relevance to research rationale a major focus in this part is made 

on paternalistic leadership styles and firm performances. The purpose of the research 

conducted by Peng and Chen (2022) was to uncover a cross-level component that 

connects paternalistic leadership with employee voice behavior. Representative voice 



 

26 

 

PUBLIC / CYHOEDDUS 

behavior is characterized as an employee's desire to talk about their intellect and 

express their thoughts and suppositions. The analysts were able to discover evidence 

that backed their suspicions by utilizing the multilevel way models and the basic 

condition modeling instrument Mplus. 

 

Next part of the chapter focusses on analysing export performances with market 

orientation of firms. According to Fernandes et al. (2020), there is a favourable MO 

impact on both international performance and internationalisation processes. 

Additionally, they stress the need of researching how strategic orientations, driven by 

the individual SME's peculiarities, affect internationalisation processes. The study by 

Fernandes et al. (2020) offers insightful information about the connection between 

market entry and export performance. The authors discovered that companies with a 

higher market orientation were more successful in their trade execution by evaluating 

data from SMEs.  Additionally, they discovered that market entry had a favorable 

effect on businesses' efforts to internationalize. 

 

The literature chapter delves further deeper into the topic of originality. Different forms 

of innovation are examined, including radical, incremental, open, product, and process 

innovations. Much focus of analysis here is done on product innovation as it is one of 

the key objectives. 

 

The last part of the literature review makes analysis on managerial features like age, 

experience, qualification and adaptability in relevance to firm performances. Relevant 

empirical evidences are highlighted upon.  

2.1 Exporting 

The movement of products or services beyond national boundaries through indirect or 

direct ways is the definition of exporting that is most often used. (Leonidou & Katsikeas, 

1996; Zhang et al, 2017). Exporting is one of the significant topics in international trade 
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field of study. The global merchandise exports have almost doubled in the last decade 

(World Bank, 2019), and this is due to exporting ability to serve as a key driver of 

economic activities. Exporting continues to be a long standing and well-established area 

of international business (Root, 1994 cited in Chabowsky et al, 2016). United Nations 

(2017) further reports that exporting has not only been successful in creating vibrant 

market place for developed markets but emerging markets as well. 

2.1.1 Exporting – Benefits 

According to a large body of research, exporting activities in an area are strongly linked 

to regional economic development (Uner et al., 2013). Stoain (2018) support that 

exporting firms are often more productive than non-exporting firms; while the 

productivity performances of exporting firms are often higher than other. According to 

Koksal, (2008) exporting activities fuels competitiveness in a nation. This can 

eventually enhance the functioning of domestic firms as well. Different opinions on 

benefits of exports are given. There are numerous advantages to exporting goods and 

services. Some of these include: increased production productivity; expanded efficiency, 

technology, quality, and benefit standards inside the organisation; expanded benefits for 

rewarding shareholders and employees; expanded funds for reinvestment and 

development; and diminished business risk due to introduction to numerous markets 

(Leonidou & Katsikeas, 1996). The government energizes exports to diminish the trade 

imbalance, increase employment, and improve living standards (Xiangfeng, 2018).  

 

For many firms which are looking for an expansion find exporting as an easy method 

as it has potentially less risk involved when compared to other forms of 

internationalisation strategies (Mapingajira, 2016). In addition, exporting is the as it 

were means to internationalising that allows firms to abdicate numerous benefits from 

progressed deals, benefits, enhancement and get to to foreign markets (Heiland & 

Yalcin, 2021) Exporting is not only one of the most favored implies to expand into 

outside nations, but it is also the fastest-growing mode of worldwide advertise passage. 
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Exporting allows firms to enter new markets with relatively moo investment, while 

moreover enabling them to use their existing production capabilities and resources 

(Azam & Abdullah, 2020). It is very much favoured by small and medium sized 

companies as it has comparatively lesser risk involved and because it requires lesser 

resources when compared to other means of foreign entry markets. And alongside, 

exporting is also crucial business activity for a country’s’ economic development. 

 

2.1.2 Exporting – Driving forces 

Salamzadeh et al. (2022) examine the significance of the creative development of 

digital technologies and the growth of international relations, which are accomplished 

via the use of digital platforms. For Zhang et al (2016) nevertheless the speed of internet 

and technology has enabled proliferation of information resource, which is evident in 

rapid development of the growing economies like China. For Su (2013) the rapid era of 

globalization has paved way for easy transportation of financial, material, and 

intangible resources across borders. This means that firms can now access resources, 

markets and opportunities across borders. Uner et al (2013) opine that a social 

connectedness is prevalent due to major advancements in technology, transportation, 

infrastructure and technology levels. This is new opportunity platform for all small and 

big firms, however, despite these developments, a substantial number of firms are still 

struggling to survive their business at international markets is one of the major concerns 

that should be looked at (Leonidou, 2007).  

2.1.3 Exporting – SMEs 

With regards to the role of SMEs’ they are also widely appreciated for the effective 

contributions they make to a nation. OECD (2012) records an average contribution of 

30% to GDP through SME contributions. Further to findings of Patmoure and HAddoud 

(2015) SMEs have influence on world economy as well as they contribute about 25% 

to the world economy. It is also found that many exporting firms are SMEs, they have 
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flexibility to enter into new markets and enhance their profitability levels. Hence the 

reliability of international trade through SMEs is comprehensive. However, this 

scenario is different when seen from a developing nations’ perspective. The opportunity 

for SMEs to internationalize through exporting are unevenly distributed. For instance, 

SMEs in developing economies face higher challenges in engaging themselves in 

foreign trade due to poor financial aid, poor infrastructure, corruption, managerial 

competencies and other macro-environmental factors (Mpingajira, 2016; Leonidou, 

2004; Sousa et al, 2010; Solmer and Olsson, 2010). It is obvious that many SMEs in 

developing economies are prevented from exporting owing to a variety of restrictions, 

despite exporting being one of the safest ways to internationalize with low risks 

associated and the capacity to export with smaller investment (Dhewanto, 2021). 

 

Although there is a significant body of research available on the exporting policies and 

obstacles, it is arguable that a significant portion of the emphasis of these studies is on 

multinational corporations (Jalali, 2012). In the context of SMEs, it is obvious that very 

little attention has been paid to catering to export blockages and export exhibits of small 

and medium size enterprises. This is plainly symptomatic of the fact that very little 

attention has been provided. Research on exporting by small and medium-sized 

businesses in emerging nations is also scarce. According to Yoshino (2018), the 

obstacles that come up in the context of SMEs are equally difficult to overcome because 

of the liability of their "smallness." SMEs are susceptible to resource-related 

restrictions, such as a lack of cultural awareness of the host country and inadequate 

management of the worldwide character of the firm. 

 

SMEs frequently experience a lack of financial resources and unreasonable prices, 

followed by a lack of relevant human resources, multinational skills, knowledge of 

foreign markets and cultural environments, data, knowledge of foreign languages, 

knowledge of the opportunities for accessing data resources and databases, 

administration structure on the domestic market, and a lack of skills on foreign 
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regulations (Harkar and Karakaya, 2015). 

 

Jalali (2012) opine that exporting offer many lucrative benefits hence it is one of the 

most preferred routes to internationalization by SMEs in specific. One example is that 

exporting require minimal investments and resources;besides this exporting is also one 

of those business models where associated risk is minimal (Navarro et al, 2010). 

Despite businesses from developed or developing economies or being large or small, 

will face some sort of barriers to entry in global markets. Firms in developing 

economies are stated of having higher barriers when compared to firms from the 

developed economies. For Ambos and Hakanson (2014) developing economies are 

confronted with barriers such as tariffs, quotas. Financial barriers, non-tariff barriers 

imposed by the government etc., are some of the commonly observed barriers to 

exporting.  

 

United Nations (2017) reports that exporting has been successful in creating a vibrant 

market place for both developed and emerging economies equally. Exporting research 

in developed economies particularly, remain an important facet of the international 

trade literature (Zeriti et al, 2014). One of the reasons for an increased focus on studies 

on emerging markets is due to many developed economies shifting their interests to 

explore developed economy markets (Gashi et al, 2017).  

 

Notwithstanding the widely acknowledged benefits of associated there are still a 

number of studies which report the reluctance of SMEs to engage into exporting. For 

instance, Brouthers et al (2015) report that African SMEs are reluctant to enter 

international markets. It is given that African SMEs are often challenged to sustain 

required exporting performances. They struggle to sustain owing to lack of necessary 

resources required for exporting. This stands against the claim that exporting requires 

minimum resources. Likewise, Yan and Wickramasekara (2018) report that despite an 

attractive market and industrialisation, many Chinese SMEs are still reluctant to engage 
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into exporting as they stand at resource disadvantage when compared to large MNCs. 

Martineau and Pastoriza (2016) report that many SMEs lack strategic orientation with 

regards to international environment, as their managers and leaders lack susceptible 

cognitive characteristics, SMEs often lack necessary confidence to get into exporting.  

Agarwal et al (2019) explains a list of problems which Indian SMEs face that limits 

their interests in exporting. This includes lacks of labour, poor infrastructure, lack of 

governmental aid, inconsistent taxation policies, poor technological base etc.  

 

It is estimated that exporting can play a vital role in enhancing employment 

opportunities and facilitating standards of rural living through exporting in India 

(Malhotra and Kumari, 2015). However due to aforementioned concerns, many SMEs 

are reluctant in engaging into exporting. Other report such as OECD (2009) singles out 

finance as one of the major challenges confronting SMEs getting into exporting. Other 

economic challenges like financial crisis also have long term impacts on SME exporters 

as demand and supply are severely challenged in such times. 

 

Conventionally exporting has been a preferred business method by firms due to many 

reasons. Despite this, export growth is possibly the component of international business 

that has received the greatest attention and is the subject of the least understanding 

(Gorgenyi-Hegyes et al., 2021). The performances of exporting, barriers to exporting 

and exporting contribution to economic development of a region are the highly 

discussed topic in exporting literature in the last two decades (Danso et al, 2019 

Leonidou, 2004; 2007; Cavusgil, 1984;). Different researches have supported different 

opinions on factors that enhance or serve as a barrier to exporting (Leonidou, 2004). 

But these are not limited as many models of exporting barriers are discussed in literature. 

These shall be discussed in detail in the following sections.  

2.1.4 Exporting – In Chinese Context 

With rapid industrialization post the Chinese liberalization, its industrial capabilities 
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have become pre-dominant in world economy. This has also determined export flow to 

a very high extent. This has increased the significance of international trade in Chinese 

economy. Further to transformation of state owned to liberalized economy, the Chinese 

government has made a lot of investments in its structural reforms and institutional 

development. Besides, infrastructure, the research and development in China has also 

been hugely concentrated on (Ministry of Foreign affairs China, 2018). The last two 

decades have displayed remarkable changes in Chinese development plans such that it 

has become one of the powerful and influential economies in the world. Alongside, it 

has also made itself one of the open economies to project growth and good international 

relations. Chinese exports hence constitute to one of the major determinants of its 

international affairs and state of economy Su, 2013; Xiangfeng, 2018; Zhang et al, 2017; 

Yan and Wickamasekara, 2019). More number of SMEs are engaging into Chinese 

exporting sector as the opportunities in other economies for Chinese products is high. 

2.1.5 Research on exporting barriers 

Exporting barriers have been one of the keen topics in the literature for many years 

(Cavusgil, 1994; Leonidou, 1994; Lall, 1991; Czinkota, 1983; Ortega and Ortega, 2010). 

Export barriers are assumed in this research as any obstacles, inhibitors, impediments 

or problems that can challenge an export venture. Such constraints can fall into any 

category such as attitudinal, structural, operational or other, but they are capable of 

hampering a firms’ ability to initiate, to develop or sustain international operations 

(Leonidou, 1995). HArkar and Karkaya (2015) explains exporting barriers as all those 

factors – external and internal that refrains a firm from exporting or hinder its actual 

activity.  

As from SME perspective, there are a number of factors that come in their way as they 

make efforts to seek access to international markets (Katsikeas & Morgan, 1994; 

Leonidou, 2004; Yan and Wickramasekara, 2019). Having an understanding of barriers 

that can hinder the exporting activities can help in developing exporting strategies that 

can encourage exporting activities and minimize the challenges that impair its growth 
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(Brouthers et al, 2015). 

 

According to Leonidou (1995), the incapacity of a firm to establish, develop, or retain 

operations in foreign markets is the consequence of a mix of mental, physical, and 

institutional hurdles. These obstacles might prevent the company from doing any of the 

aforementioned things. In their study, Ghauri et al. (2003) cited Lall (1991), who 

defined export difficulties as the gaps that must be filled in before a competitive 

manufacturer can become a successful exporter. According to the research that has been 

conducted, exporting barriers are those that prevent a firm from being able to enter, 

grow into, or maintain its competitive position in international markets (Morgan & 

Katsikeas, 1997a). According to Leonidou (1995), failures in international operations 

brought on by export limitations result in monetary losses and a gloomy attitude on 

foreign activities among current and would-be exporters. 

 

Exporting companies should be able to meet market needs before their competitors. 

However, this definition is limited only to marketing, while exporting barriers are not 

limited only to marketing but are way beyond it for they include challenges at macro-

environmental level such as the government, structural, etc (Leonidou, 2005).  

 

According to Cavusgil and Zhou (1994) exporting strategies are influenced by internal 

forces and external forces. Internal forces included factors like firm characteristics, 

product characters. On the other side external forces that can influence exporting 

strategies and performances include industry characteristics, export market and other 

factors. However, these factors are largely macro-environmental. The framework fails 

to establish possible barriers that could arise from these forces impeding the exporting 

performances. Moreover, this does not include any forms of governmental or non-tariff 

barriers, which otherwise are studies of having potential barriers to exporting firm’s 

performance (Christensen and De Rocha, 1994 cited in Viet et al, 2018). 
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One of the earliest studies in relevance to exporting barriers is done by Porter (1980). 

According to this export barriers can spur from 6 different sources such as the cost 

advantages, product differentiation, financial requirements, and customer switching 

costs, distribution challenges and governmental challenges. Porter developed these 

barriers in general without categorising them into external or internal. According to 

Yoshino (2018) financial and personnel barriers are very crucial in overcoming entry 

into international markets and for Narver et al (2010) firms’ activities in an international 

market is influenced by factors like inadequate resources and market information. But 

much of Porter (1980) barriers discussed are common from barriers domestic firms face. 

Internationalizing firms are challenged with other challenges relevant to host country 

factors like political instabilities, cultural and legal which are altogether not mentioned 

in Porter (1980). Harcar and Karyaka and (2015) argue that cultural barriers is one of 

the significant barriers to entry in international markets and this factor is often 

overlooked despite its significance in international business environment. 

 

Another export barrier model developed by Yang et al (1992) focus on 3 major 

categories of barriers such as external, operational and internal. Most of the internal and 

external barriers are similar to early mentioned barriers. Operational barriers are mostly 

transactional in nature. This included ability of foreign buyers to receive payments, 

infrastructure and transport relevant features in host country, custom formalities and 

ability to gain attention in international markets (Su, 2013). A number of other studies 

have supported to this where different exporting barriers included barrier to 

international entry, foreign country political, legal and socio-cultural features, foreign 

currency fluctuation rates, government policies, international competition, consumer 

expectations and standards (Leonidou, 2004; 2007; Mapingajira, 2016, Stoian et al, 

2018).   

 

The ability of firms to manage international distribution is one of the key exporting 

challenges the firms could face. Lastly, with regards to the internal exporting barriers, 
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the firms experience in foreign trade, skills and competencies, managers and firms age 

and experience, availability of information resources and other capital resources 

constituted to key internal challenges (Solmer and Olsson, 2010)  

 

As for Tinsahe and Dean (2014) export firms face challenges from 4 major barriers. 

They are motivational, informational, and operational and resource and or knowledge 

based.  Exporting barriers from internal and external sources are also categorised 

where the former ones arise from lack of skills, abilities to explore foreign markets, to 

establish good networks with the locals, and the latter sources barriers are from poor 

economic benefits. Economic incentives however are a major constraint in those 

countries where domestic competition is high. Similar barriers are observed from the 

study of Bilkey (1978) cited in Taylor (2013) although they are not categorised into 

internal or external. Jusufi and Bellaqa (2019) extends that many firms also encounter 

lack of in-house technology and technical expertise, poor skilled resources which are 

major internal barriers, alternatively, uncertainty in business environment in both home 

and host countries can be causes of many external barriers.  

 

Katsikeas and Morgan (1994) produced yet another notable exporting modeling in 

which exporting obstacles were divided into internal, external, informational, and 

operational categories. This exporting modeling was noteworthy since it classified 

exporting barriers. They are, to a large extent, the same obstacles that Leonidou (2004) 

identified. Katsikeas and Morgan (1994) divided related studies into a number of 

categories, and they hypothesized that these obstacles may be grouped into four primary 

categories: external, internal, informational, and operational challenges. In a study of 

Greek manufacturing companies, Katsikeas (1994) examined the views of export 

restrictions held by high involvement exporters and low involvement exporters. The 

following typology was used in the process of classifying export barriers: external, 

operational, internal, and information. 
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Exporting barriers are classified on basis of psychological. Organizational, product and 

market barriers (Hamil and Grgory, 1997 cited in Vivekananda and Rajendran, 2006). 

It is given that many exporters can often have mixed perception towards variables like 

the foreign market orientation, the ethnocentrism orientation etc. these can often be 

sources of psychological barriers. Organizational barriers would refer to firms’ lack of 

resources, competencies to conduct export business, lack of experience of foreign 

markets and international activities etc. Finally, non-tariff hurdles include government 

regulations in the host nation, volatility in the local currency, and other issues (Hamil 

and Grgory, 1997 cited in Vivekananda and Rajendran, 2006).  

 

Yang et al (1992) cited in Zhang et al (2017) model and applies 25 barriers to exporting. 

The study bears specific relevance to SMEs in developing economies.  These are again 

categorised into internal and external barriers. Internal barriers constitute of factors like 

technological capability of firm, adequate financial resources, ability to invest in 

foreign markets. Economies of scale, marketing expenditures, adaptability, dependence 

on foreign distribution channels and lack of adequate personals to handle such activities. 

On the external barriers list factors such as market information as made available by 

the government, international competition, foreign government incentives for 

international firms, foreign government policy, demand and distribution channels are 

emphasised.  

 

Export barriers are mainly coming from knowledge of exporting business, internal 

resource constraints, exogenous variables and procedural barriers. It can be observed 

that knowledge of exporting refers to an exporting firms’ ability to exploit knowledge 

and information relevant to the nature of exporting business, as without sufficient 

planning and application of exporting business principles an export firm cannot be 

successful (Orteza and Orteza, 2013) .  Internal resources refer to firms’ possession of 

various resources expertise, financial and knowledge. Lack of money, or people with 

necessary experience can have adverse impact on the exporting activity. Exogenous 
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variables refer to firms’ ability to address international activities through local trading 

firms and other export operations applicable to different export sectors. Lastly, the 

procedural barriers would refer to controllable aspects like documentation work and 

uncontrollable aspects.  

 

According to Kahiya (2013) internal barriers comprise of constraints relevant to 

marketing, managerial and knowledge-based skills as well. Resource relevant 

constraints include poor financial sources, lack of competent labour skills and 

unproductive capabilities of the firm. Hutchinson et al (2009) the barriers in context of 

SMEs are also high due to the liability of ‘smallness’. SMEs are prone to resource 

related constraints such as poor control of international nature of business and lack of 

cultural knowledge of the host country. And some of the external barriers associated 

with internationalization of firms as per Kahiya (2013) model include the home and 

host country market barriers and industry level barriers. It is given that these three 

barriers have high impacts on exporting. Some of the examples of home and host 

country based factors given are location disadvantages, lack of local banks with 

international experience, lack of incentives such as tax and interest. On the other side, 

host country market factors could include restricted government policies, foreign 

restrictions and international legal frameworks. Unfavourable economic and political 

environment, bureaucracy, red-tape, corruption and terrorism are further certain 

unavoidable and uncontrollable factors which can hinder exporting businesses (Nguyen, 

2019).  

 

According to Hilton (2005, pp. 20): “The challenges and barriers to entry that small and 

medium size businesses face in the international market is news, how we deal with these 

challenges, however is…” Uner et al (2013) state that understanding exporting barrier 

is unique vantage point for firms to understand and analyse the complex nature of 

internationalization process. Kahiya (2015) state that exporting generally falls into 

external or market-based barriers and internal or firm-based barriers (Antoldi et al, 2011; 
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Tesfom and Lutz, 2006). The main barriers emphasized by Kahiya (2015) included 

main internal barriers as managerial inadequacies such as lack of aspirations, lack of 

managerial competencies and lack of commitment etc.; poor export market knowledge 

such as inability to identify export markets; lack of knowledge of foreign business 

activities and lack of knowledge of marketing overseas. Besides lack of knowledge, 

internal resource constraints such as lack of skilled labour force and poor working 

capital resources. This study cited foreign restrictions and regulations, as well as foreign 

tariff and non-tariff barriers, as some of the most significant external exporting 

obstacles. In the context of foreign obstacles, domestic factors like inflation and interest 

rates, currency barriers, and obstacles in documentation and payment are brought to 

light. Anand et al (2015) opine that a number of studies are conducted in relevance to 

exporting barriers and performances, however most of them are specific to industries 

and manufacturing sector.  

 

The obstacles threatening SMEs in developing countries are multi-dimensional and 

closely inter-related (Tesfom and Lutz, 2006). They are classified into company-

oriented barriers, industry-oriented barriers, and product-oriented barriers and barriers 

from macro-environmental level. For Mapingajira (2016) exporting firms usually have 

recurring nature of barriers in terms of recognizing overseas opportunities, export 

relevant formalities and understanding consumer needs and consumption patterns. For 

Alitnas et al (2007) classification exporting SMEs should have efficient managerial, 

financial and market-based resources to overcome export barriers. Besides these 

resources, exporting firm should also remain specific in its industry.  

 

One of the most notable works relevant to exporting barriers is Leonidou (2000; 2004) 

which developed conceptual framework explaining and classifying exporting barriers 

into internal and external barriers.  

 

Chandra and Chavan, (2020) characterizes internal obstacles as those that are related 
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with the business's internal resources and capabilities, while external barriers are those 

that come from circumstances in the firm's home nation and in the host country that are 

relevant to the environment in which the firm exports its products or services. Yet the 

variety of determinants and measures that are employed in export performances studies 

are quite complex to be measured. It is observed that export targets of firms differ 

depending on many factors. It could be because of stakeholder expectations, the 

resource factors and hence how each performance category contributes to success of 

the exporting firms will vary.   

 

A significant amount of scholarly research is paid to exporting practices; nevertheless, 

most of this emphasis is placed on big scale enterprises and multinational corporations. 

Because of this, there is a need for the development of further evidence on 

internationalization in SMEs (Clegg et al., 2006; Knight and Leisch, 2016). According 

to Hall et al. (2012), the majority of researchers have concentrated their attention on 

Europe and the United States. According to Leonidou (2004), the limited 

generalizability of the findings can be traced back to the fact that the majority of study 

looked at the hurdles that impede the export capacities of small businesses within the 

context of industrialized countries. Therefore, ffuture studies must focus on the 

challenges faced by exporters in developing countries if we are to have a complete grasp 

of the problem. 

 

Leonidou et al (2007) is one of the widely acknowledged researcher in field of 

exporting. Following his comprehensive 32 studies, export barriers are classified as 

internal barriers which correlates to internal organizational resources and competencies. 

The straightforward classification of numerous dimensions contributes to the model's 

widespread acceptance. For instance, informational, practical, and marketing obstacles 

are all examples of internal barriers, whereas procedural, assignment, governmental, 

and environmental obstacles are all examples of external barriers. Based on this model 

the following export barrier model is developed, which is used for the analysis purpose 
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in this research.  The significance of this model is that it is very detailed and it is 

specifically developed in the context of SMEs. The model helps in understanding the 

severity and significance of each dimension which could hinder the SMEs path to 

internationalization.  

 

Leonidou (2004) clarifies that both internal and external weaknesses can have 

significant impacts on an exporting business. For instance, factors such as limited 

capital resources, changing customer preferences, lack of government support, high 

competition, inefficient infrastructure and poor information can have different impacts 

on export business. It is additionally given that export barriers vary from sector to sector. 

They are highly contingent and influenced by managerial, organizational and 

environmental factors also. 

 

It is helpful to categorise internal exporting hurdles as either "informational," 

"functional," "financial," or "marketing" for the sake of analysis. This modified version 

of Leonidou's (2004) model was created based on additional literature review and 

discussions with practitioners in Jordan (Djebarni & Al-Hyari, 2009). For analytical 

reasons, external obstacles may be divided into procedural, governmental, task, and 

environmental categories, as shown in the table below. External barriers are defined as 

"external," which is connected to the home and host environments within which the 

company works. 
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Table 4-1: Classification of Export Barriers by Leonidou (2004) 

In
tern

al B
arriers 

Informational 

Limited information about overseas markets 

Difficulty in making customer contacts 

Difficulties in gaining access to some data sources 

Functional 

Lack of managerial time to deal with exports 

Lack of personal trained to deal with exporting operations 

Lack of excess production capacity for exports 

Lack of new technology 

Financial 

High cost of capital to finance exports 

Lack of financial resources to finance exports 

Marketing 

Product 

Actual product unsuitable for overseas markets   

Difficulties in meeting export packaging/labeling requirements 

Difficulties in meeting importers' product quality /standards 

Difficulties in adapting export product design/style due to dissimilar 

consumer tastes 

Difficulties in setting up adequate after-sales services     

Price Lack of competitive price to customers in foreign markets 

Distribution/Promo

tions 

Lack of ability to locate reliable agent / distributor in foreign markets   

Problem of gaining access to distribution channels in certain overseas 

markets 

Logistics 

Unavailability of warehousing facilities abroad 

High transportation costs 

High insurance cost 
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                                          E
x
tern

al B
arriers 

Procedural 

Complexity of export documentations requirements 

Inadequate communications with overseas customers 

Slow collection of payments from abroad 

Governmental 

Lack of Chinese government assistance/incentives 

Inadequate Government regulations and rules 

Complex government bureaucracy 

Task Keen competition in overseas markets 

Environmental 

Economic 

Poor/deteriorating economic conditions abroad 

Currency fluctuations 

Unconvertible foreign currencies 

Foreign exchange restrictions in China 

Political-Legal 

Political instability in foreign markets 

Strict foreign rules and regulations 

High tariff and nontariff barriers 

Sociocultural 

Language differences overseas 

Cultural differences overseas 
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Table 4-2: Recent Research of Export Barriers 

Classification 

of Export 

Barriers 

Subcategories Views 

 

 

 

Non-tariff 

barriers 

 

Quotas, 

Licensing requirements, 

Technical regulations, 

Standards and certifications 

Barriers that aren't related to taxes or duties, like 

quotas on the amount of goods that can be 

imported, requirements for importing goods 

with a license, requirements for products to meet 

standards and certifications, and technical rules 

that control product design, production, and 

labeling (Olson et al., 2021). 

 

 

Cultural 

differences 

 

Language, 

Customs and traditions, 

Business practices 

Language barriers, different business customs 

and practices, and varying cultural traditions that 

can affect how products are marketed and sold 

are all factors that can affect one's ability to 

communicate and conduct business in a foreign 

market (Sentishcheva & Acquah, 2020). 

 

 

Legal and 

regulatory  

barriers 

 

 

Trade regulations, 

Intellectual property laws, 

Investment laws, 

Labour laws 

Infrastructure differences, such as those related 

to power and energy supplies, inadequate water 

and sanitation facilities, inadequate 

transportation infrastructure, and limited access 

to communication technology, can make it 

challenging to move goods and conduct business 

in foreign markets (Hosseini et al., 2019) 

 

 

Infrastructure  

barriers 

 

Transportation, 

Communication, 

Power and energy, 

Water and sanitation 

Infrastructure differences, such as those related 

to power and energy supplies, inadequate water 

and sanitation facilities, inadequate 

transportation infrastructure, and limited access 

to communication technology, can make it 

challenging to move goods and conduct business 

in foreign markets (Hosseini et al., 2019). 

 

Political 

instability 

 

 

Civil unrest, 

Corruption, 

Government instability 

Uncertain political and economic circumstances, 

such as civil unrest, corruption, and government 

instability, that may make it difficult and 

uncertain for businesses to operate in foreign 

markets (Chung & Ho, 2021). 

 

 

Currency 

fluctuations 

 

 

Exchange rate volatility, 

Transaction costs 

Changes in exchange rates, such as exchange 

rate volatility that may cause variations in 

currency values and transaction costs related to 

changing currencies for international commerce, 

can make it challenging to price products 

competitively in a foreign market (Chen et al., 

2020) 
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Competitive 

barriers 

 

 

 

Local competition, 

Pricing pressure, 

Brand recognition 

Competition from rival businesses can make it 

challenging to gain a foothold and increase 

market share in foreign markets. This 

competition can come from local rivals who may 

have an advantage in understanding the market 

and distribution channels, low-cost competitors 

who put pressure on pricing, and difficulties in 

establishing brand recognition and cultivating 

customer loyalty (Chung & Ho, 2021). 

 

 

 

Competitive 

barriers 

 

 

 

Local competition, 

 Pricing pressure,  

Brand recognition 

Competition from other companies in the 

foreign market that can make it difficult to 

establish a foothold and gain market share, 

including local competition that may have 

advantages in understanding the market and 

distribution channels, pricing pressure from low-

cost competitors, and challenges in establishing 

brand recognition and building customer loyalty 

(Olson et al., 2021) 

 

To summarise the above section, it entailed to a detailed analysis in the field of various 

forms of exporting barriers that are developed by different scholars till the day. The 

analysis helped in developing internal and external export barriers and it is found that 

Leonidou (2004) is one of those comprehensively developed frameworks which 

includes almost all the factors discussed by different authors. Since this framework is 

one of its kind inclusive of major factors, this is adopted in this research. These factors 

are studied in detail in the section below.  

2.1.6 Internal and External Barriers 

In the following sections wide analysis of various internal barriers followed by external 

barriers are conducted. This is done with an aim to develop framework for the purpose 

of this research. Initially, internal barriers are analysed , followed by the analysis of the 

external barriers. 

2.1.6.1 Internal exporting barriers 

OECD (2006) clarifies inner and outer boundaries to the SME's internationalization as 
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prevention with the organization's holdings and capabilities and the company's reach to 

internationalization. These are classified into a few categories: instructive obstructions, 

utilitarian obstructions, and showcasing, dispersion, item, and cost boundaries. 

Included to this, it is the clarificationin by Testom and Lutz (2006) that internal export 

barriers are crucial and essential to SMEs. They are usually bound by the constrained 

organizational assets for abroad promotion. A last point that was concluded within the 

OECD/APEC Survey proposed that associate economies take the most extreme issue 

that SMEs are facing as internal to the small scale industries or companies and are not 

linked to the concerns by the strategies given by the government authorities or 

correlated to business situation (OECD, 2006ab).  

 

Internal problems were defined by Katsikeas and Morgan (1994) as issues that are 

related straight forwardly to substantial concerns inside contained by SMEs. According 

to Leonidou (1995), the internal obstacles are an inevitable part of the small scale sector. 

These hurdles are often associated with the viable organizational holdings or manner of 

export marketing. Examples of such issues include a lack of qualified personnel to 

manage and control export activities, financial difficulties associated with exporting, 

and a lack of information about export markets. Other examples include problems with 

importing quality standards and determining the appropriate model/design and image 

for the international market. 

 

According to Harkar and Karkaya (2012), the most significant barrier to exporting for 

SMEs is found inside the company itself. The problem is that there is an insufficient 

amount of knowledge and education on how to internationalize. According to the 

statement of the majority of the researchers, there are also obstacles of attitude, such as 

poor knowledge about the danger and cultural gaps, which are more significant than 

external constraints, such as trade restrictions and the intensity of domestic competition. 

 

For Leonidou (1995) any barrier within the country is often easier to manage than the 
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external barriers. The latter ones are constrained quickly and administered by the 

exporter. Moreover, Chabowsky (2016) said categorically that in order to evaluate the 

growth of export markets, it is necessary to quickly overcome domestic hurdles such a 

lack of quantifiable economies or a lack of internal competence. 

 

Small and medium-sized firms (SMEs) in Slovenia complained of a lack of financial 

resources and unjustified costs, according to a study by Hall et al. (2012). After that 

came issues with not having enough qualified personnel, not having the right 

multinational skills, not knowing the ins and outs of foreign markets and cultures, not 

knowing the lingo, not knowing how to take advantage of information assets and 

databases, and not having the proper administrative structures in place at home. 

 

Djebarni and Al-Hyari (2009) conduct a literature review and conduct interviews with 

Jordanian performers to update Leonidou's (2004) model, categorising internal 

exporting barriers as "Internal barriers associated with management efficiency / assets 

and firms' technique to export the business." The "Internal hurdles that associated with 

management efficiency / resources and businesses' method to export the company" 

provide the basis for this classification. We may classify internal roadblocks into four 

types for practical purposes: a lack of expertise, a lack of resources, a lack of money, 

and a lack of marketing. Each of these areas has its own unique challenges. 

2.1.6.1.1 Informational Barriers 

In export build out, the information is considered and found as the major role in the 

internationalization and trade overseas production literature (Johnson& Vahlne, 1977 

cited in Johanson and Vahalne, 2003; Hutchinson et al (2009); Leonidou, 1995; Morgan 

& Katsikeas 1997). Generally, it is recommended in the literature that lack of 

information or data plays a vital role to export development (Leonidou, 1995, 1997, 

2004;; Koksal, 2008 cited in Hsu et al, 2015). 
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The person who develops policies and terms should be accountable to the data which 

are meant to be obtain to them, later seek for the one which is not available immediately, 

and finally make better and productive usage of it in case to reach a relative competitive 

pro. For potent planning methods, information is always obligatory (Morgan & 

Katsikeas, 1997). Kahiya (2013) suggests that more precise market knowledge is 

necessary for exporters to make a profit. Hsu et al. (2015) quote research from Inkula 

(1990) that finds that export commitment is highest among technologically 

sophisticated SMEs that have quick access to up-to-date technical data about foreign 

markets. Hsu et al (2015) determined that SMEs export operation relates certainly with 

the persistence and variety of exterior data support. 

 

Shoobridge (2004) stated that in case of SMEs to perforate abroad markets, they must 

improve efficient data management performance via attaining the upcoming 

information: This includes their ability to assemble, find out, analyse, apply, save and 

allocate internally every export data gained from the external origins. Observing actual 

data on approaching overseas market is essential before trading can acquire. This issue 

is at risk for SMEs in growing nation because from the beginning they often lack the 

internal holdings to acquire necessary data, whilst large organizations often have 

exclusive departments to collect data and elevate their products in foreign market 

(Tesfom & Lutz, 2006). According to Corallo et al. (2020), one of the factors that is 

responsible for disrupting the production of the businesses that are located in the market 

region is the inability to collect data that is associated to the market standards.   

 

Information barriers are applicable to hurdles in finding, getting in touch and choosing 

the world-wide markets outstanding to information incapability (Morgan & Katsikeas 

1997; Leonidou, 2004). They can be identified broadly among four different categories 

such as: discovering overseas markets, analysing and identifying the global business 

chances, accessibility of the foreign marker information and finding and getting in 

contact with foreign customers / consumers (Leonidou, 2004). 
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Insufficient data to detect/ verify overseas markets: 

SMEs trade the data to acquire decision generating suspicions developed by the non-

syncing surrounding, which behaves as a factor finder for arrival and widening 

decisions and it is a necessary earlier request to making winning business results 

(Shoobridge, 2004) regardless of the necessity of the data in declining the increased 

level of uncertainty rounding the mixed, complicated and intractable overseas business 

surroundings (Spowart and Wickramasekara, 2012 Leonidou, 2004). Number of SMEs 

fail to bear relevance with the national and world-wide origin of information and have 

unintelligible data. This impacts mainly in terms of the clarification and findings of 

entry into the international markets (Watson, 2001). Accordingly, the improvement of 

the firms in trading goes risky, as it is commonly dependent on self-skills and 

managerial intuition of determined research and organized trials. Access to insufficient 

information in such scenarios can be key constraint in terms of trading win (Thanh, 

2015; Tsao and Chen, 2012). 

 

Alexandrides (1971) cited in Uner et al (2013) that the scarcity of skills in trading, and 

risk in locating overseas markets is one of the major issues in preventing SMEs from 

staring the export. Leonidou (1995) opine accessibility to sufficient and reliable data to 

locate and verify the overseas market had the highest hindering impact on trade 

behaviour. According to Leonidou (2000), the lack of initial information makes it 

difficult and dangerous to find and, thus, validate opportunities in global market. 

According to research by Vithessonthi and Racela (2016), SMEs see learning about and 

adapting to overseas markets as one of their top problems. An investigation 

(Tsinopoulos et al., 2014) on the challenges faced by Saudi Arabian food and chemical 

traders/exporters concluded that ignorance of international market conditions was a 

major problem. When Koksal (2008) examined the effect of export information points 

on export activities, he found that knowledge of market habits has a positive effect on 

presentation because it helps small and medium-sized enterprises (SMEs) efficiently 
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take on competition, comprehend consumers' needs, and aim at lucrative markets. 

 

According to the results of Zeng et al. (2012), enhanced export capabilities would help 

in the implementation of anticipatory export marketing techniques in addition to 

significantly reducing the perceived burden and riskiness of exporting. According to 

Christensen et al. (1987), which was noted in Boodai (2011), successful exporters were 

using market research as the first and primary means to the entry into the overseas 

market, which is three times bigger than the exporter. Companies may also be able to 

acquire the restrictions of insufficient information connected to international markets if 

they choose partners that are willing to embrace such knowledge either in the 

marketplaces of their home country or in the marketplaces of the intended host country 

(Monferrer, 2015). Companies might obtain the limits of inadequate knowledge related 

to overseas marketplaces in yet another manner by using this method. 

 

Verifying and analysing overseas market possibilities: 

The exact time of initiating and improving exports are one of the issues faced by SMEs, 

as these circumstances are identified in a responsible character and generally takes the 

position of unsought orders from foreign customers or advisory guidance by exogenous 

factors (Commerce chambers, governmental agencies, and market organizations) thus, 

SMEs are unprepared to handle the competitions and challenges ending from the world-

wide business circumstances (Leonidou, 2004). The scarcity of skills in finding the 

overseas chances and possibilities and rendering markets is also considered to be an 

important concern in SMEs exporting in developing countries (Kaleka & Katsikeas, 

1995). Brouthers et al (2015) argued that firms can tolerate and come upon the 

restrictions of insufficient information about the overseas market by choosing the host 

countries either in their motherland or in aimed partner market who acquires such skill. 

These partners consist of distributors, and various other trade representatives. Moreover, 

one of most repetitive high-risk issue to exporting by SMEs in the USA was inadequate 

wisdom related to overseas selling chances (Bilkey 1978 cited in Tesfom and Lutz, 
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2006). It is depicted by most of the publications that skilled and unskilled SME 

exporters in growing countries trust that lack of knowledge of potential markets 

interrupts their export performances (Kirka (2014); Tesfom & Lutz, 2006). 

 

Questionable world-wide market Information: 

When starting out in exporting, a small or medium-sized business has a significant 

challenge: access to data. Issues with origin (certified, calculating, and typical gathering 

types), quality (unreliable and unfinished information), and comparison (varying base 

years and measurement units) are three problems that Leonidou (2004) identified with 

the glut of market information. These worries lead to complications in gaining access 

to certain informative sources, receiving uncertain results from the data, and paying a 

hefty sum to acquire this data (Shoobridge, 2004). These problems undermine the value 

of international market research, which in turn hurts the authenticity of international 

markets and leads to poor managerial judgement among small and medium-sized 

enterprises (Liu et al., 2016; Leonidou., 2004).  To save time and money, small and 

medium-sized enterprises (SMEs) should make use of the wealth of freely available 

information before venturing into foreign markets, although many do not (Lee & Brash, 

1978, cited in Boodai, 2011). 

 

However, many SMEs would have seldom employed government support services 

despite the fact that more than half of SMEs lack the necessary capabilities inside the 

services. Since most SMEs spend the most of their time looking for information, more 

than half of them have never used an online assistance service. Singla and George (2013) 

argue that small and medium-sized enterprises (SMEs) will be at a disadvantage going 

forward if their primary locations are far from "Data Centres," such as in metropolitan 

areas. This is known as "Spatial bias." This will affect them evenly in the data flow. 

Marketers can now reach information of their real customers’ databases and market 

analysis data and collaborate with available marketing host companies with a friendly 

approach. The use of internet, in this opens up a way to global markets. This encourages 
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cost savings, product manipulation, and progression and quicker market entrance 

(Vivekanandan & Rajendran, 2006). claims that the web relationships allow SMEs to 

enter domestic market and obtain business data and initiate contacts (Sousa et al, 2010).  

 

According to Arianaitwe (2006) the initial hindrance that occurs when establishing 

economic improvement techniques from advanced countries, to be made available to 

growing countries is that “In the advanced countries there is several differences in the 

economic information. Even though this is growing more easily available for growing 

countries, in comparison with the United States, United Kingdom or Japan it is not 

closer in terms of number of information available for a growing nation in  

Africa”. 

 

Hardships in making Customer network: 

Marketers’ world-wide faces various barrier in developing necessary customer 

networks. There are three main types of obstacles that Leonidou (2004) identified. First, 

there's the "psychic distance" that separates vendors and consumers in international 

markets; second, there are difficulties in coordinating efforts between the two groups; 

and third, there's a limited pool of consumers based on their country of origin. In 

addition to playing a role in the generation of the data, the problems faced by exporting 

SMEs also play a role in the dissemination of marketing-communications with 

international clients (Katsikeas & Morgan, 1997;). According to research by Bilkey 

(1978), quoted by Shah et al. (2014), a typical problem in international trade and export 

is a lack of knowledge about international customs and connections in target markets. 

And it's obvious that these worries have been waiting for developments in database 

technology to finally put a stop to. Managing data distance to markets is only one 

example of how adverse conditions contribute to exporting problems (Tsao and Chen, 

2012). 

 

In their study of 156 Singaporean SMEs, Kau & Tan (1989) found that obtaining 
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information about foreign markets and making contact with overseas customers were 

the key obstacles confronting the exporters. According to Solmer and Olsson (2010), 

the enormous volume of data gathered overseas combines with the high degree of 

market riskiness inherent in service delivery to boost performance. According to 

Ruzzier et al. (2006), small and medium-sized enterprises (SMEs) who capitalise on 

the information available from sources such customer market research specialists and 

international market associations have more success than their competitors. Brouthers 

et al. (2015) said that businesses may adapt to and overcome the limitations of limited 

information about the international market by strategically selecting host nations in 

either their home country or in a targeted partner market where such knowledge is 

already present. Non-profit export groups, wholesalers, and other intermediates in 

international commerce all make up this network of collaborators. According to 

Onkelinx (2016), SMEs boost their trade performance via communications with the key 

people in the SME's industrial sector. Specifically, SMEs devote more resources to 

researching and understanding their international customers online, collaborating with 

international representatives and customers, and learning new techniques at trade shows. 

2.1.6.1.2 Functional Barriers 

To establish or finance export sales, SMEs still identify permission to finance to be their 

Finance constitutes to be one of the major functional barriers for SMEs in developing 

economies. (Katsikeas & Morgan, 1997; Pattmoure and Haddoud, 2015; Tesfom & Lutz, 

2006)). Despite being the most important sources of finance for SMEs, the commercial 

banks are not ready to grant loans to SMEs. They have least interest in small firms’ 

customers, as these companies are usually unable to do commitment with sufficient 

collateral. (Nummela et al, 2014). SMEs are further assumed to be little difficult than 

the larger firms, because of the increased level of uncertainty revolving the SMEs and 

because of their risen level of failure Granting loan is a behavior that describes the cost 

per dollar lent is too much for small loans, this behavior demands necessary stabiles the 

cost related with loan appraisal, supervision, administration and collection (Malhotra 
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and Kumari, 2015 Arianaitwe, 2006). SMEs handle financial barrier that apply and 

addition restriction on their improvement of behavior to internationalize (Anand, 2019). 

 

Furthermore, small business owners must make a persuasive proposal that banks may 

better evaluate for their loan offers; yet, ignorance and a lack of understanding might 

impede this endeavor (Eyiah, 2001, as quoted in Arinaitwe, 2006). Banks, in order to 

make enough money off of such loans, would have to charge very high interest 

rates.There will be even more of a disconnect between the two sets of numbers since 

the bank will not obtain data carefully on economic areas and SMEs. A greater 

percentage of credit applications are subsequently denied as consequence (Tesfom & 

Lutz, 2008). SME credit declines are also attributed to factors including credit 

contemptibility and high transaction costs (Namazi & Kermani, 2013). The United 

Nations (2017) found that SMEs that lacked operating capital also struggled with 

requesting credit facilities from overseas clients and collecting payments from other 

nations. 

 

According to Bilkey (1978), quoted in Malhotra and Kumari (2015), a lack of capital 

is one of the most persistent problems facing SMEs in international commerce. One of 

the most effective barriers to export in Brazilian SMEs is the lack of certain financial 

products for external commerce, which has limited the company's ability to expand or 

strengthen its operation abroad (Okpara, 2011).  

 

Bertram et al. (2019) found that a lack of timely and appropriate working capital not 

only increases costs, but also puts the entire manufacturing process at risk. Arinaiwe 

(2006) argues that the supply and demand for capital has a significant impact on the 

development and progress of small enterprises in emerging nations. More than half of 

the trade loans were extended in Kenya, and late payments were the most typical way 

of coping with unexpected liquidity turnings, as reported by Collier & Gunning (1999). 

Frances (1987, as cited in Tesfom & Lutz, 2006) surveyed 75 Venezuelan exporting 
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enterprises and found that unfavourable financial features were the main export 

impediment. Lack of capital to support development into global markets is a significant 

barrier to export for Lebanese businessmen entering global business, according to study 

by Ahmed et al. (2004). 

 

Cavusgil et al (2012)), said that raising finance is one of the major issue handles by all 

the SMEs in upcoming economies. This can be funding from the SMEs’ necessity to 

establish and develop. Since the bank sectors acts as the major source of finance, they 

are often hesitant to lend to SMEs. SMEs are assumed to be incapable to oath requested 

collateral and at times freshness translates as an inadequate track report. The lack of 

financial and accounting expertise, as well as the risk aversion of SME owner managers, 

are major factors in the difficulty of gaining access to capital. In their pursuit of greater 

profitability, banks simultaneously seek for the lowest possible risk and the biggest 

possible return on their loans and securities. Initiating the values of SMEs and 

enhancing the loan guarantee technique and norms are two ways the government may 

help ease this problem, as suggested by Hutchinson et al (2009). 

2.1.6.1.3 Marketing Barriers 

Marketing is the method of designing and operating the subject, advertising and 

allocation of ideas, products and services to form exchanges that fulfil in person and 

managerial concepts (Kirka, 2014). Export marketing techniques is a vital underlying 

reason for the victory or fall of SMEs. It devises the suggestions behind succeeding the 

export venture and shows result in the marketing techniques to internationalization their 

business (Lictenthaler, 2016). In enhancing the performance of the SMEs to attain 

internationalization, marketing ability of the companies plays a very major role. 

 

Small and medium-sized businesses (SMEs) in developing nations often depend on 

networks for assistance with export marketing. Concerns about the global marketing 

mix are at the forefront of the minds of small and medium-sized exporters (Michael et 
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al, 2016). These concerns include the difficulties associated with comparing the prices 

of competitors, promoting goods, and establishing up distribution networks throughout 

the globe. According to Boodai (2011), "the aim of any marketing strategy or plan is 

the mixing of four important categories of variables—product, distribution, promotion, 

and price." This is the goal of any marketing strategy or plan. Nevertheless, in order to 

properly manage the four essential pieces of the marketing mix, one must adopt a "very 

risky attitude of global marketing behavior." Osano (2019) contends that the 

corporation has difficulties in its worldwide marketing efforts due to its goods, pricing, 

transportation, distribution, and promotion. 

 

Product: 

Inappropriate authentic product for International markets 

Due to limited resources, inexperienced management, and a lack of innovation capital, 

SMEs face challenges when trying to introduce new goods to international markets 

(Prasanna et al., 2021). SME shave noteworthy challenges when expanding 

internationally due to a lack of human, financial, innovative, and other assets. The need 

of cash encourage diminishes the competitive advantages of SMEs in compared to those 

of amplified organizations in making unused items for the universal showcase. This is 

often since numerous SMEs see exporting as a trivial economic action that can be 

explained by an overabundance of output (Michael, 2016). 

 

Rather of focusing only on the status quo, manufacturers and operation managers 

should also keep an eye on the potential of new products, as suggested by Yan et al. 

(2020). In addition, companies that deal in many product lines have more success on a 

worldwide scale. Due to the intense competition in the export market, it is desirable for 

consumers to have developed a strong habit of using the product. However, acceptance 

in the export market may be hindered by a product that must acclimate to the local 

market because it is brand new to the firm, is culture-specific, or because the export 

market is competitive (Tsinopoulos et al, 2014). 
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Katsikeas and Morgan (1994) came to the conclusion that local product regulations, 

customer needs, and buying procedures may not be appropriate for international sales 

and could need to be altered. To assist smaller businesses in escaping this predicament, 

it may be necessary to adhere to the technical responsibilities that they share with bigger 

companies that are equipped with the capability to produce complicated goods on a 

worldwide scale. (Benitez, 2020). 

 

Challenges in facing export packaging: 

The products which are prepared for selling in foreign markets needs to be packaged in 

a way that ends up with global standards and preferences. Included should be the 

language and information required by the host country, as well as the dates of 

production and expiration, as well as the total/net weight plus storage information 

(Leonidou, 2004). According to Morgan & Katsikeas (1997), one of the major 

challenges for SMEs is conforming to the model, design, quality, packaging, and 

labelling requirements when exporting new items. 

 

Complications in facing importers’ product quality: 

Quality principles of the product are generally known as the one of the major state for 

establishing and lasting in global markets. Packaging, identifying an exact model for 

export markets, and fulfilling quality principles are the categories that quality is 

concerned about (Tesfom & Lutz, 2006). 

 

Challenges in adapting export product model: 

A lot of researches have discovered that the model and characteristic of goods, product 

individuality, price, technology and technological attentiveness appears to be prone to 

challenge export and export related behavior (Salvador, 2022). The most successful 

traders amended their products to the aimed market requirements. Based on their 

research with 237 SMEs in the United States that produce avionics, instruments, and 
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material handling equipment, Czinkota & Ronkainen (2011) concluded that the 

problem of product modification was of great concern to SMEs and generated an 

epidemic issue. Leonidou (2004) claims that many SMEs handles consistent issues 

linked by scarcity of economics and scale happens peak in unit costs; poor organization 

and power over exporting operations; difference in marketing support techniques 

globally; difference in purchasing control; and variation in customer preferences while 

such amendments are significant in fulfilment product acceptance.  

 

Price 

According to Sousa et al. (2010), the effects of globalization are having a significant 

impact on the importance of pricing strategies in research and practice related to export 

marketing. Realizing export pricing methods is most crucial since it may have a critical 

and rapid impact on the behavior of a rising number of small and medium-sized firms 

(SMEs) that have decided to export as a means of following global innovations. 

Therefore, realizing export pricing approaches is so important. According to Chen et al. 

(2016), suffering a loss results in missed chances and lower levels of profitability when 

one is working to improve a useful pricing strategy. 

 

Scarcity of competitive price to consumers in global markets: 

Pricing, level of competition, and adaptability to changing labor conditions are three 

primary considerations in export marketing estimations. According to Chen et al. 

(2016), a significant hurdle for many exporters was the difficulty of matching the 

pricing of their rivals in international marketplaces. 

 

Many studies (Katsikeas & Morgan, 1994; Leonidou, 2000; Ghauri et al., 2003; Tesfom 

& Lutz, 2006) have established that the international market price of a commodity is a 

barrier to the expansion of exports. 

 

Distribution and promotion:  
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Attaining trustable global representations:  

In order to succeed internationally, small and medium-sized enterprises (SMEs) must 

strengthen their distribution channels and find credible worldwide representatives to 

market their products (Aaby & Slater, 1989; Zain & Ng, 2006). 

 

According to Leonidou (2007), finding reliable worldwide partners to act as a 

company's representative in various areas is the biggest challenge of exporting. Finding 

a reliable distributor to act as the company's representative is a challenging task. 

Though not readily discovered inside SMEs, this may be managed by suggesting 

potential reasons like competitive profit margins and market research help (Leonidou, 

2004). According to Ruzzier et al. (2006), an exporter can better meet the needs of a 

global distributor if the exporter is well-connected in the market and has a good 

understanding of the distributor's business environment and methods. 

 

For SMEs, distributors are classically the major connection between the company and 

the consumer (Leonidou, 1995; Brouthers et al, 2017;). However, finding reliable 

global representation is challenging and is often cited as a major barrier to export 

success. This is because it is difficult to determine which global representatives are best 

suited to handle the exporter's particular mix of products, logistics, storage space, 

market reputation, clientele, and regulatory requirements (Katsikeas & Morgan, 1994; 

Brouthers et al, 2015 Leonidou, 2004). Further, finding exact overseas agent appeared 

as the second most vital restriction for Singaporean SMEs. 

 

Difficulties/ accessing global distribution/ Marketing channels: 

For many SMEs in developing countries, the absence of initial data regarding 

advertising channels makes distribution the most pressing problem when it comes to 

international trade and export. Not only are distribution and marketing strategies used 

in different ways in domestic and international markets, but also in different parts of 

the world (Leonidou, 2004). Smaller trade enterprises may have serious problems 
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adapting their distribution and marketing strategies to the peculiarities of each 

international market (Knight and Weisch, 2016; Leonidou, 2004). In their evaluation of 

fifteen publications, Aaby and Slater (1999) found a connection between export 

propensity and the government's perspective on the importance of distribution. All of 

these investigations and conclusions, they concluded, however, confirmed the 

importance of administration-observed distribution to export behavior. Higher 

distribution power and faster product delivery, as shown by Altinas et al. (2007), 

guarantee a more effective exporter. 

 

In addition, rivals that restrict distribution in the first place may be a barrier for SMEs 

in their attempts to open access to valuable dispersed channels (Jelassi et al., 2020), as 

can the exorbitant expense of administering these channels from a distance. According 

to Mariyono et al. (2019) research, one strategy to tackle this issue is to improve 

network contact with an overseas partner, which in this instance would be accomplished 

by means of more effectively established distribution channels. 

 

Connecting with other people or groups to spread the word about your business and get 

more people interested in buying your goods, as defined by Pride & Ferell (1995) and 

cited by Boodai (2011). Export advertising raises the firms' data and experiential skill, 

raises export responsibility, and encourages managers to adopt a more optimistic 

attitude and approach to trading, as revealed by Zeng et al. (2012), who studied the 

effect of export marketing programs on the export behavior of small businesses. Tien 

et al. (2019) found that export advertising may influence the behavior of small firms. 

Exporting is expensive and time-consuming for managers, which is why such assistance 

is so valuable (Nyu et al., 2022). 

 

According to research conducted by Cavusgil (1983) on the components that contribute 

to the level of success in export marketing, one of the aspects that required the most 

adjustment in order to be suitable for the global market was advertising. In addition, the 
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implementation of export marketing campaigns makes it possible for small and 

medium-sized enterprises (SMEs) to cut down on their operating expenditures, boost 

their profitability, and ultimately enhance their export performance. According to 

Leonidou (2007), the enormous margin, in terms of both markets and commodities, as 

well as the export marketing activities, are all tied to higher exports. 

 

Logistics 

Absence of pottering facilities overseas: 

Leonidou (2004) claims that the transportation delays and unexpected circumstances 

can build lack of the firm’s product globally. This may produce some critical situation 

for the exporters, such as missing profit and sales from possible and enduring 

consumers and extra charges when requesting for a swiftly transportation path to launch 

merchandise globally. Trading products via boundaries gives way to so much 

complication with providing the global market sufficiently because of insufficient of 

warehousing amenities globally Many SMEs can continue that the lot of outlying the 

glob al market the most vital the chances of skilling products scarcity (Viet et al, 2018). 

 

According to Tesfom and Lutz (2006), the availability of raw materials is a critical 

element for SMEs in emerging countries. In Zimbabwe, for example, SMEs often keep 

items for a period of three months at a time. This results in an increase in the sale price 

and raises warning lights regarding the viability of maintaining a long-term commercial 

relationship with international buyers.  

 

Enormous transportation and Insurance costs: 

Long distances between worldwide markets cause delays in product delivery and higher 

transportation insurance costs, which are the main drivers of increased transportation 

and insurance prices (Shinozaki, 2012; Santos and Brito, 2012). Due to poor 

infrastructure and limited access to transportation, as well as the high probability of 

dangers associated with selling items internationally, supplementary insurance 
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coverage is necessary (Notteboom et al., 2022). This gives way to elevating the prices 

of goods and costs to the buyers. Obtainment of information from the far away sources 

is depending on transportation costs and other exporting hindrances that elevate the 

price of the obtained data. Managing these expenses is often a challenge for SMEs, 

albeit the extent of this challenge varies depending on the target market. Exporters are 

expected to reorganize and local SMEs' ability to engage in exporting is expected to be 

hampered by strategic challenges with conveying items to overseas clients (Onugu, 

2015). 

2.1.6.2 External Exporting Barriers 

External impediments may originate from the home and host environment in which 

small-scale firms operate. Some examples of these types of external impediments are 

procedural, customer, opponent, and business environment obstacles. Inquiries into the 

variables that promote or discourage businesses from exporting have resulted in the 

creation of lists of particular export hurdles (Brouthers et al., 2015; Clegg et al., 2016; 

Knight and Weisch., 2016), as have a variety of other types of study. 

 

Environmental factors, such as unfavorable fluctuations in global currency rates, are 

examples of external obstacles (Leonidou, 1995). Like Ghauri et al. (2003) and Tesfom 

& Lutz (2006) find, external export obstacles are linked to the export market, the 

industry, and the macro environment. Outside of the SMEs' control are the 

macroenvironmental constraints they face, such as the absence of reliable trade 

institutions, unfavorable currency rates, and a dearth of motivating national export 

conditions and worldwide accords. For SMEs, these problems are often seen as external 

economic constraints (Leonidou, 2004). 

 

By applying Leonidou's (2004) distinction between "internal" and "external" barriers, 

Nummela et al. (2016) came to the conclusion that the most significant obstacles that 

Idaho businesses faced could be categorized as "external," or related to differences in 
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terms and conditions at the national level, as well as differences in socio-cultural norms 

and procedures. This conclusion was reached after applying Leonidou's (2004) 

distinction between "internal" and "external" barriers. 

 

Many studies have concluded that external factors, rather than internal ones, are to 

blame for the difficulties SMEs have while attempting to export their goods and 

services. According to Katsikeas & Morgan (1994), these problems stem from a wide 

range of root causes, including everything from financial risks (such as a decline in 

currency value, fluctuations in exchange rates, and a lack of hard currency for export) 

to a lack of government support in acquiring export riskiness and a regulatory type of 

dealing atmosphere among public representations. 

 

According to Koksal's (2008) research on Turkish businesses, the macro environment 

in which they operate, including the fluctuating Turkish Lira exchange rate, economic 

uncertainty, the external export documentation specifications from government bodies, 

and insufficient government export motivations, are often the most significant barriers 

that SMEs face when trying to export. According to research by Namazi and Kermani 

(2013), small-scale exporters to the Mercosur reported facing external hurdles. 

Moreover, Navarro et al. (2010) identified outside factors as a primary source of these 

internal difficulties. 

 

2.1.6.2.1 Procedural Barriers 

Commonly, these issues are broken down into three categories: inexperience with 

export paperwork and procedures, slow payment collection, and broken lines of 

communication (Morgan & Katsikeas 1997; Leonidou et al. 1998; Leonidou 2004). 

According to research by Altintas et al. (2007), the export behavior of Turkish SMEs is 

affected by factors such as procedural demands and racial strength. 
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Difficulties in Export Documentation Necessities: 

When it comes to exporting, most small businesses face several obstacles, including 

managing shipment preparations, locating costumes documents, and more (Devlin & 

Yee, 2005). They combine these factors with in the end costly and time-consuming 

failures, which encourages a pessimistic outlook on dealing with exports (Morgan & 

Katsikeas 1997). Knowledge and experience in exporting are necessary (Leonidou, 

1995; Leonidou et al., 1998; Tesfom & Lutz, 2006). For a small business, market 

barriers might be even more formidable when combined with management and 

technological constraints. Because autonomous organisations like shipping firms, 

banks, and insurers have their own strategies and processes, Tesfom & Lutz (2006) 

noted concern with time and paperwork requirement to comply with global and local 

market rules as one of the primary impediments. 

 

Companies in the states of Oregon, Washington, and Idaho have pointed to the 

extensive documentation necessary to export as a major barrier to their expansion into 

foreign markets. Unfamiliarity with the necessary documentation and procedures for 

exporting posed a serious risk. O'Rourke (2019). Like what Katsikeas and Morgan 

(1994) found, there is a link between export market expertise and established procedural 

challenges. Expert exporters had fewer issues than novices or those with a shallow 

understanding of export paperwork (like credit emails, bring in certificates, export 

licenses, packing lists, and administrative approaches to dealing with public 

representatives). Help from advisory groups, government agencies, and financial 

institutions might mitigate the situation. Lack of knowledge on export processes that is 

accessible to managers with less expertise is a major barrier to exporting (Ghouse, 

2020). 

 

Lack of communication with global consumers: 

Inadequate and infrequent communication with worldwide customers is common in 

many inquiries because to the great distance between vendors and purchasers in global 
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marketplaces (Katsikeas, 2020). This point can create very serious issues for the 

exporting companies in their venture to restrict activities in global markets, and 

comprehend data exchanged with global consumers Hutchinson et al (2009) 

 

Unhurried collection of payments with global consumers: 

The length between the parties, the significant restriction issues, and the fear of 

financial complexities (cash flow) as a conclusion of the difficulties related were all 

cited by SMEs as general problems that contributed to the complexity of export 

documentation and export payment steps. Inadequate instantaneous interaction with 

worldwide markets and the inclination of most global customers to want greater loan 

facilities make such situations more common for SMEs (Leonidou, 2004). The risk of 

delayed payment collection from customers throughout the world increases, however, 

in this scenario. According to Tesfom & Lutz (2006), an exporter's cash flow problems 

are caused by the documentation not being correctly completed, which causes a delay 

in payments. Exporters to Mercosur identified late in collecting worldwide payments 

as main barriers to exporting, according to a research by Silva & Rocha (2001) quoted 

by Hsu et al. (2015). However, creating payment procedures that provide additional 

assurances for the exporter is a potential solution to this problem. Testom & Lutz (2008) 

argue that export credit insurance, which protects exporters against risks such as buyers' 

rejection to accept items, bankruptcy, and payment losses, might help mitigate this 

problem. 

2.1.6.2.2 Governmental barriers: 

The governmental barriers correlate to the less interest seen by the government in 

helping and in supplying motivations and encouragements to current and potential 

exporters and unlikable government terms and conditions (Leonidou, 2004). 

 

Insufficient Government Assistance/ Difficult Government Accuracy: 

Many developing world exporters have complained that they are not receiving 



 

65 

 

PUBLIC / CYHOEDDUS 

appropriate or even any government support (Chowdhury & Jomo, 2020). Existing 

government activities sometimes overlook these risks or fail to reach enterprises with 

greater needs, making exporting difficult for smaller businesses (Johanson and Vahalne, 

2013). Directors who get government export assistance benefit from access to 

experienced leaders who can help them overcome export constraints and boost their 

export results (Kelley et al, 2009). However, supplied support may not meet the specific 

needs of SMEs since it often does not take into account the SMEs' degree of export 

growth (Jusufi and Bellaqa Morgan, 1997; Leonidou, 2004). Absence of government 

export marketing conditions, such as poor data collection and provision on possible 

export opportunities, and ineffective worldwide advertising of the nation's export, is a 

common problem for exporters (Tesfom & Lutz, 2006). 

 

By guaranteeing loans, subsidizing export prices, and publishing fundamental market 

information, government officials may be the primary marketers of export operations, 

according to Ahmed and Brennan (2019). In addition, smaller businesses with less 

human and financial resources are more likely to rely on government services than are 

bigger ones. According to Brouthers et al. (2015), a broader range of advertising 

techniques may encourage SMEs to sell internationally, which in turn boosts 

employment, broadens tax bases, and promotes standard capital development. These 

resources range from market objectives and market displays to automated trade led-

equalizing systems. In addition, national governments are increasingly prioritizing 

export-led growth (Su, 2013).  

 

Hence, larger number of national export marketing organizations are elevating in 

identifying the necessity to hold the small business sectors via classification of export 

improvement programs (Shoobridge, 2004); Jordan’s improvement in declining the 

trade obstacles and the structural changes done by the government in the past few years 

have provided to success trade and economic development (Kelley et al, 2009) 
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By applying a larger amount of government programs controls the success of export 

concepts and export widening techniques and intensifies export trading competencies. 

identified that export marketing participation of SMEs and companies’ application of 

government export cooperation programs are vital export gaining factors. Export 

marketing cooperation programs are known to all public steps created to involve 

companies’ exporting performance, starting from tax motivations, and export financing 

to market shows (Lages and Montgomery, 2004). 

 

A research by Ahmed et al. (2004) on the challenges faced by Lebanese company 

owners when expanding internationally found that a lack of government backing was a 

significant factor preventing exports. Many exporting enterprises in developing 

countries lack the necessary export market expertise and marketing skills, according to 

a conclusion reached by Xiangfeng (2018). Katsikeas (2011) concludes that Cypriot 

export producers have strongly associated a few problems relating to the government, 

such as inadequate government assistance and government-financed export 

promotional programs, with a high degree of need. According to research conducted by 

Silva & Rocha (2001) and cited by Zhang et al. (2017), sixty percent of Brazilian 

exporters in the 1980s and 1990s cited a lack of export incentives as a major or moderate 

obstacle. 

 

Insufficient Government Rules and Regulations 

The part of the home government also may be restricted via a couple of controls 

required on native exporters. Examples include exchange control regulations, 

restrictions on items of national or international importance, and export restrictions on 

products destined for specific international markets (Gillespie & Swan, 2021). 

International standards from parties like the World Trade Organization (WTO) and 

associated economic constraints restrict governments' export marketing performance 

(Shoobridge, 2004). According to Bilkey (1978) and Morgan & Katsikeas (1997), one 

of the biggest obstacles to exporting was governmental regulations. According to Mili 
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(2023), one of the most common concerns in Central and Eastern Europe is the 

government's onerous bureaucracy and stringent regulations. When the government 

gets involved, official rules may add layers of bureaucracy that are difficult for new 

traders to navigate. According to Tinsahe and Dean (2014), providing clear legal and 

regulatory frameworks as a source for private sector development and investment is 

one of the primary problems in many different fields. 

2.1.6.2.3 Task Barriers 

This task barrier takes into account competitors in foreign markets, and as a result, it 

may have an immediate impact on the company's ability to export its products (Kaleka 

& Katsikeas, 1995; Leonidou, 1995, 2004). 

 

Intense competition in Global Markets: 

When expanding internationally, a SME has the same challenges as large corporations: 

managing with intense competition at home and abroad. Small firms struggle to 

compete in the market because of elevated relative unit expenses and a dearth of skilled 

personnel (Arinaitwe., 2006). According to Leonidou (2004), this is due to the fact that 

competitors in international markets (1) can come from anywhere (domestic, host 

nation, global), (2) can have different motivations (low expenses, product 

dissimilarities, government protection), (3) can occupy different roles within their own 

companies (head, challenger, follower), and (4) can appoint different techniques 

depending on the country. When competing on a worldwide scale, SMEs face 

challenges such as limited resources and performance, a lack of formalised 

management and planning systems, and undeveloped administrative procedures and 

methodologies. However, research by Lages & Montgomery (2004) found that large 

corporations face greater competition in developed markets than those exporting to 

developing countries. In addition, Alexandrides (1971) concluded that the existence of 

fierce competition in international markets was the primary riskiness preventing SMEs 

from growing exporting. 



 

68 

 

PUBLIC / CYHOEDDUS 

 

According to Kaleka & Katsikeas (1995), the high level of competitiveness in the 

worldwide market was a major challenge for Cypriot businesses seeking to increase 

their exports to the European Union. According to the findings of Ahmed et al. (2004), 

global representation programs should make a primary emphasis on teaching Lebanese 

business owners on how to compete successfully in foreign markets. Small and 

medium-sized businesses (SMEs) may require support in the near future in order to 

become competitive. This assistance may take the form of funds to tour markets, access 

to market data, or low-interest loans.  

 

Many smaller businesses have turned to recess marketing as a means of coping with 

this problem (Doole & Lowe, 2001, quoted in Leonidou, 2004). Small businesses are 

coming under increasing pressure, according to Martineau and Pastoriza (2016), to 

focus on serving niche markets where they have less to fear from the rivalry of larger 

organizations. 

2.1.6.2.4 Environmental barriers 

Environmental obstacles are those that arise from the macroenvironmental landscapes 

an exporting company must navigate. Global market context refers to the economic, 

political-legal, and socio-cultural conditions in which a company operates or intends to 

operate (Leonidou, 2005). It's not easy to anticipate or limit these obstacles, which are 

sometimes constrained by shifts in velocity. Competition, political uncertainty in global 

markets, and the legal and administrative parameters of the host nation's government 

are all factors that tend to shape export behavior (Hurchinson et al., 2019). 

 

Economic: 

Weak / Declining economic conditions globally: 

The poor or falling economic characteristics in these countries may make it difficult for 

exporters to break into their markets (Leonidou, 2004). Consumers in countries who 
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anticipate a hard-economic climate due to things like high global interest rates, high 

inflation rates, and high unemployment rates, for example, tend to shop more frugally 

and make more considered purchases (Leonidou, 2004;). A country's political and 

economic stability, as well as the policies and guidelines of that country in relation to 

transnational business performance, inflation, loan service ratio, and global fluidity, all 

play a role in determining the economic criticality of international transactional 

difficulties (Stoain et al, 2011). 

 

Global currency exchange criticalness: 

The fluctuation in export prices caused by fluctuating currency rates and the inability 

to convert global currencies into domestic ones contribute to this problem. According 

to research by Morawitz (1981), the foreign exchange rate parameters have a significant 

role in the success of the Colombian costume business on a worldwide scale. Currency 

fluctuations posed significant challenges to export growth. According to Bauerschmidt, 

Sullivan, and Gillespie's (1985) comprehensive results on the most significant barrier 

to export in the U.S. paper sector, the higher value of the U.S. dollar in relation to 

overseas currencies was acknowledged as an extraordinarily important obstacle. 

 

According to An Silva & Rocha (2001), cited by Lages and Montgomery (2004), the 

Brazilian exchange charge terms posed a significant challenge for Brazilian exporters 

to the Mercosur. As a result, the high cost of Brazilian currency became a barrier to 

exporting, and the quality of many Brazilian-made products suffered. The shoe sector, 

for example, couldn't compete with the lower prices of Asian manufacturers. Foreign 

exchange expenses may be mitigated in a few ways, including the addition of 

purchasing advance currency, the usage of spot charges on the day of receiving the order, 

or reaching an agreement with the overseas buyer to utilize a more stable currency. 

 

Political – Legal: 

Political instability in global markets: 
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Some of the reasons that lead to political instability in today's global markets include 

ascent tactics, low per capita income, significant amounts of corruption, substantial 

foreign loans, religious fanaticism, military domination, and conflict with neighbors. 

Even though many companies have been trading successfully for years, they have been 

unable to sell to other nations because of political and guidelines-based obstacles. 

Tesfom & Lutz (2008) identified a number of political challenges that affect the efficacy 

of export success in developing nations. These include the enactment of constraints by 

the governing body of the consumer or another government's action that may halt or 

use more time to complete the transfer of payment by the buyer; challenges releasing 

from conflict and legal annoyance in the consumer nation; and accidental extra 

transport costs.  According to Faruk and Subudhi (2019), the movement of 

international investments is influenced by social and political events like elections. 

According to Leonidou (2004), this kind of unpredictability may impede an exporter's 

operations in a number of ways, including the appropriation of property and the 

termination or suspension of performance. 

 

Strict International Rules and Regulations: 

Governments place several constraints on companies, particularly smaller ones, via 

laws and regulations. Factors such as entry constraints, which delay the product flow in 

the market, and exclusive tax charges may increase the export price of the goods in the 

foreign nation. The success or failure of a company's advertising campaigns might be 

considerably impacted by local laws and constraints. Exports to China are constrained, 

according to SImyar and Argheyd (1985), mostly because of difficulties in gaining entry 

and obtaining necessary authorizations. International trade agreements may open up 

new markets for businesses from member countries.   

 

High Tariff and Non-Tariff Barriers 

Tariffs and quotas are the classic ways by which a nation tries to save certain local 

industries (Martineau and PAstoriza, 2016 Leonidou, 2000; ). Import tariff implies 
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critical barriers for exporting companies because they tend to increase the export prices 

(Leonidou, 2004). Government may charge several tariffs, rules to forbid or restrict 

export because the ingress of services and products is considered to challenge with 

native production. Many non-tariff obstacles exist, as stated by Leonidou (2004), 

including "Managerial Particulars (random tariff differentiation), quantitative 

limitations (quotas and restrains), and customs management (increasing invoice 

value)," leading to a difficult situation for the exporter. The expenses associated with 

transporting commodities from one country to another may have a significant influence 

on the level of cooperation between businesses based in different countries. Both tariff 

and non-tariff obstacles have been shown to have a cost (Shah et al., 2014; Onkelinx et 

al., 2016). 

 

Sociocultural: 

Language dissimilarities in foreign: 

For some time now, it has been accepted wisdom that a person's linguistic background 

is a crucial component in the successful globalization of business processes (Leonidou 

et al., 2007). Santos and Brito (2012) argue that language cannot be separated from 

culture. A mastery of the local language may enhance a company's export performance 

in a number of different areas, including initiating social and commercial contracts 

overseas, increasing communication and cooperation with global clients, and speeding 

up effective planning and control in global marketplaces, to name just a few of these 

areas. Training in the target language has always been a remarkable factor of any 

successful scheme aiming to increase international trade (Morgan, 1997), so export 

managers need to be fluent in not only the spoken but also the written and aural forms 

of the global language. 

 

According to Naor (1983, referenced in Patmoure and Haddoud, 2015), exporters who 

possess language skills are in a position to advance to a higher level of global export 

than those who do not. Culture may be picked up by those who know a second language. 
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Ability in worldwide languages may help moderate the improvement of a more 

common cultural concern and a shrinking of intellectual distance from export partners, 

as stated by Sekliuckiene and Maciulskaite (2013). The lack of international respect for 

their country, as well as cultural and linguistic differences, are key challenges for 

exporters from developing countries (Brooks & Frances, 1991; Tesfom & Lutz, 2006). 

 

Cultural dissimilarities in foreign: 

Risky difficulties for an exporting firm include variations in religion, aspects, values, 

traditions, behavior, and social management and education, all of which may have a 

significant impact on consumer behavior and marketing initiatives (Carneiro et al, 2011; 

Cateora & Graham 2001, quoted in Leonidou, 2004). When countries include 

subcultures and/or culturally distinct situations, this setting takes on more significance 

(Leonidou, 2004). The lack of a positive image of the exporting country, as well as 

cultural and linguistic differences, are major obstacles to export growth (Tesfom & Lutz, 

2006). Distance between countries and differences in cultural practices can contribute 

to inadequate data exchange in international settings (Uner, 2013). Appointing 

managers with a global perspective, visiting overseas marketplaces, and using cross-

cultural training methodologies are only a few of the solutions proposed by Leonidou 

(2004). 

 

2.1.7 Export Barriers and Export Performance 

In the following section a critical analysis of exporting performance is made. It is very 

important to study the exporting barriers in light of exporting performances as this will 

help in developing the conceptual framework for this research. Exporting performances 

has been studied from multiple dimensions in the last twenty years, and an analysis of 

widely acknowledged fundamental can help in identifying various variables that can 

impact export firm performances (Tsinopuloous et al, 2014). 
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2.1.7.1 Performance 

Organizational performances are viewed from different perspectives from a strategic 

management approach. Organizational performances are influenced by different 

dimensions of an external environment. On the contrary, Slater and Narver (1993); 

Teece et al (1999) argue that internal firm resources have high influence on 

organizational performances. Internal firms’ ability like risk aversion and tolerance are 

also anticipated to influence organizational performances while variables of 

competitiveness (Porter, 1997) are also significant to higher firm performances. These 

strategies perspectives are very much applicable to exporting firm performances as well, 

however these are analysed  from an international business perspective. A contingent 

perspective is also given (Powell, 1992 cited in Lages and Montogomery (2004) that 

influence of any given variable cannot be universal, however it is influenced by the 

variable with which it is intertwined.  

2.1.7.2 Export Performance 

Understanding export performances is complex as the construct lacks a universal 

definition (Katsikeas and Morgan, 1997). There are many studies highlighting that 

export performances lack consensus in its actual meaning and in terms of its operations 

(Shoham, 1998; Cavusgil et al, 2012). Boodai (2011) cites Ross (1982) according to 

which export performance is as simple as a firm’s performance in an international 

market when compared to that s its competitors’ and other firms. In a measuring term, 

further, export performances as the outcome of international activities of a firm. And 

for Cavusgil et al (2012) exporting performance is the degree to which a firm has 

achieved its economic and strategic objective. According to Shah et al. (2016), export 

performance is defined as the degree to which a company's export objectives are 

accomplished. Effectiveness is the ratio of performance outcomes to the inputs required 

to achieve them, and adaptability is the organization's capacity to respond to changes 

in its external environment. Together, these three aspects make up what is known as 

performance, which is a multidimensional construct consisting of effectiveness, 
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efficiency, and adaptability. According to Hsu et al. (2015), the success of a company's 

exports is often seen as the ability of that organization to fulfill its objectives while 

working under particular constraints. 

 

An export performance determines the outcomes of the export firm activities in an 

export market can be represented. For Navarro et al (2010) export performance is the 

outcome of a firm’s efforts in an international context. Precisely, export performance 

helps in identifying how well an export firm has achieved its objectives. Zhou and Stun 

(1997) cited in Jusufi and Bellaqa (2019) export performances consists of factors such 

as growth, turnover, profitability, composite scales etc. But it can be argued that 

exporting is something considerate at national and international levels and hence its 

performance at firm levels are limited measures to be assessed. The contribution of the 

firm to national economy, employment generation and its ability to expand its visibility 

at international levels are also some of the key factors which should be used as a base 

for monitoring exporting performances of the firm. 

 

2.1.7.3 The Relationship Between Export Barriers and Export Performances  

Although researchers have spent some time examining the connection between export 

restrictions and export results, their findings have not yet been able to be classified as 

conclusive. For instance, Hsu et al (2015) done on export performances on different 

exporting firms across the world concludes on failure to prove that export barriers are 

significant predictors of export performances. From the findings of this study, it is 

derived that management should essentially understand the advantages that exporting 

can bring that can help in overcoming the exporting barriers. 

 

Exporting performances are influenced by the exporting experiences (Kneller and Pisu, 

2011). Exporting firms develop great deal of knowledge from their past experiences as 

exporters and this helps them to overcome exporting barriers that they can anticipate to 
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face in future. This helps them to manage trade costs that are relevant to markets they 

operate in (Kneller and Pisu, 2011).  

 

It is extremely essential to have an understanding of the influence that exporting 

restrictions have on the performance of a small or medium-sized exporting business. 

Okpara (2011); Leonidou (2007); have developed major frameworks with exporting 

barriers as a starting point to help identify strategies so that such barriers can be 

overcome. Suitable exporting strategies can not only minimize the risks exporting firms 

can face, but also identify means and sources to overcome such obstacles. This is 

beneficial for SMEs in short run and for the economy at a long run.  

 

Exporting barriers as focal point based on which firm-level exporting activities are 

determined. As for Kahiya (2013) cites Alvarez (2004) where export barrier can be 

overcome by inducing an external stimuli and internal competency. So only after 

determining the sources and implications of exporting barriers from external and 

internal means, firms will be leveraged to give their full potentials.  

 

Leonidou and Katsikeas, (2006) however opine that understanding factors that 

influence export performances are yet to be fully analysed. Exporting barriers alone 

does not challenge exporting performances as the latter construct is least understood. 

Moreover, it is multi-dimensional and fragmented to the extent that analysing it in the 

context of international business environment is even more challenging (Sousa,2010).  

 

An export performance is very important measure to assess the productivity of an 

exporting business Singala and George (2013). Su (2013) cites that a considerable 

success in an export business is almost impossible without exceptional performances. 

But despite considerable research into export performances, the function yet lacks an 

accepted conceptualization (Jalali, 2018). Different authors have suggested different 

measures to exporting performance. Subjective analyses are taken into consideration 
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for the purpose of this research, these are discussed in detail in the following sections. 

Conventionally, export performances are influenced by variables from the internal and 

external environment of an exporting firm. Analysis of these factors and the levels of 

their impacts are discussed to develop a conceptual framework for data findings and 

analysis in this research.   

 

Towards the end of this section, a detailed analysis of all the external and internal 

barriers as developed by Leonidou (2007) framework. The detailed analysis of these 

barriers helped in understanding the various challenges these barriers confront 

exporting firms with. The next section will continue the analysis on leadership and 

paternalistic leadership.  

 

2.2 Leadership – Literary Analysis 

In the following section, a critical evaluation of literature on leadership styles is made. 

It will be emphasizing on the paternalistic leadership style and its dimensions.  

2.2.1 Leadership Evolution 

Despite the fact that leadership is one of the most researched subjects in management 

literature, it is also one of the least understood. This is because there are a number of 

complex variables associated with it (Chowdhary, 2014).  

 

Leadership is one of the complex concepts that demanded a lot of attention and 

researches to be fully explained, it yet remains inconclusive. Likewise, leadership is 

also defined in many ways. Leadership is one of those rare concepts that is life’s 

phenomenon and hence remains complex. This is why despite being extensively studied 

it is one of the least understood topics. Based on differing theoretical perspectives, 

leadership has been defined differently where leadership is directed towards a group of 

people, which is the followers or subordinates presumably and a common goal 
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(Almohaimeed, Saleh (2014). 

 

Many scholars also assume that the concept is losing its relevance with passing of time 

and most of the leadership theories are becoming irrelevant. Samad (2012) opine that 

with a lot of changes in contexts, situations, cultural convergence, working conditions, 

information abundance and organizational complexities leadership concept is become 

commensurate to such uncertain dynamics. But the need to understand leadership and 

its applicability in varied organizational dynamics continues to be important. According 

to Avolio (2009), the effectiveness of leadership was initially researched in 1930 – 1950 

at few centres in Iowa, Michigan and Ohio studies respectively. One of the earlier 

researched studies on leadership was Tannenbaum and Massarik (1957) as given by 

Almohaimeed, Saleh (2014).  

2.2.2 Leadership Styles 

Different focuses on leadership styles are made over the years. One of the largely 

concentrated leadership approach in initial days was the personality and traits of the 

leaders. Debates concerning leadership as being personality oriented or trait oriented 

caught attention of many scholars (Almohaimeed, Saleh (2014). Northouse (2014) 

however argued that great men theory is become irrelevant in the light of changing 

growth of organizations. With regards to the leadership styles focusing on traits and 

personalities also continued to be more relevant in military studies over management 

and academia (Burns, 2003). Another dominant stream on leadership was served by the 

contingent theorists where it was given that no one leadership style can be universally 

applicable style as a stand-alone. This is because leadership style relies on many factors 

such as quality, situational, leadership behaviors and expe2riences etc. Hence a leader 

needs to be contingent and flexible to change style in accordance with the changing 

demand of the situation (Greenleaf, 1977). It served as an excellent challenge to earlier 

proposed behavioral theories as contingency assumed that there is no ne finest ways to 

lead and that one leadership style adopted in one situation might not be equally efficient 
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in other. Basically, situational leadership model theorized that there is no one efficient 

way to lead and that leader is someone who is effective at adapting to situation and 

switching between task-oriented and relationship-oriented as and when required. Based 

on differing theoretical perspectives, leadership has been defined differently where 

leadership is directed towards a group of people, which is the followers or subordinates 

presumably and a common goal.  

 

According to Shastri et al.'s (2010) definition, leadership is the connection that exists 

between a person and a group that has a similar interest and in which the members of 

the group act in accordance with the directives of the leader. Yukl (2012) is yet another 

eminent researcher who defines leadership as a process of influencing followers. While 

for Keskes (2014) leadership is more about taking accountability of its subordinate’s 

actions. Similar to Yukl (2012) opinion where leaders take responsibility of creating a 

work environment and influencing employee attitude, motivation and performances. 

According to Chowdhary (2014), leadership is a dynamic process in which one man 

motivates other men to participate willingly to the realization and fulfillment of the 

goals that are working toward a shared purpose. A slightly different view on leadership 

is given by Saleem and Naeem (2016) leadership is more about bringing changes and 

development in employees and their productivity. Leadership exert influence to bring a 

change so that the learning of the followers is enhanced. Despite differing views on 

leadership, it leads to further exploration on getting a precise and concluding definition 

of the construct. Some of the major leadership styles are discussed below. 

2.2.2.1 Transactional Leadership 

The practice of exchanging prizes, promotions, and penalties in return for excellent 

performances and poor performances is an example of transactional leadership, which 

is sometimes referred to as management leadership. This leadership style focuses more 

on management aspects like supervision and better performances. The emphasis of a 

transactional leader is more on task completion than on people-orientation. The ability 
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of a transactional leader to use reward and punishment tactic help them to gain 

obedience and compliances from the followers. This help in realizing goals and frames 

organizational culture exactly in par with the organizational objectives (Northouse, 

2016).   

 

But it is also argued that transactional leaders are more focused on present rather than 

considering the long-term orientation in future (Yukl, 2012). Due to nature of 

transactional leadership style, it is often considered to be the one appropriate in 

emergency situations as this leadership style works very well in paying closer attention 

to task completion and identify faults in the performances as an when they occur. 

According to Odumery et al (2013) transactional leaders display a passive behavior. 

They are too much focused into thinking inside the box. Transactional leadership styles 

cease to be effective in current work culture, where employees anticipate intrinsic 

rewards and recognitions from the leaders. Transactional leaders operate within realms 

of existing goals and strategies, they are hence charged of being inflexible and failure 

to anticipate uncertainties and implement necessary changes.  

2.2.2.2 Transformational Leadership 

Transformational leadership also known as the charismatic leadership. It is opposite to 

the transactional leadership style in many ways. While transactional leadership style 

orients from the scientific management style, a transformational leadership can be said 

to origin from human relations theory (Northouse, 2016).  

 

A transformational leader is employee oriented and considerate about the strategic 

objectives of organization simultaneously. Robbins and Coulter (2007) explains a 

transformational leader as a person who ‘stimulates and inspires’ or transforms the 

subordinates to perform better and achieve organizational objectives. Hence, unlike 

transactional leader, a transformational leader pays individualized attention to concerns 

and developmental needs of the subordinates, help them identify their abilities and 
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motivate them towards higher performances (Warrilow, 2012). Transformational 

leadership is more relevant to motivation, employee morale and employee 

performances in the light of organizational strategies and strategic objectives. A 

transformational leader is identified of using various mechanisms that helps them 

mentor their subordinates like a role model. Warrilow (2012) identifies these four 

components as: 

 

- Charisma or the idealized influence: It's how much a leader can make his or her 

followers look up to them. If a leader is able to prove to his subordinates that he 

or she is capable of developing clear set of values and meaningful goals for the 

subordinates, then followers will be influenced by such ideology. 

 

- Intellectual Simulation: It is the ability of leaders to the extent they can 

challenge assumptions and stimulate innovativeness and new approaches to 

work within followers.  The leaders should be capable of deriving maps that 

could connect the leaders, subordinates, the organization and its strategic 

objectives without any obstacles.  

 

- Inspirational motivation: Transformational leaders are appreciated of their 

ability to visualize the future directions, develop and articulate such vision and 

incorporate strategic goals of the organizations with the personal goals of the 

employees. Such inspiring appeal of a charismatic leader inspires and motivates 

its subordinates. 

 

- Individualized attention: As cited by Robbin and Coulter (2007) 

transformational leaders pay attention to his flowers at individual levels. They 

are keener in creating value for their employees and recognizing their efforts. 

Leaders often engage in communication, feedback and appraisal to fulfil 

individual employees’ needs for self-fulfilment, achievement and growth. 
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Despite transformational leadership style being a balancing approach between tasks and 

employees (Odumeru et al, 2013; Warrilow, 2012); Yukl (2012) argue that the 

consensus that transformational leadership exert influences and positive work outcomes 

needs more clarity in terms of how each transformational leadership behavior 

influences individual work and outcome. Transformational leadership style is more 

focused on group works and teams than individuals. In the light of this analysis it can 

be stated that employee performances and realization of organizational strategies are 

influenced by many factors and transformational leadership is one of them. While 

theoretically it is given that transformational leadership style inspires and motivates 

subordinates to perform better, however there is very little interest in describing the 

reciprocal influences or ho leaders overcome the followers’ resistance (Odumeru et al, 

2013). 

2.2.2.3 Autocratic Leadership 

Autocratic leaders have strong will, they are determined, dominating and aggressive in 

their approach (Kerfoot, 2013). The autocratic leaders make vital decisions on their 

own, since the scope for consultation between leaders and subordinates is very minimal, 

people following autocratic leaders are usually low on morale and high on dependency 

on the leaders.  

 

Some of the commonly acknowledged attributes of an autocratic leader are following 

strict regulations, high controlled processes, formal and straightforward communication 

styles, one way or top-down flow of communication, instructions and decisions 

(Northouse, 2016). 

 

Autocratic leaders are often criticized of limiting employee cooperation. As the 

communication and discussion is strictly one sided, autocratic leader are often charged 

of not utilizing their followers to the full level (Bass et al, 2003). However, it can be 
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argued that autocratic leadership is over-emphasized of being too complex. Although 

the communication style and feedback and instructions are one sided, and although 

employee consultation and interference is minimized, autocratic leaders ensure to give 

clear cut targets and instructions on what and how things ought to be done. Further to 

Cunningham et al (2015) autocratic leaders are often appreciated of completing tasks 

on time, although Inandi et al (2016) argue that high performances are outcomes of an 

autocratic leader’s efforts, however these are retained only at short period of time. The 

autocratic leadership style is often very common in SMEs which is one of the major 

obstacles hindering the growth of SMEs 

2.2.2.4 Democratic Leadership 

Democratic leadership is contrary to autocratic leaders in many aspects. It is an 

employee-oriented style. Unlike autocratic leadership style, a democratic leader 

encourages employee participation and consultation (Cunnigham et al, 2015). 

According to Mohiuddin democratic leadership style is highly significant to 

innovativeness within an organization. It is highly recommended and adopted 

leadership styles in innovative organizations.  

 

Democratic leaders are stated of taking a very practical approach in handling their 

employees. The communication and cooperation among subordinates and the leaders is 

very high as leaders provide guidance, empower employees and encourage them to 

make best use of employee skills and competencies (Yukl, 2014). Yet another approach 

of democratic leaders is their approach in rewarding the employees for good 

performances, however, democrat leaders do not penalize the employees for their 

mistakes, in stance they make efforts to help employees identify their mistakes and help 

them to make up for their mistakes (Inandi et al, 2016). 

 

Cunningham et al (2015) state that democratic leaders are often more influential than 

autocratic leaders because they involve employees in discussions and decision making. 
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Through this the leaders are able to generate many opportunities, which is otherwise 

missed by the autocratic leaders as they fail to seek employee participation. Although 

democratic leadership is very flexible and employee oriented, however it can also be 

stated that it usually is time-consuming when it comes to making quick decisions. 

Democratic teams are hence more effective in smaller teams working towards targets 

that have sufficient time to be completed (Fiaz et al, 2017), on the contrary, autocratic 

leaders enjoy benefit of being very effective in situations that require quick and accurate 

decision making. 

2.2.2.5 Servant Leadership 

Servant leadership as a leadership style that was coined by Greenleaf in the 70s. Servant 

leaders are told of exhibiting roles of both serving and leading. Serving and leading 

simultaneously is often considered as difficult to be accepted as there are very less 

evidences of leaders serving employees (Inandi et al, 2016). Traditionally a leaders’ 

role is to lead and guide the subordinates, hence the idea of serving employees is very 

contradicting to traditional theories and styles of the leadership. Yet the idea of leader 

being a medium to serve the employees has caught attention of many researcher (Tang 

et. al., 2016)  

 

Servant leadership is one of the distinguishing paradigms of leadership where leaders 

go beyond their ones’ self-interest to serve the employees. According to Lufthans and 

Avolio (2003) the servant leadership is governed by developing opportunities with 

organizations to create growth and development opportunities for subordinates. Also, 

when it is opined that leaders go beyond ones’ own interest to help subordinates, it 

implies that the sole motivation of a leader is to serve others and not power of being 

leader.  Servant leaders’ initial motivation is to serve and not lead and this breaks 

paradigm of traditional leadership (Robberts and Coulter, 2014).  

 

Servant leadership is often confined only to serving or leading, however, one of the 



 

84 

 

PUBLIC / CYHOEDDUS 

important dimensions of servant leadership is empowerment. Leaders aim at 

empowering their employees to make them realize that they are trusted and valued as 

important organizational resources. Through empowerment, leaders give away the 

authority of leadership and engage in effective listening to make employees feel 

significant. It is about emphasizing teamwork and fostering equality. However, the 

extent to which this approach can be effective in terms of achieving organizational 

objectives is yet inconclusive (Inandi et al, 2016). 

2.2.3 Paternalistic Leadership 

Recalling the objectives of this research, it intends to study the relationship between 

paternalistic leadership style and export performances. It was analysed in the research 

rationale that this specific leadership style aligns with the Chinese culture and 

traditional values. Further research studying this leadership style in SME exporting is 

scarce. With regards to present research, the focus of it will be on paternalistic 

leadership, hence the following section will be highlighting on paternalistic leadership, 

its origin and concept and three important dimensions such as authoritarian, moral and 

benevolence.  

2.2.3.1 The Origin of Paternalistic Leadership 

Over the last two decades, research on paternalistic leadership styles has grown and 

attracted too much academic attention. But its inferences are drawn in Max Weber 

(1968) where paternalism was conceptualized as one form of legitimated authority. 

According to Weber (1968) legitimate domination usually assumes traditional, 

charismatic and bureaucratic. Traditional forms of rules here in are similar to the ones 

led by paternal authority with a son like following. Hence this implied that paternalism 

leadership has high reliability on values such as personal loyalty and unquestioned 

obedience from the followers’ end. As given by Weber (1968) paternalism is modeled 

on the basis of paternal authority prevalent in regular households. But it is also relevant 

in current times where paternalism is viewed as an asymmetric power relationship 



 

85 

 

PUBLIC / CYHOEDDUS 

which has potential to meet the psychological and work relevant needs of the workers 

(Pasa et al, 2001).  

2.2.3.2 The Concept of Paternalistic Leadership 

Farh and Cheng (2000) opine that leadership has been studied as a social influence 

process universally. Likewise, various leadership styles and conceptions are studied in 

relevance to various cultures. But much of the leadership has been relevant to western 

cultures and these are studied in context of Chinese culture, and one of the most relevant 

and indigenous leadership that has been relevant to Chinese context is the paternalistic 

leadership style (Farh et al, 2008). 

 

Paternalism sits very systematically in relation between leader and subordinate 

symbolizing that of a father and son in Chinese culture.  Nevertheless, the discovery 

of paternalistic leadership style is attributed to entrepreneurship among overseas 

Chinese in different Asian regions post second half of twentieth century (Sue et al, 

2016). This instigates the researchers to conduct analysis of paternalistic leadership 

style as the one deeply rooted in traditional Chinese family businesses.  

 

Paternalistic leadership was claimed as a prevalent management style specific to 

Chinese culture was initial made in Silin (1976) where in research was conducted on 

leadership and managers behaviors towards employees in large Taiwanese firms.  The 

initial difference of a unique leadership as contradicting to traditional social influence 

phenomenon developed by the west was challenged. According to the conclusions of 

Silin (1976) study cited in Sue et al (2016) leaders were found to be wielded centralized 

authorities, they were very ambiguous about their intentions, leaders adopted internal 

control tantrums, and they ensure to be socially distant from the subordinates. However, 

Silin (1976) emphasized only one dominant aspect of Paternalism which is 

authoritarianism. But many following researches gave explanation that paternalistic 

leadership is not only about instructing the subordinates but also empowering them 
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(Pellegrini and Scandura, 2008); protecting and caring for them (Aycan et al, 2000) and 

teaching moral values to them.  

 

Although the study conformed the resemblance of this leadership style very similar to 

Chinese entrepreneur practices, yet the term paternalistic was coined in whose study 

was conducted on interviews of managers and owners of Chinese family business 

conducted in the US. It was found in this study that Chinese leaders incorporated 

personal factors and in turn demanded for personal obedience from their followers. It 

was in this study that paternalism was observed to adopt authoritarianism along with 

benevolence. Although Westwood (1997) argued that paternalistic leadership could be 

appropriate only to fit Chinese family businesses, however many studies are 

conceptualizing paternalistic leadership style as being adopted in different workforce 

setting within China (Cheng et al, 2004; Zhou and Long, 2005, Aycan et al, 2000).  

 

The relevance of this leadership style is often made to Chinese culture owing to its 

relevance with the Chinese Confucian theory. The Chinese Confucianism values are 

characterized by social and ethical etiquettes which encompasses of social values and 

ideals of humanness, loyalty and respect (Zhang et al, 2014b). Chinese culture considers 

Confucianism which defines clear distance in relationship. Furthermore, for Westwood 

(1997) relates this leadership style more specifically to Chinese culture because it meets 

the twin requirement of compliance and harmony which assumes high importance of 

the Chinese Confucian concept.  

2.2.3.3 Definitions of Paternalistic Leadership 

According to Farh and Cheng (2004), paternalistic leaders "combine strict discipline 

and authoritative rule with fatherly warmth and moral rectitude."  However, the 

paternalistic attitude is interpreted differently in other cultures and settings. 

Paternalistic leadership is thought to be a father-like leadership style that combines 

authority with regard and concern (Pellegrini and Scandura, 2010). This assumption is 
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based on research conducted in Asian corporate environments. While numerous studies 

have questioned the paternalistic style to leadership for its beneficence (Pellegrini and 

Scandura, 2008), this is because paternalism is about more than just power; it is also a 

kind of leadership that exhibits caring and protection. Paternalism is defined as a type 

of leadership that blends discipline and authority with fatherly kindness; nevertheless, 

the concept of paternalism has been interpreted in a variety of ways throughout history 

and throughout cultures.  

 

2.2.3.3.1 Benevolent 

The benevolence dimension of paternalistic leadership approach suggests that leaders’ 

behaviors towards the subordinates are very personalized. Leaders concern over 

subordinates is not limited to their work, performances and motivations alone, but also 

to their personal wellbeing and needs. Besides work relevant issues leaders also take 

responsibility of caring for issues surrounding the personal life of employees. This 

includes family matters, comfort, and support at work and at personal life (Dedahanov 

et al, 2019). According to (Pellegrini and Scandura, 2008) through benevolence leaders 

seek respect and gratefulness from the subordinates, in response to the favors done by 

the leaders, subordinates feel thankful and feel obliged to respect them back through 

obedience and better performances.  

 

In Chinese context benevolent leadership is referred to as shi-en which means to grant 

favours. Chinese cultural system being conservative automatically allow leaders with 

legitimate hierarchical authorities (Farh and Cheng, 2007). This allows the leaders to 

influence employee behaviours and performances. However, benevolence serves 

personal well-being concerns hence the level of employee performances in relevance 

to organizational performances cannot be compared.  Benevolent leadership in China 

is influential in inducing their compliance behaviour however not able to go an extra 

mile ahead to get other performances which are important for developing professional 

relations between the leader and the follower. Furthermore, to literature of Farh and 

Cheng (2007) it is found that leadership in China deliberately carry benevolent factor 



 

88 

 

PUBLIC / CYHOEDDUS 

in all approaches, hence anticipating benevolent leadership to stimulate greater 

exporting performance is not justified. The findings of this study however suggest that 

Chinese employees have a tendency to expect their leaders to be holistic towards them.  

 

Regardless of the leadership approach being task oriented or people oriented, if Chinese 

leaders fail to show concerns for overall well-being of the employees, then employees’ 

performances will not be up to the anticipations of the leaders. Hence Chinese cultural 

values are such that social exchanges is integral aspect of their lives (Sousa et al, 2012). 

The benevolence factor of the leadership will motivate and encourage social exchanges 

and harmonize the employee relationships. This is in general good for maintaining good 

work-place and healthy relationships (Xiangfeng, 2018) 

 

2.2.3.3.2 Moral 

Niu et al (2009) refer to morality dimension of paternalistic leadership is about leading 

by setting an example. Unlike benevolence, moral leaders focus on overall welfare and 

development of people and organization at whole. Leaders displaying morality virtues 

are often looked up with high respect and followed up as an ideal.  

 

According to the research of Dedahanov et al. (2018), moral leaders have a significant 

impact on the rate of innovation inside companies. This is due to the fact that moral 

leaders are highly unselfish in addition to having an open mind toward communication 

and novel ideas. It is the conduct of a leader that exemplifies superior personal virtue, 

self-discipline, and selflessness that defines a moral leader. According to Unler (2019) 

leaders are completely trusted as they are selfless ‘paragons’ with no intention to take 

advantage over subordinates. The ability of moral leaders is to enhance integrity hence 

they are highly admired and respected. However, moral leaders are more influential at 

seeking respect from the subordinates, and be perceived as ideal leaders, but moral 

leaders are not at too much advantage of treating employees with authority and power. 

Since morality value is more about integrity and selflessness which teach people values 
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by example (Pellegini and Scandura, 2008). But morally led leaders often fail to 

communicate vision and appeal employees to work towards the organizational 

objectives. Moreover, Confucian-oriented values often refrain leaders from delegating 

and empowering. There is hence very little room for feedback from the employees 

going back to the leaders in terms of tasks.  

 

In Chinese cultural context leadership values of morality often come in way of 

professional two-way communication which in deed is very important for high 

organizational performances (Cheng et al, 2004). Moral leadership is not very much 

popular in the western culture, as in these cultures leadership role should be more 

oriented to recognizing organizational strategic objectives (Bass and Avolio, 2003). As 

for Gumusuoglu et al (2017) leaders are more oriented towards attaining organizational 

success at the same time developing concerns and satisfying the employees, however 

leaders’ ability to foresee and inculcate the organizational objectives into employee 

objectives is tactful to ensure that leaders lead by example. There is barely any study 

which signifies that leadership offer moral values to the employees keeping apart the 

organizational objectives. However, Chinese traditional values are often dominant even 

at the workplace (Farh and Cheng, 2008).  

 

It is not unusual to see a personal-professional mix at Chinese workplaces, this is one 

of the reasons as to why leaders are respected and followed with an unquestioned 

obedience as a gratitude towards the concerns and values that leaders teach to their 

followers (Dedahanov et al, 2019). It would hence be right to state morality side of 

leadership is one such thing which can gain significance in Chinese culture than any 

other.  

 

2.2.3.3.3 Authoritarian 

Authoritarianism is leaders’ ability to exert authority and control over the subordinates. 

Precisely this type of leaders will control their subordinate actions. According to 

Pellegrini and Scandura (2008), a leader with an authoritarian style acts in a way that 
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demonstrates undeniable power and control over subordinates and elicits unwavering 

allegiance from those subordinates. By far literature it is observed that authoritarian 

leaders are very stubborn and determined in terms of what needs to be done and how it 

has to be executed Markham (2012) authoritarian leaders are dominant and tend to take 

control over most of the matters, for instance, they initiate structures, offer rewards for 

compliances and punishment for non-compliances, they issue instructions and issue 

suspension for things and performances that do not follow instructions.  

 

For (Chen et al, 2014) leaders establishes norms such that subordinates are dependent 

on leaders for tasks and instructions. Farh and Cheng (2000) state that authoritarianism 

come from both Confucian and Legalism in Chinese context. Taking from a Confucian 

approach, it is resemblance of father and son where the father takes control over his 

children. Control and manipulative power are also mentioned in Legalism which was 

prevalent in China in Imperial times.  

 

The authoritarian leadership is observed of getting best performances out of 

subordinates for two main reasons. Firstly, because it put subordinates in a position to 

give out their best efforts and secondly because all important decisions are made by the 

leaders who then take authority over subordinate actions by directing them towards the 

stated plans (Wang et al, 2013). However, for Cheng et al, (2014); and Dedahanov et al, 

(2019) authoritarian leaders fail to empower the employees thus refraining them from 

achieving the desired outcomes and performances.  

 

Some of the common attributes of authoritarian leadership is fostering dependencies, 

lack of autonomy and centralized work systems. These practices are often criticized by 

western leadership scholars where employees need to be empowered to get the best 

performances out of them (Northouse, 2016; Markham, 2014); however for Farh et al 

(2004) the values and respect for leaders are high owing to power distance (Hofstede, 

2008) and also because subordinates place respect in leaders and trust that any 
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instructions come from leaders will be for their good hence they give best of their 

performances as an obligation towards the leaders, despite working under centralized 

work systems. This leadership bear significance with the transactional leadership such 

that firstly, it exchanges rewards and punishment in lieu of good and bad performances 

and secondly the leadership approach which is too much focused-on task completion, 

highly formalized and hierarchical systems. Nevertheless, the arrangement, Yukl (2012) 

cites that leader with one sided approach and clear-cut target dispersal are often highly 

successful.  

 

Having analysed the authoritarian, benevolent and model dimensions of paternalistic 

leadership (Pellegini and Scandura, 2008) these shall be analysed for the purpose of 

this research, in the next section an analysis of market orientation is conducted.  

 

To summarise the above section, a detailed analysis on the paternalistic, a new 

leadership approach that closely resemble the Chinese Confucian theory and cultural 

values are analysed. The theoretical analysis on each of three dimension of paternalism 

leadership such as the authoritarian, benevolence and moral are also studied in detail. 

2.3 Market Orientation 

Market orientation is yet another important variable and its relationship is analysed with 

exporting performance in this research. Market orientation is considered as one of the 

efficient business ideas that enable firms to generate high performances. Besides 

enhancing organizational efficiencies, marketing orientation also help firms achieve 

greater performances is the long run regardless of the sector and firm size (Osuagwu, 

2019).  

 

Market orientation concepts caught attention as a management philosophy when 

Drucker (1954, pp.39) stated that ‘there is only one valid purpose for any business – to 

create a customer’.  Marketing concept has undergone a lot of changes since then 
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where in much of the related it to organizational performances (It is not unusual for 

firms to adopt to different strategies in order to overcome the challenges and 

uncertainties business face. Indeed, for organizational performances and sustainability 

it is very important to analyse and monitor the complexities surrounding the business 

and ensure to implement tactful strategies to overcome such challenges. In spite of the 

common misconception that "market orientation" equals "customer satisfaction," 

(Osuagwu, 2019) a competitive strategy requires the integration of all functional areas 

and levels of an organization in order to achieve the best results. For Jabeen et al (2013) 

marketing orientation is not mere a managerial tool or a strategy, it rather is a resource 

that can help define its strategies to achieve greater performances. 

 

Although coined by Strong (1925) in mid 20s’; market orientation was assumed as 

market operationalization at organizational levels (Borch, 1959 cited in cited in 

Osuagwu, 2019), the focus here was more on to developing abilities that will create 

value. Hence market orientation caught attention of many top management. Market 

orientation has been shifting focus over time and it incorporated value adding 

dimensions for employees such as evaluation, rewards and sales force orientation. This 

era assumed that the sales person was the direct face of the company represented to the 

customers and hence focus on selling was high. Much literature is also focused on the 

conceptualization of the market orientations. For instance, marketing concept was 

initially developed in the west post the industrial-revolution period. Following its shifts 

to various orientations, market orientation is indeed been one of the widely 

acknowledged philosophy on which the marketing concept posits, where in a higher 

attention to be paid to customer needs, wants and demands is emphasized. Market 

orientation was shown to have a strong dependence on information flow (Pratono et al., 

2019).  

 

One of the eminent scholars in marketing, Philip Kotler (1984; 1998) argues that 

marketing is about customer orientation but it is also integrated and profit-oriented 
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philosophy in business. Further to business philosophy, it is given that it has to satisfy 

customers, it has to make profits and it has to be accepted and initiated at all levels of 

a business, and marketing plays a very essential role in realizing this philosophy. Kotler 

(1998) further extend the needs for business to be customer driven and profit oriented 

however in an efficient manner such that competitors are unable to. And for Drucker 

(1954 cited in Osuagwu, 2019) businesses should aim to creating satisfied clients and 

customers.  

 

According to Narver and Slater (1990), market orientation is an organizational culture 

that has the primary goal of generating better advantages and values for clients as a top 

priority, as well as constructing behavioral norms that are supportive of the company 

and sensitive to market information. 

 

Kotler (1998) perceptions lead to understanding that market orientation, if rightly 

implemented is a sustained source of competitive advantage. According to Kohli and 

Jaworski (1990), only a select group of pioneers categorized market orientation into the 

three interconnected activities of information generation, information distribution, and 

information application. 

 

According to Sett (2017) market orientation are competitive sources to attain high 

growth and performances. In addition, the three components of a market orientation 

framework—focus on customers, focus on rivals, and focus on coordinating across 

departments—are unpacked. But for Sommer (2018) market orientation takes a cultural 

perspective where organizational mind-set and culture are priorities by Kohli and 

Jaworski (1990), while market orientation from a behavioral perspective is observed by 

Narver and Slater (1990). Since the latter’s model helps in understanding and 

explaining behavioral components, the framework of Narver and Slater (1990) and its 

customer and competitor orientation as key components are used in this study. These 

dimensions are discussed in detail in the section below. 
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2.3.1 Customer Orientation 

Customer orientation is an essential dimension to generate and disseminate knowledge. 

Gatignon and Xuereb (1997) cited in (Kirca et al, 2015) calls it as an essential 

component of the overall strategic orientation of the firm. It is precisely an 

organizational activity which directs the firm towards understanding the desires, needs 

and demands of the customers. Identifying such needs helps the firm to produce and 

market exactly what is needed thus enabling high productivity. As for Kelly (2002) 

although opine that customer orientation plays an important role in service 

organizations, but for studies like Viviera (2010) customer orientation plays a very 

critical role in mediating innovativeness in manufacturing and product-based sectors as 

well. Hughes (2006) opine that customer orientation is very important for firms to 

understand and satisfy their customers beyond customer expectations, hence value 

creation can be enabled through effective customer orientation. For Adi et al (2018) 

creating value is not only about understanding customers but also an ability to integrate 

all the links in value chain towards organizational strategic goals.  

 

Customer orientation has been operationalized as a dimension of market orientation, 

yet it has a distinct nature from that of a broader market orientation construct and hence 

it is not an isolated dimension on its own. Sommer (2018) however cites that traditional 

focus of this orientation is to listen to customers, however it also has impacts on 

organizational structures and processes. Customer orientation often challenges the 

strategic focus ought to be solely on customers, which is not always the right approach. 

states customer orientation as a firm’s strategic orientation which will reflect on the 

firms’ ability to create and deliver superior customer value by exploiting market 

intelligenc (Prifti and Alimehmeti (2017) 

 

As for Sehu and Mehmood (2014) organizational learning is important to foster 

innovativeness and strengthen organizational resources and competencies to attain long 

term sustained competitiveness, and customer orientation is an essential driver to 
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induce organizational learning. Sett (2017) opines market orientation is a firms’ ability 

to foster innovativeness.  

 

An company with a strong customer orientation prioritizes the needs of its clients and 

uses market data to shape its culture and the norms of its employees. This implies that 

a firm’s efforts to create value is related to market orientation and its dimensions, where 

in customer orientation is an important one. Narver and Slater (1990) also opine that 

customer orientation is not only about understanding needs and wants but a consistent 

approach to produce value for both present and potential customer groups. The role of 

information and knowledge are opined to have importance to deliver superior values 

for the customers where in firms should collaborate with all its employees, resources 

and competencies to serve the customers well (JAbeen et al, 2013). 

2.3.2 Competitor orientation 

Competitor analysis, say Kayabasi and Mtetwa (2016), is just as crucial as consumer 

research. The phrase "competitor orientation" is used to describe a company's 

awareness of, and preparation for, competition from both existing and future rivals. 

Although it is speculated that businesses can focus excessively on rivals to the point 

where they neglect their own goals. According to Narver and Slater (1996), businesses 

that focus on the market also tend to focus on their competitors and their clients. 

 

Competitor orientation refer to the ability of a firm to watch its competitors’ move 

closely. It is stated that this help firms in developing strategies and norms in place to 

offer products and services at rates and values which competitors are either failing to 

or are incapable to provide (Kayabasi and Mtetwa (2016).  

 

A competitor orientation is very important in helping firms to make maximum 

utilization of their resources and competencies. The firms’ innovativeness and learning 

capabilities are greatly influenced by their competitor orientation. It is also cited that 
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competitor orientation urges the firms towards better performance as they have clear 

target set of beating the competitors (Kirca et al, 2005). Competitor orientated firms are 

in a better position to develop a comprehensive evaluation of its rivals, which helps in 

beating their strategies and enhance own performances (Lopez et al, 2005). This 

orientation firms to strategically share information about competencies, weaknesses 

and know-hows about their strategies by sharing information (Kai and Fan, 2010). 

While for Jabeen (2013) firms with greater emphasis on competitors’ move are 

constantly monitoring and hence in acquaintance of information about the competitors.  

 

Porter (2000) defines competitors as firms offering products and services that are close 

substitutes. This means that the firms that are able to serve customer needs and wants. 

Competitor orientation should hence be able to provide solid basis of intelligence that 

are relevant and accurate to current and potential competitors.  

 

In the light of the above discussion, it can be stated that both customer and competitor 

orientation are intertwined and inter-dependent concepts. They cannot be viewed 

distinctly without taking into consideration the business environment. Application or 

the relevance of these constructs hence need to be fully explored in terms of a firm 

performance. Currently both these constructs are viewed in light of business strategic 

orientation (Matsuno and Mentzer (2000); innovation (Han et al, 1998); supply and 

demand side (Jaworski and Kohli, 1993). The debates concerning the efficiency of each 

of this dimension as contributively to market orientation is yet inclusive. But for the 

purpose of this research customer and competitor orientation is perceived from Narver 

and Slater (1990) where customer orientation is ability to satisfy customers and create 

value for them through effective exploitation of market intelligence and competitors’ 

orientation as the ability of a firm to watch its competitors’ move closely. It is stated 

that this help firms in developing strategies and norms in place to offer products and 

services. Following the literary analysis of market, orientation, in the next section 

analysis will continue on product innovation. 
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In conclusion, the information presented here illuminated why market orientation is a 

potent tactic for improving productivity and performance inside a business. However, 

within the internationalization of SMEs literature, there is least agreement on the 

conceptualization and performance consequences of market orientation. Likewise, a 

very scant literature is available discussing this in the context of innovation and 

entrepreneurship which are deat in the following sections.  

2.4 Innovation – A Literary analysis. 

In the light of the research aim and objectives, product innovation relationship with 

exporting performance is also tested in this research. Hence a critical analysis of 

literature into innovation field becomes important for the study. In the following section 

a critical analysis of innovation literature is made. This helps in understanding the 

development of various types of innovations. Since the primary focus of this research 

is on product innovation, this shall be studied in detail in further section. 

2.4.1 The Definitions of Innovation 

Innovation is one of the widely studied management topic since the last decade, it has 

been an acceptable source of competitiveness (Hansen, 2014; Damanpour et al, 2009). 

Innovation serves a great fuel to enhance economic growth and competitiveness. A yet 

another set of scholars and practitioners opine that innovation is means to survival for 

any organization in contemporary business landscape, hence it is a topic which caught 

maximum attention in the period of last 30 years (Lee and Tsai 2016).  Yet there is a 

lot of literature in relevance to innovation with differing meaning, this makes it 

inconclusive to determine the role of innovation to the dynamic of economic or socio 

developments.  

 

OECD (2016) and Fagerberg (2018) both agree that innovation gives humanity's 

development a sense of direction. It's defined in terms of how much of an impact new 
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idea may have, and that impact can come from any number of directions, including 

technical, social, and cultural (Fagerberg, 2018). Innovation is yet lacking a concise 

definition in terms of describing its nature. This is because it is a relevantly complex 

topic. Furthermore, innovation is multidimensional which is viewed differently from 

different disciplines, yetstill, innovation is an umbrella term not limited but to 

technology but also social, institutional, cultural, transformative and many more 

(Schachter, 2016). 

 

Innovation is often used interchangeably with invention, however, both are two 

different constructs. For instance, an invention is a new idea of a way of doing 

something; but the development of an invention is no guarantee for a commercial 

success, and innovations are the entrepreneurial skills to take such inventions into 

commercial use and then derive maximum value or benefit from them). Innovation 

however is not limited to creating new developments as such a product or a service, it 

can also be a completely new way of doing a thing or probably a new business model 

(Lee and Tsai, 2016).  

 

A well-known definition of innovation is that it is a technique used by company owners 

to take advantage of shifting market conditions to create something new (Drucker, 

1985). According to Tushman and Anderson (2004), innovation is the "realization of 

something novel that ideally adds to human welfare." Adams et al. (2006) provide 

another helpful definition of innovation by stating that it is the development and 

introduction of new goods, processes, services, and ways of delivery that lead to 

substantial enhancements in results, efficiency, effectiveness, or quality. 

 

Haefner et al. (2021) elaborate that innovations may take many forms and can be 

controlled. The steps involved in the innovation process include concept generation, 

evaluation, and final selection. Stilgoe et al (2013) refer to innovation as ‘the adoption 

of new idea or behavior that is new to the organization’. It comes from, complex 



 

99 

 

PUBLIC / CYHOEDDUS 

interaction among people, organizations and the institutional settings. 

2.4.2 Innovation Types 

All businesses, whether government-run or privately owned, may benefit from fostering 

a culture of innovation (West et al, 2015). Innovation is prone to broad classifications 

are made on different basis. Innovation is technology-oriented such that firms should 

focus on introducing new and radical changes in the production processes. However, 

innovation encompasses more than just introducing ground breaking new features to 

existing technologies. Improvements in goods, processes, business models, 

organizational structures, and the capacity to exploit new markets are all examples of 

innovations (Lundvall, 2013).  

 

Innovation, as defined by Lundvall (2013), is the introduction of new concepts, methods, 

processes, organizational structures, and consumer goods into an existing market. 

Changes in many fields at once, with strong interconnection and mutual dependency, 

are a common source of innovation, as argued by Kirka (2014).  

 

In general, innovation develop new ideas, then reform them into useful strategies and 

then implement to yield extra productivity, by this it is certain for innovation to bring 

great values for the firms (Stilgoe et al, 2013). Such value manifests from different 

forms, for instance, radical innovation adds value by creating entirely new products, 

while incremental innovation can bring value by building revised processes or bringing 

improvements to existing products (Zedwitz et al, 2015)   

 

According to Marinho et al. (2022), radical innovations are those that are completely 

new to the market and can be easily distinguished from the products and services 

currently on the market, whereas incremental innovations involve making small but 

significant improvements to those already on the market. 
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Innovation types also include the technological innovation which involves developing 

and incorporating of new technologies into new or existing products and services 

(Brunswicker, 2012). Technological innovations are neutral and they can be 

incorporated to new product development, new processes or any alterations in existing 

business process that can lead to effectiveness. But for Damapour (2009) these 

innovations are often structured from a technical viewpoint.  

 

Bon and Mustafa (2013) innovations are associated with internal processes that 

supports in efficient transfer of products and services from the production to 

consumption end throughout entire value chain, these are also referred to as marketing 

innovations. Furthermore, marketing innovations bring improvisation to existing 

organizational processes and integrate various organizational unites towards common 

strategic objective of satisfying the customers, hence they also influence the social 

structuring of the organization.  

 

According to Narver and Slater (1990), market orientation is an organizational culture 

that has the main objective of creating better advantages and values for customers as a 

top priority, as well as establishing behavioral norms that are supportive of the firm and 

responsive to market information. In addition, market orientation has the goal of 

generating better advantages and values for customers as a top priority. Open innovation 

suggests that businesses should form alliances with other organizations in order to 

source and market ideas developed both internally and outside. This is claimed to be 

very effective over traditional closed ended innovations which are kept within firms’ 

own parameters. Brunswicker and Chesbrough (2011) support that open innovation is 

a great means to compliment an organizations’ internal research and development at 

strategic levels. Although Gassman (2014) propose that open innovation can often lead 

firms to leak their own strategic policies, Chesbrough (2011) opines that firms can 

benefit through mutual sharing of risk and knowledge. Of recently, open innovation has 

been widely acknowledged. While many assume it as nothing more than the existing 
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means of strategic alliance formation (Enkel and Gassman, 2008), where organizations 

form or collaborate to share mutual benefits and then disperse. But open innovation is 

beyond mutual sharing of benefits, as it shares the risks as well. According to this 

concept not all innovations developed within could be exploited by the firm, and hence 

the inventions which are least beneficial to the producers, can be marketed for 

commercial use to some other organizations, likewise, externally developed 

innovations can be purchased in-house to reap benefits to the extent which actual 

innovation developers would not be able to (Brunswicker et al, 2013). For Chesbrough 

et al (2014) open innovation is the only means through which innovation will be 

accessible even to small and medium firms which often lack resources.  

 

Another common distinction of innovation which is widely observed is the product and 

the process innovation (Gunday et al, 2011), the main innovation form used in this study 

is the product innovation, which is analysed  in the following sub-section. Process 

innovation, similar to product innovation is closely affiliated with the technological 

innovation. Process innovation refers to the change in which an enterprise produces 

products and/or services (Stilgoe et al, 2013). Process innovations are oriented towards 

implementation of new or improvised production and delivery. They lead to decrease 

in unit cost of production and delivery. They lead to improvised quality and they focus 

on enhancing existing effectiveness and efficiencies of the production lines. This imply 

that process innovations are focused on new ways of undertaking operations and 

improve the overall functioning of operations within an organization (West et al, 2014). 

2.4.3 Product Innovation 

A product innovation can take form of a product, a service or even an idea, as long as 

it is perceived to be completely novel (Yu and Hang, 2010).  

  

Zedwitz et al (2015)) state that what is considered as a product innovation by one 

enterprise, might not necessarily mean the same to other.  Product innovations are 
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driven by many factors, for instance the better internal controls can lead to better quality 

product output. Likewise, exploring new market segments can often lead to creation of 

new products such as introduction of GPS systems by firms developing personal 

computers as a result of exploring new markets in the information and communication 

sector.  

 

Product innovation is the introduction of a new type of product or service, or a 

significantly improved version of an existing type, that differs in its attributes and the 

way it is intended to be used from the existing type. As such, it follows that product 

innovation may arise from any mix of factors, including new knowledge and technology, 

existing knowledge and technology, or both (Gunday et al, 2011).  

 

Product innovation is a very difficult process as it is influenced by many factors. To 

mention a few, changing consumer needs, rapidly advancing technology, global 

competition, shorter product life cycle and consistent need for differentiated products 

West et al (2014) Product innovation is assumed as a technology concept or a market 

concept, while for product innovation can be radical or incremental. Either way product 

innovation requires very well-planned strategies in place. Strategies that can enable 

firms exploit product innovation strategically to differentiate its offerings from that of 

the competitors (Stilgoe et al, 2013)).  

 

Having made a detailed analysis of innovation and product innovation with specific 

relevance to this research, the next section of the literature will be studying exporting 

performances and subjective measures to it.  

2.5 Exporting Performances 

In this section of the literature an analysis of the exporting performances and subjective 

measure of exporting performances will be focused. This review is very important as it 

will help in developing the required conceptual framework with regards to studying 
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exporting firm performances in China. The analysis has been conducted on most of the 

articles developed in the last twenty years, however, the most relevant ones on export 

firm performances to various independent variables are focused here.  

 

Exporting performance is one of the keenly studied topics in the last four decades, yet 

the variables, dimensions and constructs that can be universally applied to study this 

concept is inconclusive (Shah et al, 2014). The literature on export performances takes 

either of the approaches such as comparison of exporting firms with non-exporting 

firms and develop categories to differentiate these groups. This helps in identifying 

categories in terms of assessing their performances on the other side taking on the 

alternative approach of measuring a firms’ position on some dimension of exporting 

performances.   

 

The percentage of total sales contributed by exports as well as the growth of export 

sales are two of the most often used indicators. These study efforts were undertaken 

with the intention of determining the elements that stimulate and inspire company 

engagement and development in exports, in addition to those characteristics that 

discourage and discourage firm participation and growth in exports. 

2.5.1 The Definitions of Exporting Performance 

Export performance has been a critical construct in the study of exporting performance. 

A lot of attention has been given to export performances to identify subjective measures 

like the organizational, managerial and customer antecedents of export performances 

and assess the relevant importance of these measures, however despite several studies 

there is very little agreement about these constructs (Sousa et al, 2010; Mapingajira, 

2016). For KAhiya (2013) study on exporting performance is not a recent one, for it 

dates back to the 60s, where Tookey (1964) cited in Sousa, (2010) study studied the 

exporting firms in the UK textile manufacturing industry. Export performances as 

complex enough to be attributed with one universally acceptable definition.  



 

104 

 

PUBLIC / CYHOEDDUS 

 

Despite many studies support that export performances lack consensus in its actual 

meaning and in terms of its operations (Cavusgil and Cavusgil (2012) Boodai (2011) 

cites Ross (1982) according to which export performance is as simple as a firm’s 

performance in an international market when compared to its competitors’ and other 

firms. In a measuring term, Shoham (1998) explains export performances as the 

outcome of international activities of a firm. And for Jusufi and Bellaq (2019) exporting 

performance is the degree to which a firm has achieved its economic and strategic 

objective. 

 

Export performance is one of the areas that is researched the most, is one of the least 

understood, and generates the most disagreement when it comes to international 

marketing. A number of factors influence the perceptions towards export performances, 

such as the economic liberalization, rising globalization, the monetary unions and 

higher reliability of economies on exporting activities (Cavusgilet al, 2012). This hence 

make exporting performance very important for economists and public policy makers 

besides the academic researchers and management practitioners (Hall et al, 2012). Each 

group of these entities can yield specific benefits, as for policy makers, understanding 

export performances can help in anticipating the trends in foreign exchange reserves, 

in increasing economic growth, employment and productive use of resources. As for 

the management practitioners, an understanding of exporting performance can help 

them draw better strategies, enhance competitiveness in their respective sectors and 

prepare to utilize opportunities as and when available to sustain a strong position in the 

global market place (Clegg et al, 2016). According to Zhu et al. (2015), in the period of 

international business settings, marketers may benefit from knowledge and awareness 

of exporting performances in addition to organizational tactics.  

 

Zhou and Wu (2014) claim that most people agree that performance is a multi-

dimensional construct that includes things like how well an organization achieves its 
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goals and objectives, how efficiently it operates, and how well it adjusts to new 

circumstances. A company's export performance may also be measured by how well it 

achieves its export goals within certain time and cost restrictions. 

 

For Leonidou (2007) export performance as a widely studied area, still lacks a 

consensus in terms of its conceptualization, its operationalization and the methodology 

adopted, all of which are important measures of export performances. And for Sousa 

(2004) it is not only the lack of consensus or lack of a universal framework to determine 

export performances (Shehu and Mahmood, 2014); but export performances are 

weighed against different degrees of importance. For instance, stakeholders have their 

own subjective measure of export performances; while objectives and productive 

capacities in short and long term held by management are objective measures on the 

other side (Singla and George, 2013).  

 

The interest in exporting performances spurred in the 60s, with an interest shown by 

low cost and small-scale exporting companies with an attempt to know how their 

performances could be improvised. Many studies were also conducted to develop a 

comparative study of exporting performances across different firms in same sectors or 

between different firms and different sectors (Ngyuen, 2019). However due to lack of 

a consolidated and an integrated empirical model that can serve this purpose, the debate 

continues to be inconclusive till date. Furthermore, to Lee et al (2015)) literature is till 

date severely lacking an integrated model that will enable policymakers, business 

practitioners and exporting firms to come up with tool to measure exporting 

performances.  

 

For forty years, export performance has been analysed. Export outcomes are therefore 

reported as the consequence of export actions taken by a company in response to 

changing internal and external conditions. (Lictenthaler, 2016) Export results are 

influenced by organizational, managerial, environmental, and strategic variables.  
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Management's strategy reaction to internal and external circumstances characterizes 

exporting performance, as defined by Cavusgil et al. (2012). This definition takes into 

consideration many factors like how efficiently a firm performs its marketing activities 

to recognize the strategic and economic objectives when they attempt to export their 

products and services into a foreign country. The definition however fails to consider 

managerial attempts with regards to such operations, this implies that it is too much 

into objective measures over subjective.  

 

According to Lages and Montgomery (2004), the total amount of an organization's sales 

made in other countries might be considered its export performance. This is another 

statistic that may be considered objective since it examines the success of exporting 

using a three-dimensional framework. This framework is comprised of export sales, 

export profitability, and export change. 

 

The definitions presented above lead to the conclusion that export performance is a 

multidimensional and idiosyncratic notion that cannot be quantified using a single 

performance indicator. This conclusion is supported by the fact that export performance 

has been defined in a variety of different ways. Likewise, performances are the outcome 

of the efforts of human resources, managerial competencies and the value created for 

customers, hence these variables are also important dimensions that needs to be 

assessed. Hence a need for a multi-dimensional approach to define the measurements 

for assessment is yet lacking, for single variable assessments cannot form a solid 

platform for assessing a huge variable like exporting performance. Only through 

measuring export efficiency can the results of a company's efforts in a foreign market 

be shown. The success of a company's exports is the result of its actions in a global 

market. Export performance is a key indicator of an export company's success in 

meeting its targets. 
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2.5.2 The Measurements of Exporting Performance 

Determinants of exports can be inferred as the factors that controls or affects the success 

(or failures) of an export venture. Katsikeas et al (2011) and Sousa (2010) states that 

regardless of variables assumed by different scholars, export performances can be 

operationalized using objective measures or the subjective measures. These 

measurements would be more accurate as they consolidate homogeneous variables into 

subjective and objective categories. This helps in overcoming the complexities of 

conducting analysis at individual variable levels.  

 

Zhou and Stun (1997) cited in Koksal (2008) export performances consists of factors 

such as growth, turnover, profitability, composite scales etc. But it can be argued that 

exporting is something considerate at national levels and hence its performance at firm 

levels are limited measures to be assessed. The contribution of the firm to national 

economy, employment generation and its ability to expand its visibility at international 

levels are also some of the key factors which should be used as a base for monitoring 

exporting performances of the firm. However, comparing the outcomes of various 

studies still constitutes a major challenge in terms of which independent variables can 

be attributed on how many points on measure scales (Morgan and Katsikeas, 2009). 

The problem once again lies in the fact that there is no consensus on the conception and 

assessment of export performance (Katsikeas et al, 2000).  

 

The outcomes of an organization's efforts in a foreign market can only be shown via the 

measurement of their export efficiency. Navarro et al. (2010) state that an organization's 

level of success in foreign markets may be determined by analysing its level of export 

performance. The performance of an export firm in fulfilling its goals is one of the most 

important indicators of that company's success.  

 

As analysed above, there are a lot of studies dedicated to testify the significance of 

export performances and the implications of study gaps and fragmentations in the topic 
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studied so fare (Namazi and KErmani, 2013 Boodai (2011) also cites that much of the 

interest focused on exporting performance measures has been taken due to consistently 

encountered poor exporting performances of firms from many countries. This 

challenged the position of prospective exporters and capability of macro-environmental 

factors supporting exporting activities in a region. Despite the serious implications and 

lack of a concrete measure to understand and measure export performances, there is 

still lack of a universal applicable measure. This is raising severe challenges in terms 

of comparing and analysing the differing empirical studies relevant to 

internationalization of firs (Shoobridge, 2004). Availability of abundant performance 

measure dimensions on exporting in literature are indicative of lack of one commonly 

acceptable performance measures which export firms can follow thus leading a new 

field of study in international business environment.   

 

According to Leonidou and Katsikeas (1996), there is a gap in the data about the factors 

that effect exporting performances. These data are too intricate, highly fragmented, and 

multi-dimensional to give a stable basis for exporting firms because of the complexity 

of the data. These exporting performances may yield operationalizations that are 

inadequately specified, which might lead to conclusions that are inconsistent and 

conflicting.  

 

The two used measures for operationalizing of exporting performances are the objective 

and subjective measures. Objective measures are factual (official sources) while 

subjective measures are the ones’ developed on basis of personal experiences rather 

than the factual ones. In addition, they are broken down into the broad categories of 

economic, non-economic, and generic.The objective vs subjective dichotomy is a 

technique of operationalizing the idea of export success into economic, non-economic, 

and general aspects, as stated by Sousa (2010). It is a reflection of the manner in which 

performance is evaluated. 
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2.5.2.1 Objective measures of Performances 

To proceed with literature supporting each of these typologies, understanding each 

dichotomy is important. Objective measures to exporting performances are usually data, 

factual information and official statistics derived from authentic sources like the 

financial statements, performance reports or ranking made by government authorities. 

These methods to measuring performances are accurate owing to them being facts-

oriented. However, objective measures have some challenges associated with. For 

Lages and Montogomery (2004) measuring short-term performances are often difficult 

using the objective measures as accessing and interpreting objective data becomes 

challenging. Further, it is very difficult to ascertain and distinguish the data from 

domestic market information and international market databases in practice. Sousa 

(2010) challenges that ascertaining the true records is impossible as firms are least 

willing to share them. Likewise, Harcar and KArkaya (2015) also explain the 

challenges associated with interpreting factual data based on a homogeneous 

accounting practice. Lastly, generalizations of the findings of such data often are 

complex due to fragmentations in the policies and practices adopted within similar 

sectors across different regions and countries.  

2.5.2.2 Subjective measures of Performances 

On the contrary, the subjective measures of exporting performances are emphasised by 

Hsu et al (2015) owing to ease of access, ability to seek clarification while interpreting 

and availability of the population that have own experiences to share with. Although 

Lages and Montgomery (2004) cites that despite ability to assess long terms 

performances through subjective measures, the generalizability of its findings is still 

limited owing to the results that could be biased at the judgement of the individual 

sharing it.  

 

For Zhou et al (2014) availability of different measures to export performance is a huge 

challenge, but even difficult is the ability to draw consistent comparisons to arrive at 
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conclusions. There are fragmentations in the opinions of managers and entrepreneurs 

at industry levels and country levels which makes it very complex to assess the 

construct. Performances can be simply assessed by checking if the firms have met their 

targets or exceeded, but in export performance, defining targets of high performances 

and ensuring if they are attainable itself is a huge challenge. It isalso opined that 

manager in the first place are unsure of the performance goals they ought to attain and 

stabilize the degree of such achievements thus making export performance an extremely 

complex and inconsistent construct to be measured. However, Khizar et al. (2022) 

suggest that the performance notion has problems in its conception and 

operationalization. 

2.5.2.3 Export Performance Indicators 

There are many studies in the literature that use diverse measures since there aren't any 

universal metrics to assess the success of multinational enterprises. For instance, 

Boodai (2011) uses export intensity, such as the ratio of total export sales to export sales, 

to assess the success of export enterprises. Similarly, Shooebrige (2004) believes that a 

firm's exporting performance is high if it is profitable and growing. For Cavusgil and 

Cavusgil (2011) export performances can be measured against factors such as firm’s 

ability to do exporting by overcoming barriers easily with increased experiences, 

likewise increased visibility of the business, higher exporting propensities and the 

attitudes in respect to exporting are key factors (Brouthers et al, 2015).  

 

Aaby and Slater (1983) proposes a three-dimensional scale to assess export 

performance levels. This include behavioral performances such as the propensity of the 

firm to export, the export obstacles); the second dimension being the measure of 

exporting sales such as the sales for export, and lastly, the extent to which intensity of 

exports is increased and the overall performances of the firm. 

 

There is a difference between the export effectiveness and the export efficiency, 
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according to Morgan et al. (2009). The accomplishment of one's export goals is referred 

to as effectiveness, and efficiency is the ratio of one's export output and performances 

to the amount of inputs that are necessary to accomplish those goals. However, the study 

fails to incorporate the extent to which export business is being adaptable to the 

circumstance.  

 

According to Leonidou et al (2004) factors like volume of export sales, the increase in 

export sales, the intensity of such sales, the profits incurred, export-profit contribution 

and export market share as 6 important variables to determine export performance. 

Some of these variables however are difficult to be determined hence making this a 

very complex process.  Use of nonfinancial measures (Katsikeas et al., 2000). 

Conflicting findings may be ascribed to free factors or to the utilize of different 

estimation scales of trade execution, but it is about incomprehensible to compare the 

comes about of diverse considers due to the need of assention on the conceptualization 

and estimation of send out execution.  

 

Carneiro et al. (2011) offer an approach that may be used to subjectively evaluate export 

performances using a five- or seven-point Likert scale, with a broader number of 

intervals for evaluating export success using a ten-point Likert scale. Businesses who 

are hesitant to share their financial data sometimes rely on more arbitrary factors when 

measuring the performance of their employees. It is likely that one of the issues faced 

by cross-national and cross-industry accounting methods is the need to reconcile data 

in local and international settings. 

 

It is used for scoring for indicators, besides, the evaluation of competitors as a means 

to measure convergent validity. However, this method of assessment is limited as it was 

conducted only on small and medium sized companies hence limiting the 

generalizability of Styles (1998) model. Furthermore, this assessment was prior 

acknowledged of adopting a reflective measurement practice which still requires re-
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examination conceptually and empirically (Carneinro et al, 2011). 

 

There are many studies which utilizes both objective and subjective measures to export 

performances. For instance, Boodai (2011) assesses export performances using export 

intensity and export sales growth as the objective metrics and export sales volume, sales 

growth, and export profitability as the subjective indicators. The subjective measures 

included managerial perceptions of export performance in comparison to its historic 

results, organizational objectives and managerial anticipations. Although the research 

was said to lack generalizability (Leonidou, 2007), a five-point Likert scale was 

employed to evaluate export performances. 

 

There are a variety of subjective and objective metrics that may be used to evaluate 

export success, but the big four are sales volume, profitability, market share, and the 

pace at which new markets are being entered. However, there is little evidence 

supporting the widespread use and effectiveness of these interventions (Knowles et al, 

2004 cited in Cantwell et al, 2010) just limiting the scope and application of this study. 

 

It's possible to gauge export success by looking at both absolute export sales volume 

and export intensity, both of which are included in the sales category (Dong, 2022). 

Whether as a standalone criterion or in conjunction with others, export ratio has been 

cited as one of the most common methods of gauging export performance in prior 

research (Chabowsky, 2016). Firms with a greater export ratio are assumed to have 

done better than those with a lower export ratio, which is the underlying premise of this 

metric. 

 

Nonetheless, this metric has been criticized for its utility in gauging export success 

(Dong, 2022). It does not represent the competitive aspects of export performance and 

may be influenced by variables other than superior exporting operations (Altintas et al., 

2007), for example (Matthysens & Pauwels, 1996, quoted in Mapingajira, 2016). It is 
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possible for a company to have a high export intensity while having a low export 

volume (Sousa, 2010) since export intensity is influenced by both sales volume 

(numerator) and denominator. Intensity of exports seems to be a better indicator of 

export participation and reliance (Kelley et al, 2009). 

 

Three factors, including export earnings, export strategies, and export performance 

satisfaction, make up the EXPERF scale. Although this has been one of the efficient 

approaches in measuring exporting performances, it can be claimed that understanding 

how each of these factors would contribute to three dimensions of exporting success 

was a challenge. This also is indicative that the chosen variables might not move 

together, hence an overall success dimension is lacking in this approach that could serve 

better confirmation of the other dimensions as well (Lee et al, 2015). 

 

According to Sousa (2010), relevant metrics of export performance include criteria such 

as managers' levels of satisfaction with export success, the degree to which firms are 

able to meet export objectives, and overall export performance in comparison to that of 

competitors. Despite being general, these variables are captive enough to get the general 

perception of export performances (Solmer and Olsson, 2010). Objective measures 

however are not capable of satisfying the export performance assessments owing to 

either inability in assessing the factual data or unwilling companies to share the real 

time data. This makes subjective measures equally important and significant. A couple 

of important studies with regards to this includes the first one being, In subjective 

exporting measures are employed, this was based on earlier conventions where both 

objective and perceptual measures to firm performances were observed of yielding 

similar outcomes As for Shamsuddoha and Ali (2006) only subjective measures to 

performances were employed. Firms' ability to achieve their goals over the course of 

three years was measured by respondents' assessments of their export sales, export 

profitability, export sales growth, and new market entrance. The results yielded were 

consistent and satisfactory, although no objective measures were employed. 



 

114 

 

PUBLIC / CYHOEDDUS 

 

The research of Altinta et al. (2007) found that the performance of an exporting 

enterprise is successful as long as it can create satisfaction, but the appraisal of success 

by an export manager for Stewart and McAuley (2000) actually suggests a decent 

success rate. Although Katsikeas and Morgan (1997) cites that majority of studies in 

export performances uses objective measures to export performance, however Sousa et 

al (2010) argue that over 50 performance measures are developed and employed in most 

of the studies where the measures include over 75% of subjective measures with less 

proportion of objective measures. This justifies those subjective measures are easy to 

apply and readily available with the consent of managers, and hence they serve as good 

base for measuring export firm performances. 

 

One of the primary goals of this research is to investigate the impact of perceived export 

limits and company and management characteristics on performance, making export 

performance a crucial component of this investigation. Through the analysis conducted 

above a wide analysis of the given construct is made. 

 

To summarise this section, export performance literature helped in identifying the 

possible factors that are linked with the exporting performances and thus helped in 

developing the conceptual model for this study. It enabled in differentiating the analysis 

of subjective and objective measures of performances and helped to determine that 

analysing exporting performances using subjective measures will be adopted in this 

research. Perceived impediments to exporting, managerial traits, and business 

characteristics are some of the major aspects constituting to export performances as 

obtained from the research. 

 

In the next section of the literature review, management characteristics will be central 

foci of analysis.  
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2.6 Management Characteristics 

In the current section, a detailed analysis of the management characteristics is studied. 

This is in par with research objective to study relationship between managerial 

characteristics and export performances. Key managerial features such as age, 

experience, education, and knowledge of foreign language in response to performances 

are analysed below. 

 

According to the findings of many researches, the perspective that an owner-manager 

has on exporting plays a significant part in deciding whether a firm would enter a new 

market. More so than in larger organizations, the attitudes of managers at SMEs 

regarding exporting may have a considerable influence on the inclination of the firm to 

export. This is because SMEs are more likely to be privately owned and operated. In a 

similar vein, studies have shown that the size of a firm is inversely related to its level 

of anxiety over its participation in international commerce. Internationalization is 

associated with an increased risk, as Li et al. (2021) point out, although bigger firms 

often have more buffers to withstand the effects of such a storm.  

 

There are a couple of pioneering studies available in the literature which proves that 

managerial characteristics and demographics like age, international experience and 

education have significant influences on the way they lead their firms (Leonidou, 2007; 

Kelley, 2009). As for Arauojo et al (2006) export phenomenon is facilitated by different 

dimensions that are influenced by the managerial factors such as demographic and 

experiential. For Leonidou (1998) export performance is influenced by a couple of 

exporting attitude of the key decision-maker which could be either entrepreneur or the 

manager. Exporting performances are greatly dependent on human capital for being 

successful.  
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2.6.1 Age 

According to Kottori et al (2018) despite being one of the important personal 

managerial attributes that can influence export performances, age is often given to have 

an inverse U shape relationship with the exporting performances. 

 

Managers with young age are often enthusiastic and hence risk-takers, this could have 

probable chances of getting both success and failures. But since the ability of young 

managers to take risk is high their probability to make a riskier decision of exporting is 

high. It is also opined that managers tend to get less energetic yet wiser as they grow 

old. Their decision to make risky decision is evaluated and weighed against different 

probabilities. This implies that despite getting older, managers do make risky decision 

but in rare cases. Hence with higher age the priorities of the managers are changed from 

being favourable to stability at the cost of risks. Managerial age however is found to be 

insignificant with exporting performances (Viet, 2018; Agnihotri and Bhattacharya, 

2015)). 

 

The managers’ age is considered to be a very significant factor in determining the export 

behaviors of the firm. It is given that managers of young age are inclined to be more 

international when compared against older ones, although there is no empirically tested 

result to this. Therethere is barely any positive relationship between an export managers’ 

age with the export intensity or export sales in an exporting venture, ironically it is 

given that active performances are more common in firms with managers of young age.  

 

Since a company's age seems to have either a negative impact or a negligible effect on 

export performance, it is possible that younger businesses have a greater likelihood of 

becoming successful exporters. This is because a study of the literature on export 

performance discovered that a company's age seems to have either a negative influence 

or an inconsequential effect. They’re very little evidence on how managers’ age could 

influence the exporting performances of firm. Although Li et al (2014) argued that 
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managers with older age have a lot of personal local network and experiences and 

managerial know-how all of which are very important in an exporting venture.  

 

The findings of Li et al (2014)) identifies some significance between the manager age 

and the exporting firm performances. For instance, it is a certainty that a company's 

growth performance would drop as its owner-manager ages. This finding suggests that 

there is an age-related correlation with the drive to improve one's situation. It is also 

given that firms with entrepreneurs or managers who are young have highly growth 

oriented and ambitious objectives which leads the business towards greater dynamics 

towards being successful. However, only a small number of researches, notably those 

focusing on transition economies and the effects of management age on exporting 

performance, according to Lin et al (2016). 

2.6.2 Experience 

A lot of attention is given to the demographic feature ‘experience’ of managers with 

regards to the exporting performances. It is observed that greater managerial experience 

can help firms to achieve better performances (Leonidou, 2005). One of the key 

essentials here is the time that managers spend abroad in knowing more about local 

language and culture. It is hypothesized that this factor affects export intensity because 

it exposes managers to other cultures, resulting in a broader understanding of 

international trade (Leonidou et al, 2007). New high-potential American businesses 

were more likely to expand internationally if their top managers had more foreign work 

experience (Monferer, 2015) 

 

The internationalization of firms is an endeavour which comprises of a lot of risks and 

uncertainties. One of the drivers of such complexity is availability of limited knowledge 

about foreign cultures and markets and lack of information about business and other 

activities in the host country. The managements’ exposure to foreign countries and their 

experiences or education with such regions can be a great source to gain a lot of 
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knowledge and information about international markets (Suosa et al, 2010). Namazi 

and Kermani, 2013 although claimed that uncertainties can engulf an organization 

regardless of strategic planning, however, if management has prior experience or 

developed abilities to analyse and understand the socio-economic and cultural 

influences on how an organization performs, then uncertainties could be easily 

manageable. For Cavusgil et al (2012) sufficient management experiences can enable 

exporting firms to understand the possible challenges and deal with them. Another 

empirical evidence in support to this claim is found in study of Agnihotri and 

Bhattacharya (2015) where managerial earlier exposure and language proficiencies are 

observed of significantly influencing their exporting performances.  

 

Pattmoure and HAddoud (2015) cites a firm require different resources and 

competencies to enter into a foreign market, and gathering right information is the most 

difficult one of all. Informational barriers help the exporting firms in developing 

marketing strategies and managerial approaches that can help Vietnamese firms achieve 

great performances (Viet, 2008). The research findings indicate that having sufficient 

information is one of the key factors in mediating firms’ performances through 

competitor orientation. While it is inconclusive from these findings as to how 

informational barriers can have direct impact on exporting performances, but it is 

evident that having sufficient knowledge of markets, availability of resources, skills 

and experiences can provide firms with certain advantages that can facilitate their 

performances. This is applicable in context of Chinese exporting firms; however, the 

importance of knowledge and people skills are more influential in Chinese firms when 

compared to the availability of information. Having right contacts in business can help 

exporting firms achieve great benefits (Onkelinx et al 2016).  

 

According to Tumbull and Welham (1985) cited in Shah et al (2014) international 

exposure of the decision-maker in an exporting firm is important because they enable 

them to socialize and develop professional networks. Besides these, there is also a need 
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to understand the business practices, work ethics and practices and type of marketing 

strategies that will address the target audience in the host country, hence the role of 

managerial experience is important subjective factor that can help to induce export firm 

performances. Onkelinx et al. (2016) contend that research in transition economies 

often disregard the impact of this variable, despite management experience being a 

significant predictor of export success. The replacement for management experience is 

a dummy variable with a value of either 1 or 0. 

2.6.3 Education 

Managers’ level of education is yet another factor that can be important determinant of 

export performances. According to Leonidou (2005) exporting ventures require a lot of 

managerial skills, capabilities and cognitive skills and capabilities to conduct business 

in an international environment. For Onkelinx et al 2016). decision makers with 

recognized qualification are like activists, they are also more confident in making 

dealings at international levels after assessing the merits and demerits associated with 

each option. Furthermore, in order to conduct business in foreign country knowledge 

and skillset requirement is high and having a strong academia can enable the managers 

to develop such skills. 

 

Lin et al. (2016) note that few studies have examined the impact of management age on 

export success or looked specifically at transition economies. For Hsu et al (2015) 

decision makers ought to be receptive and adaptive to changing magnitudes of an 

international business environment, and indeed an individual without proper education 

would find it very difficult to avoid ethnocentric biased and remain culturally tactful.  

2.6.4 Knowledge of foreign language.  

Internationalization is all about conducting business across borders and in a multi-

cultural environment. Having a strong knowledge and wisdom to survive amidst such 

markets is certainly important (Hsu et al, 2015). It has been well established in the 
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research that decision-makers in exporting enterprises must be able to communicate in 

other languages (Onkelinx et al. 2016). Managers at companies interested in exporting 

often have formal education levels that are far higher than those at companies without 

such interests. It seems that decision-makers who are linguistically proficient are in a 

position to advance international commerce to a greater extent than those who are not. 

Language speakers may employ a "bridge to culture" (Morgan, 1997)  

 

The linguistic ability of decision makers is identified to be yet another key factor that 

can help in enhancing export performances. Foreign languages are beneficial in 

enhancing export performances by enabling the decision makers to build local contacts, 

by helping decision makers to enhance their interactions with the foreign customers and 

by helping the decision makers to understand local host culture and commercial 

regulations pertaining to business activities and international trade in an international 

country (Sousa et al, 2o10)) 

 

The knowledge of languages can influence the export performances as measured by 

means of a construct which fuses both export intensity and export dynamism directly 

and indirectly through its impacts on managerial ability to handle and support export 

activities.  

 

According to Leonidou et al. (1998), having a strong command of a foreign language 

has a positive correlation with export growth. This is because having a command of a 

foreign language can assist with establishing social and business contacts in other 

countries, enhancing communication and interactions with customers from other 

countries, and facilitating efficient planning and control in international markets. The 

amount of time that managers spend overseas has been recognized as an important 

factor that may shed light on the export intensity. This is due to the fact that it forces 

managers to get familiar with other cultures and gives them the opportunity to have a 

better first-hand grasp of foreign markets. Leonidou and a number of additional authors, 
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1998. 

 

Thus, the key important aspects of a managerial attribute such as age, experience, 

knowledge of host country etc were viewed from a literary lens. It is observed that they 

are key factors in driving managers and/or entrepreneurs with essential skills that can 

greatly contribute to the performances of exporting SMEs 

Summary 

To summarize, the above chapter has conducted a comprehensive literature analysis and 

empirical evidence that are relevant to the variables drawn in the objectives of this 

research. The aim of this research has been to analyze the factors that influence 

exporting performances of Chinese SMEs, and the objectives of the research supporting 

this aim is to study relationship between different variables such as internal exporting 

barriers, external exporting barriers, paternalistic leadership style, market orientation, 

product innovation and managerial characteristics with exporting performances. Each 

of this variable has been studied in depth. The literary analysis is conduct in the context 

of the aim and the objective of the research. Now that export performance has been 

identified as an independent variable, and other factors such as paternalistic leadership 

style, market orientation, product innovation, and managerial characteristics as 

dependent variables, this has helped in the process of forming the basis for the 

conceptual framework that will be used for this research. 

 

The internal and external barriers were studied on basis of every element as per 

Leonidou (2007) framework. This helps in developing insights on possible challenges 

Chinese SME could face, thus correlating to the first two objectives of the study. 

 

Later a detailed analysis on paternalistic leadership was studied in where Farh and 

Cheng (2010) enlightens the paternalism dimensions of benevolence, moral and 

authoritarian in the context of Chinese cultural values relating examples to Chinese 
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firms. This supports the third objective where in a significance between paternalistic 

leadership and its impact on exporting performance of SMEs in China is developed. 

Likewise, market orientation is analysed with each of its aspects such as the customer 

and the competitor orientation in light of Narver and Slater (1999) and Jaworksi; 

Jihanson and Vahalne literature. The insights give importance for the firms to be aware 

of both market needs and competitors move to perform better while exporting to 

different countries thus strengthening the fourth objective. 

 

The study of innovation that was carried out by Chesbrough (2004) and Brunswicker 

et al. (2012) amongst other researchers. The fact that product innovation is the only 

thing that is analysed in this particular research in connection to the performances of 

exporting SMEs, however, leads to the formulation of the fifth purpose. The research 

that was conducted by West et al. (2015) leads to a better understanding of the many 

types of innovation. 

 

And lastly, key emphasis is given on managerial/ entrepreneurial attributes where in 

importance of managerial age, experience, knowledge and understanding of local 

language and culture is studied (Hsu et al, 2015; Sousa et al (2011). These are crucial 

aspects of any firm when it comes to exhibiting greater performances. Considering its 

importance, the last objective of the study is developed. 

 

As the study proceeds to the next chapter, it will be developing the conceptual 

framework based on the detailed analysis made above. The conceptual framework will 

help in development of the hypothesis to test the relationships of these variables which 

will later contribute towards the finding and analysis of the research  
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CHAPTER 3 CONCEPTUAL FRAMEWORK AND 

HYPOTHESES DEVELOPMENT 

 

3.0 Introduction 

The previous chapter of the research conducted a comprehensive literature review on 

key variables that are discussed in research rationale and objectives. It helped in 

developing understanding of the present knowledge in the field. As the key dependent 

and independent variables are analysed and discussed previously. A review of the 

literature shows exporting performances being influenced by many factors that are 

broadly classified into internal and external barriers. The internal barriers are the 

internal determinants of the firms, which can be controlled by the management efforts. 

However, the external barriers are determinants influential at macro levels and hence a 

firms’ management can exercise only little control over them. This is why some factors 

like leadership, innovation and market orientation are taken into consideration.  

 

In this chapter the conceptual framework of this research is developed. Leonidou (2004) 

framework has been followed up for the same. Based on this all the hypotheses are 

developed. The hypotheses are developed in line with the research objectives. Each 

hypothesis is developed following an analysis of the empirical evidence from the 

literature. Such analysis helps in testing the nature of relationship between various 

independent and dependent variables as highlighted in the conceptual framework.    

3.1 The Conceptual Framework 

Based on the above discussion, the conceptual framework is put forward as illustrated 

in figure 3 below. The framework proposes that internal barriers, external barriers, 

market-orientation, paternalistic leadership, and product innovation can be seen as 



 

125 

 

PUBLIC / CYHOEDDUS 

crucial factors that influence export performance. In addition, management 

characteristics are postulated to have a moderating effect on the relationship between 

exporting barriers (internal and external) and export performance. 

 

 

Figure 3: The Proposed Conceptual Framework 

 

 

 

 

 

 

 

Exporting 

Performance 

Managerial 

Characteristics 

Education 

Knowledge of 

foreign languages 

Experience 

Age 

Paternalistic 

Leadership 

Market- 

Orientation 

Product Innovation 

Internal Barriers 

External Barriers 

H1 

H2 

H4 

H5 

H6 

H3 

Ex
p

o
rt

in
g

 B
a
rr

ie
rs

 



 

126 

 

PUBLIC / CYHOEDDUS 

3.2 Hypotheses Development 

 

H1: There is a negative relationship between internal exporting barriers and 

exporting performance. 

 
H1a: There is a negative relationship between informational barriers and exporting 

performance. 

 
H1b: There is a negative relationship between functional barriers and exporting 

performance. 

 
H1c: There is a negative relationship between financial barriers and exporting 

performance. 

 
H1d: There is a negative relationship between product barriers and exporting 

performance. 

 
H1e: There is a negative relationship between price barriers and exporting 

performance. 

 
H1f: There is a negative relationship between distribution/promotions barriers and 

exporting performance. 

 
H1g: There is a negative relationship between logistics barriers and exporting 

performance. 

 
H2: There is a negative relationship between external exporting barriers and 

exporting performance  

 
H2a: There is a negative relationship between procedural barriers and exporting 

performance. 

 
H2b: There is a negative relationship between governmental barriers and exporting 

performance. 

 H2c: There is a negative relationship between task barriers and exporting 

performance. 

H2d: There is a negative relationship between economic barriers and exporting 

performance. 
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H2e: There is a negative relationship between political- legal barriers and exporting 

performance. 

H2f: There is a negative relationship between sociocultural barriers and exporting 

performance. 

H3: There is a positive relationship between Market-Orientation and exporting 

performance 

 H3a: There is a positive relationship between Customer Orientation and exporting 

performance. 

H3b: There is a positive relationship between Competitor Orientation and exporting 

performance. 

H4: There is a positive relationship between paternalistic leadership and exporting 

performance 

H4a: There is a positive relationship between benevolent leadership and exporting 

performance. 

H4b: There is a positive relationship between Moral leadership and exporting 

performance. 

H4c: There is a positive relationship between Authoritarian leadership and exporting 

performance. 

H5: There is a positive relationship between product innovation and exporting 

performance 

H6: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between exporting barriers (internal 

and external) and exporting performance 

H6a: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between internal exporting barriers and 

exporting performance 

H6b: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between external exporting barriers and 

exporting performance 

Table 5 Summary table of hypotheses 
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3.2.1 Internal Exporting Barriers and Exporting Performance 

H1: There is a negative relationship between internal exporting barriers and 

exporting performance. 

Exporting is one of the rapidly developing mode of international market entry. 

According to Matanda and Freeman (2009) exporting is not only crucial for the 

expansion of national economy and its health but it is also an easy method of 

internationalization due to less risk associated with it. 

 

A lot of importance is given to the relationship existing between exporting performance 

and exporting barriers (Leonidou, 2000; 2004). But Jalali (2018) explains that much of 

the studies have focused on relationship between exporting performances and the 

organizational factors supporting this (Al-Tit, 2017), however very little is explored in 

terms of how exporting barriers can influence the exporting performances.  

 

In the previous chapter, a lot of models and studies made on categorizing exporting 

barriers was made. However, most of the studies categorized exporting barriers into key 

divisions such as the internal exporting barriers and the external exporting barriers. 

Such barriers are known for consistently refraining SMEs and exporting firms from 

expanding on exporting activities (Altins et al, 2007; Mapinjaro et al, 2016, Leonidou, 

2004; 2007)) Internal and external exporting barriers constitutes to be two major forms 

to sum up various barriers. Internal exporting barriers are those ones that are relevant 

to ingenious factors of firm such as operational, functional etc. From the analysis of the 

literature and Leonidou (2007) framework, the most important forms of internal barriers 

to exporting are hence taken as the lack of knowledge, lack of information, poor 

strategic strategies, lack of sufficient resources, poor managerial competencies and lack 

of skills to undertake export operations (Arteaga-Ortiz et al, 2010; Leonidou, 2004).  

 

Leonidou (2004) further clarifies the internal exporting barriers which are informational, 

such as limited knowledge to locate information, analyze markets, or identification of 
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available opportunities abroad. Functional barriers refer to managerial skills and 

competencies. Such that when management lack sufficient skills, and resources to 

conduct exporting operations. And for Vozikis and Mescon (1985) functional areas 

include different aspects such as human resources related, production related and 

financial related as well. Out of all these, the international experiences of managers is 

the irreplaceable one. And the functional barriers which are related to products, prices, 

distribution, promotion and logistics of the product and services abroad (Leonidu, 1997; 

2000) 

 

Leonidou (1995) the ‘foreignness’ brings different barriers in forms of attitudinal, 

structural and or operational. Van Eldik and Viviers (2005) identified that when an 

export company fails to match with the host country demands and or when an export 

firm fails to correspond with the cultural aspects of the host country then it is likely 

possible that their export performances are declined.  

 

One of the most acknowledged works in exporting barriers is Leonidou (2000; 2004) 

which has been used as basis for this study. According to Leonidou (2004) framework. 

Internal exporting barriers are relevant to informational, functional, marketing, and 

procedural. Altinas et al (2007) identified different exporting barriers and classify them 

into 5 main categories. These include diversity, procedural, internal inefficiencies, 

government and competitive factors. But when compared to Leonidou (2004) their 

framework is very easy and it clarifies various dimensions of the barriers. This 

framework is widely adopted because it is comprehensive and it consolidates almost all 

the barriers and categories them in a simple way. Although Uner et al (2013) state that 

exporting barriers developed in early 90s are subject to many changes and that barriers 

faced by SMEs are vastly country-specific.  

 

For Sullivan et al (1985) export barriers can be strategic, informational, and operational 

and process based. Cahen et al (2016) found out that country-based factors also have 
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influence on the exporting performance of the firm. These include organizational 

capability factors, human resource potentials and institutional factors as well.  

 

According to Kahiya (2013) internal barriers comprise of constraints relevant to 

marketing, managerial and knowledge-based skills as well. Resource relevant 

constraints include poor financial sources, lack of competent labor skills and 

unproductive capabilities of the firm. Hutchinson et al (2009) the barriers in context of 

SMEs are also high due to the liability of ‘smallness’. SMEs are prone to resource 

related constraints such as poor control of international nature of business and lack of 

cultural knowledge of the host country.  

 

An export performance is very important measure to assess the productivity of an 

exporting business (Sousa et al, 2008). Wheeler et al (2008) cites that a considerable 

success in an export business is almost impossible without exceptional performances. 

But despite considerable research into export performances, the function yet lacks an 

accepted conceptualization (Jalali, 2018).  

 

One of the best cited view of Papadolous and Martin (2010) is that it is only through an 

export performance that the outcomes of the export firm activities in an export market 

can be represented. And for Navarro et al (2010) export performance is the outcome of 

a firm’s efforts in an international context. Precisely, export performance helps in 

identifying how well an export firm has achieved its objectives. Zhou and Stun (1997) 

cited in Altun (2017) export performances consists of factors such as growth, turnover, 

profitability, composite scales etc. But it can be argued that exporting is something 

considerate at national levels and hence its performance at firm levels are limited 

measures to be assessed. The contribution of the firm to national economy, employment 

generation and its ability to expand its visibility at international levels are also some of 

the key factors which should be used as a base for monitoring exporting performances 

of the firm.  
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Yet the variety of determinants and measures that are employed in export performances 

studies are quite complex to be measured. It is observed that export targets of firms 

differ depending on many factors. It could be because of stakeholder expectations, the 

resource factors and hence how each performance category contributes to success of 

the exporting firms will vary.   

 

Internal Barriers: 

For Barker and Kaynak (1992) internal barriers are sourced out from lack of managerial 

competencies, lack of financial and non-financial resources, functional and 

informational barriers (Leonidou, 2005).  

 

Yet another major contribution to the field is made by Ortiz and Ortiz (2010), they 

developed four groups of exporting barriers based on existing literature. Their study 

was conducted on Spanish SMEs in four different sectors such as the food and 

agriculture. Consumer goods, capital goods and capital services. This study is 

comprehensive as it has addressed the four major sector in an economy. Based on the 

quantitative analysis conducted on the 479 responses received, it is reported that 

exporting firms face many internal barriers in international land in many forms. For 

instance, knowledge barriers is given as the exporting firms’ lack of information about 

exporting. 

 

Song and Yeo (2017) emphasises on how poor infrastructure can be an obstacle leading 

to operational expenses in international trade. Dollar et al (2004) and Hoekman and 

Nicita (2010) logistics performance greatly influences the trade openness in a region. 

Trade facilitation is influenced by infrastructure. 

 

According to the resource-based view (Teece et al, 2004) the resources and 

competencies of the firm are great determinants of its sustainability and performance. 
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This is applicable to all firms in general regardless of the fact whether they are exporting 

or non-exporting firms. Firm resources like expertise, technological skills, information 

management, managerial competencies, international market knowledge and or 

strategies all have huge impact on the activities and performance of an internationally 

performing firm (Knight and Kin, 2009). 

 

Informational Barriers: 

Informational barriers include the ability of an exporting firm to access information 

about data. The relevance of informational, which is relevant to the exporting firm 

capability to develop knowledge and information about host countries; the functional 

barriers, which is relevant to managerial and firm competencies, are discussed in many 

studies. The exporting barriers which are informational, also refer to limited knowledge, 

inability to locate information, analyse markets, or identification of available 

opportunities abroad. Having information about local knowledge and culture has a great 

impact on the exporting performances of any firm. As opined by Winter (1987) a firm 

require different resources and competencies to enter into a foreign market, and 

gathering right information is the most difficult one of all. Likewise, information on 

prices, demand and supply of the market and the cultural aspects is important to be 

known by the exporting firms (Eldik and Viviers, 2005). 

 

Thanh (2018) study on Vietnamese firms reported that export performance also 

increased when the firm like characters such as size, experience and knowledge of 

working in international conditions were well managed. Other factors identified to have 

positive impact on performances of exporting firm in this study were the managerial 

approach and ability to predict change. But the study found that the relationship 

between changes in government trade policies and firms’ ability to access information 

of foreign market conditions had least impact on the export performances. While this 

study emphasized on different internal and external barriers, one of the greatest 

limitations of this study is the limited sample size. Only 305 SMEs all from one region 
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Mekong were analysed which means the generalizability of this study at national level 

cannot be made. Second limitation of this study was that it used direct interviews from 

the respondents. The reliability of the outcomes is hence low as a random sampling 

technique would have promoted higher impact results (Thanh, 2018). 

 

According to Yilmaz (2012) managers who have clearly stated organizational goals are 

likely to perform better. Vozikis and Mescon (1985) state exporting performances one 

of the there are many, for instance, it can be functional, it can be relevant to the 

strategies of the firm, having sufficient understanding of external markets are key 

barriers identified. In order to overcome the impacts of such functional barriers on the 

performances of the firm, it is important for leaders to be strategy oriented. 

 

The study of Kahiya and Dean (2016) conducted study on exporting SMEs in New 

Zealand. The study identified significance between the exporting stage of the firm and 

its influence on the export barriers. The study based on assumption that the influence 

of exporting barriers tend to have lesser impact on the firms with greater experience. 

The key focus of the study was on various internal barriers such as managerial 

commitment, the resource potentials of the firm, the marketing barriers and the 

knowledge and experience of the firm. The study confirmed that with higher experience 

of the firm the influence of barriers tends to decrease on exporting performances of the 

firm. Sousa et al (2008) however states that firm experience and firm export 

performances are barely relevant because it is evident that even exporting firms with 

little experience are forced to enter into international markets due to a number of factors. 

The study of Kneller and Pisu (2011) also confirmed that exporting barriers such as 

poor distribution and sharing of information between buyers and sellers, lack of 

knowledge about the host country culture and consumer preferences often led exporting 

firm to incur more operational costs thus affecting their performances drastically. 

 

Lobos and Szewczyk (2018) conducted study on medium to large scale industrial firms 
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across Poland to determine the relationship between innovation and market orientation. 

The study resulted in findings that market orientation of the firm provided huge source 

of knowledge and information for firms to exhibit better understanding of their 

customers. This knowledge and information helped firms to create products and 

services, and develop processes which helped them in satisfying their market demands. 

Furthermore, information on prices, demand and supply of the market and the cultural 

aspects is important to be known by the exporting firms (Eldik and Viviers, 2005). 

Karkaya (1993) also emphasizes on the importance of understanding local culture. 

Besides this, it is also identified that exporting firms have to keep their promotional 

activities adjusted in accordance to local preferences. From a marketing perspective, 

adjustment to customer preferences, product standards, price match and effective 

distribution channels along with customized promotional activities can have great 

impact on exporting performances. 

Another study of Singh (2009) examined over 425 firms based in India. These were 

however mix of both firms if Indian origin and foreign firms operating in India. The 

study findings reported that performances of business operating in international 

contexts is positively associated with their ability to extract and exploit maximum 

information from the markets. Alternatively, the impact of risk was also a major 

influencing factor here. 

 

The study of Julian et al (2013) also examines the links of exporting performances of 

Indonesian export firms. This study conducted self-mailed survey with overall 877 

exporting firms from manufacturing sector in Indonesia. With the output of multiple 

regression, it is validated that knowledge of local markets and understanding of the 

competitive challenges in host countries and the inter-functional coordination of firms 

greatly induced the performances of Indonesian exporting firms. It confirms that all the 

three dimensions of informational and marketing factors. The performance indicators 

of exporting firms were measured from economic and strategic indicators of Indonesian 

market ventures. 
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The study however limits in its scope firstly because it has selected only manufacturing 

firms. Secondly all the data that was used to conduct regression analysis were self-

reported from the sample firm. While the study is significant in itself replicating it in 

context of other similar economy and deriving similar results would be recommended.  

Ho et al (2018) conducts study to explore the relationship between market orientations 

in Vietnamese agricultural value chain. A data from 190 beef cattle value chain 

networks were studied. Although this study found out there was least relationship 

between market orientation and performances of these firms, yet the result reported that 

the firms’ knowledge of its customers induced a more coordinated performance which 

resulted in better financial outcomes. Better quality produce was raised and through 

market information the firms were successful in developing value-added products and 

services (Micheels and Gow, 2012). The generalizability of this research however is 

limited only with food products, poultry and farm and agriculture sector.  

 

Functional/ Financial barriers:  

Functional barriers are studied in many contexts. Since many studies have incorporate 

managerial characteristics into firms’ functional abilities, such studies are also 

discussed under this section. Leonidou (2005) explain functional barrier as anything 

related to human resources, production issues and finance related. When an exporting 

firms severely lack in skilled labour or production or financial resources then these can 

have influence on its functioning. 

 

Shoham (1991) study observes that functional and financial barriers are intertwined. 

For instance, exporting barriers such as poor distribution and sharing of information 

between buyers and sellers, lack of knowledge about the host country culture and 

consumer preferences often led exporting firm to incur more operational costs thus 

affecting their performances drastically. 
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The firm competitiveness is largely reliable on its resources and competencies (Zhou 

and Stan, 2008). The firm efficiencies are determined by many controlled factors such 

as resources and capabilities that are developed and combined to produce competitive 

offerings (Kaleka, 2012). 

 

According to Cavusgil and Naor (1987) financial constraints is one of the major barriers 

many exporting firms face. Inadequate financial resources decrease firms’ involvement 

in international markets. For Vozikis and Mescon (1985); Leonidou (2005); financial 

barrier is categorized as one under the functional barriers. Arndt et al (2012) conducted 

on over 1600 German exporting firms performing a quantitative analysis reported that 

financial constraints did not seem to have high impact on German firms rather these 

firms were more challenged by labour market frictions. 

 

 According to Chaney (2005) exporting is one of the most preferred forms of 

international expansion because, unlike other exporting firms they do not require large 

sums of investments. If firms were to incur large sunk entry costs to engage in an 

exporting business then only firms that are less constrained financially would have been 

able to export. 

 

Some studies like Ganesh et al (2011) also opine that exporting firms have stable cash 

flow due to international diversification hence financial barrier cannot be significant to 

them. Study of Shoham (1991) also studied the export performance in the context of 

financial dimensions such as turnover and profitability where firm effectiveness is not 

found to be significant to these factors. 

 

Internal barrier also occurs in form of inadequate or lacking financial resources. 

Inferences on poor production capacity, no access to credit facilities are also made 

(Ortiz and Ortiz, 2010). 
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In specific, Makrini et al (2015) opine that the management commitment has high 

influence on the exporting performances of the firm, although there is lack of an 

integrally developed framework confirming the same. Navarro et al (2010) states that 

the managerial attitudes towards the export business, foreign markets, and the 

performance of the firm have huge impacts on the exporting performances. In relation 

to this Julian and Nhat (2007) explains the management export commitment as the 

general willingness of management to aggressively pursue the export market 

opportunities, international threats and develop effective strategies that can improvise 

the overall success of the exporting business. When an exporting manager is highly 

committed to exporting, then they tend to work more on difficult tasks such as 

employing and exploiting productive resources; high control on human resources 

management and implement an orderly and systematic manner Stoain et al (2011). 

 

Haghighi and Atlaei (2010) also opine that a managers’ ability to make correct decisions 

and ensure that this are adhered to by the employees help exporting firms to seek long 

term benefits. But for Wilkinson and Brouthers (2006) a managers’ ability or 

competency can be reaped only if he/she is provided with sufficient resources. The 

importance of resource allocation is hence important to firm performances. 

 

Aaby and Slater (1989) cited in Altins et al (2017) that even the management perception 

and their approach have high influence on the exporting firm performance, although 

this has been a very early investigation where in management approaches were very 

limited. But other studies supporting this is Oviatt and McDougall (1995) which 

highlight on the importance of the personal characteristic of the managers and the extent 

to which they have personal or local contacts. It was found that the extent to which a 

manager or an entrepreneur can expand their personal network the higher will be their 

firms’ performance. 

 

Further to Borgenson (2006) the international-orientation of a decision-maker in an 
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exporting firm is found to elevate the firm performances. However, such orientation 

does not only comprise the personal competency, education and experience of the 

decision-makers but their perceptions and commitment also. But the study fails to 

explain the determinants of managerial perceptions and commitments, which are vague 

constructs. 

 

The study of Mpingajira (2011) conducted on Malawi exporting firms concluded that 

personnel barriers such as insufficient knowledge of the host country markets, poor 

understanding of opportunities and threats prevalent in host country markets and lack 

of exporting managers’ skills were main hurdles on the exporting performances of the 

firm. This study also highlights the need for efficiently developed internal human 

resources capital to deliver good productivity. The internal resources here is not but 

limited to the experience of the people resources but their academic, training and 

development and how effectively they contribute to the performance of exporting firms. 

 

Marketing Barriers: 

Kahler and Craemer (1977) makes a special acknowledgement on cultural barriers. It 

is important because culture affects all phases of marketing. It is observed that various 

marketing activities ranging from product design to purchasing process, distributor 

relationships and channels, contributes to success or failures of an exporting firm. 

Culture is also an important aspect that needs to be incorporated in packaging, product 

labelling, and instructions for product use, warranty information and communication 

with various parties in the exporting process (Karkaya and Stahl, 1991). 

 

When an export expatriate failed to understand the local needs in terms of product, 

quality, designing, feedback or fitness for purpose, then it is equivalent to losing the 

market. A lot of emphasis on need to adhering to local preferences while packaging and 

labelling export produce has been made (Leonidou, 2004; Morgan and Katsikeas, 1997). 

Van Eldik and Viviers (2005) conducted on the South African firms identified that when 
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an export company fails to match its prices with the host country demands and or when 

an export firm fails to correspond with the cultural aspects of the host country then it is 

likely possible that their export performances are declined. 

 

Besides, financial, an exporting firm’s lack of market research and procedural barriers 

such as bureaucracy, cultural and language barriers and logistics and distribution 

barriers are identified of impacting the SME exporting in Spain (Ortiz and Ortiz, 2010). 

Thanh (2018) conducted a mixed research on the sea food export companies in Vietnam. 

The results of this study showed that the exporting performances of sea-food exporting 

firms in Vietnam are highly influenced by factors such as marketing strategy, by the 

industry features, managerial approaches and both domestic and host market conditions. 

Some of the key findings of this research highlighted that with effective marketing 

strategy the performance of the exporting firm increased. 

 

In relevance to marketing barriers, Van Eldik and Viviers (2005) conducted on the South 

African firms identified that when an export company fails to match its prices with the 

host country demands and or when an export firm fails to correspond with the cultural 

aspects of the host country then it is likely possible that their export performances are 

declined. Shoham (1991) Export company failure to match its prices with the host 

country demands leads to possibility that their export performances are declined. 

 

The study of Kahiya and Dean (2016) conducted study on exporting SMEs in New 

Zealand opine need to be visible across borders, or limited resources and cost factors in 

home countries. Hence the trends of the market and sectors determine the firm 

performance in exporting over its experience in the sector. Many other supports bear 

similarities to this point. For instance, Ren et al (2014); Jones and Coveillo (2005) 

confirms that one of the essential success factors for new ventures to successfully 

compete in the global market place is their ability to identify, to exploit and to benefit 

from new market opportunities available internationally. Lin and Yee et al (2001) claims 
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that factors such as innovative markets, products meeting the demand in host country 

have influence on the exporting performances. For exporting firms it is important to 

understand the nature of products that are in demand in foreign land and then produce 

them accordingly. 

 

The study of Rose and Shoham (2002) examined the exporting performances of Israeli 

firms using parameters like sales, profits and other aspects like firms’ ability to generate, 

disseminate and benefit from knowledge and information. The study was developed on 

the model of Jwarowsky and Kohli (1993). It was concluded that with better 

responsiveness to market, these firms were able to increase their sales and profitability. 

Additionally, the study also signified that by being responsive to trends like technology 

advancements, the firms were able to display strong performances. The study however 

selected only few industries from the sectors and hence its generalizability at exporting 

firms across various sectors is minimal. 

 

Operational Barriers:  

For Yang et al (1992) operational barriers also constitute to internal barriers of exporting 

and this includes payment collection and credit collection in host markets, shipment 

and custom clearance, local transportation facilities, managing channel of distributions 

etc. Infrastructure at local market plays a very significant role in determine the 

exporting performances. Export barriers challenges an exporting firm’s ability to grow, 

develop and sustain (Koksal and Kettenah, 2011). Further to Stoian et al (2011) 

understanding exporting barriers is key to exporting performance as it can help to 

prevent waste of resources. 

 

Carneinro et al (2012) opined that an exporting firm is largely dependent on the 

transportation, warehousing and distribution support system in the host country. It is 

found that one of the major barriers for exporters is the quality of service/product 

delivery. Moreover, storage and transportation facilities are not alike globally. Such 
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hindrance largely challenges the operations and functions of an exporting firm. 

 

Altun (2017) conducts a study in determining the export performances of SMEs in 

Turkey. The study conducted interviews with almost 20 SMEs and it is found that 

technological and political factors have least impact on the exporting firms in Turkey. 

Alternatively, these firms are instead influenced by internal firm level factors such as 

the age, experience and managerial competencies. 

 

These discussions lead to developing the following hypotheses: 

 

H1a: There is a negative relationship between informational barriers and exporting 

performance. 

H1b: There is a negative relationship between functional barriers and exporting 

performance. 

H1c: There is a negative relationship between financial barriers and exporting 

performance. 

H1d: There is a negative relationship between product barriers and exporting 

performance. 

H1e: There is a negative relationship between price barriers and exporting 

performance. 

H1f: There is a negative relationship between distribution/promotions barriers and 

exporting performance. 

H1g: There is a negative relationship between logistics barriers and exporting 

performance. 

3.2.2 External Exporting Barriers and Exporting Performance 

H2: There is a negative relationship between external exporting barriers and 

exporting performance  
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External Exporting Barriers: 

According to Leonidou (2000; 2004) exporting barriers can influence firm activities 

from both internal and external sources. There is no doubt that exporting is one of those 

internationalized activity which allow all sought for firms, regardless of their size and 

experience to internationalize. Besides nurturing growth opportunities for the 

businesses, exporting also enhances a nations’ welfare at large (Leonidou, 2007). Many 

factors influence the exporting performance, of which external factors are vital 

determinants as per the industrial organizational theory (Zhou and Stan, 1998). 

Mpingajira et al (2011) explain that external factors can be many but they have higher 

impacts on a firms’ performance owing to the opportunities and threats they can present 

for exporting companies. Leonidou (2004) cited in Milanzi (2012) that external or also 

referred to as exogenous barriers stem from the sources that are outside to a firms’ 

environment. Classifying barriers into internal and external is important as the effect 

each of them have on a firms’ performance are different. According to Leonidou (2004) 

the nature of external barriers is very frequent and often unpredictable. These are 

something which fall beyond the organizational control. 

 

Some of the external barriers confronting the exporting firms can be the competitive 

nature of the host country market. Julian and Rocha (2005) on the contrary states that 

external barriers from home country are also often high on a firms’ performance. This 

includes the governmental involvement in the exporting activities, the regulations 

relevant to the exporting sector. 

 

Procedural Barriers: 

External barriers which the exporting firms are confronted with are often major. The 

external barriers comprise of challenges to enter into international markets, hence tariff 

and non-tariff barriers, fluctuations, changes in foreign currency rates, government 

policies, foreign country competitiveness, unanticipated customer needs etc (Leonodou, 

2005). As in the operational barriers include the transportation, warehouses and storage, 
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local market tax rates and infrastructure, customs clearances etc. (Kedia et al, 1986 cited 

in Yang et al, 1992). 

 

The study of Moini (1997) conducted on 242 small and mediums sized firms in 

Wisconsin identified three important barriers that SMEs perceived. These barriers were 

also found to be critically difficult to overcome. First of all, exporting firms often found 

it difficult to adapting to product demands of the foreign country.  This included both 

product specifications and the way these products were marketed across. Secondly, 

knowledge of exporting procedures was yet another major obstacle. This included 

adhering to legal terms, taxation, and exporting document formalities; and lastly, the 

ability of firms to advertise locally. Although these are substantial factors, but Moini 

(1997) study was developed on non-exporters with no experience of exporting, and 

these were perceptions of such SMEs. Similar study conducted by Ifju and Bush on 

non-exporters from US based hardwood lumber industry gave insights that non-

exporting SMEs perceived lack of information on how to export in international market 

as a major barrier that kept them from engaging into exporting. 

 

Peng (2006) opine that different countries have different set of procedures involved in 

international trade. It is often time consuming for small scale exporters to understand 

this. However, it is one such area which has to be fully understood. 

 

Governmental Barriers: 

According to Leonidou (2004) the nature of external barriers is very frequent and often 

unpredictable. These are something which fall beyond the organizational control.  

Some of the external barriers confronting the exporting firms can be the competitive 

nature of the host country market. Julian and Rocha (2005) on the contrary states that 

external barriers from home country are also often high on a firms’ performance. This 

include the governmental involvement in the exporting activities, the regulations 

relevant to the exporting sector and government introducing new trade policies. 



 

144 

 

PUBLIC / CYHOEDDUS 

 

The study of Venkateswaran (2006) a host country environment can exert both positive 

and negative opportunities and threats. This can be enabled by either placing trade 

liberalization or restrictions on exporting activities. Important information about 

exporting barriers is also given by Barker and Kaynak (1992) that trade barriers, poor 

infrastructure and factor tampering transportation, unimpressive export incentives, poor 

assistance from host and home country governments, unfavourable conditions of the 

international markets for trade, slower cash inflows and slow payment by the buyers, 

language barriers, payment defaults are main external sources of barriers exporting 

firms face. For external barriers are various such as Karkaya (1993) foreign currency 

exchange rates, government policies, competition from local and global exporters, 

economic environment, political instability, corruption and cost advantages held by the 

locals. These factors can have seemingly adverse impacts on exporting firm 

performances in foreign countries. 

 

Matana (2017) conducts survey on 100 Croatian manufacturers to examine the 

significance of export barriers on the export intensity of these firms. It is evident from 

this study that Croatian manufacturing and exporting SMEs face a lot of challenges 

from the external factors mainly the lack of governmental support in both home and 

host countries. Although the study is limited due to its focus only on few types of 

manufacturing firms, but the research is worth analysis for discussion as it raises need 

for government to take an active role in promoting exporting business for SMEs as this 

could be a huge means to contribute to national GDP.  

 

Da Silva and Da Rocha (2001) study found that the stringent export regulations from 

the government severely impacted the performances of Brazilian exporting firms. Peng 

(2001) cite that many governments impose tariff and non-tariff barriers to prevent their 

domestic firms from falling in competition with unfair competitive products and prices 

from other countries. Some forms of attitudes of respective governments can be 
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supportive or non-supportive of attracting foreign exports. 

 

 Leonidou (2004) explains that government barriers are not only levied on foreign 

firms in forms of tariff or non-tariff barriers but also by imposing restrictive policies on 

local firms which have tie-ups with foreign parties. The extent to which the government 

policies are flexible and encouraging can have great impacts on export performances 

(Keegan, 1984). Other challenges coming from governmental side include export 

funding, widened tax bases and implementation of trading practices which can motivate 

both imports and exports. Governmental barriers are identified of arising from both lack 

of government support and lack of government rules and regulations on exporting of 

all goods and services. 

 

Ortiz and Ortiz (2010), they developed four groups of exporting barriers based on 

existing literature. Their study was conducted on Spanish SMEs in four different sectors 

such as the food and agriculture. Consumer goods, capital goods and capital services. 

This study is comprehensive as it has addressed the four major sector in an economy. 

Based on the quantitative analysis conducted on the 479 responses received, it is 

reported that exporting firms face exogenous barriers in international land in many 

forms. Uncertainty in foreign land, local and global competition, lack of government 

support, were the ones which have been consistently challenging the exporting business. 

As for the concern of quoting prices exporting firms has to take into consideration the 

exchange rates. Currency fluctuation rates often influences the pricing strategy of the 

competing firms. Exporters should also look at competitors’ pricing strategies and 

remain compatible with that to attract the customers (Cavusgil, 1993). 

 

As for Mavrogiannis et al (2008) study on the food and beverages exporting firms in 

Greek also studies the impact of exporting barriers on the exporting performances of 

the firms. But the study finds a negative relationship between external export barriers 

and performances as with proactive and innovative approaches the decision-makers, 
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managers and or the entrepreneurs at the exporting firms can bring in alternative 

strategies to overcome external barriers. However, the role of government and the 

support policies laid to facilitate exporting business has huge role to support better 

exporting performances. 

 

Task Barriers: 

One of the studies of Rabino (1980) conducted on major factors like paper works, 

identifying distributors, non-tariff barriers and communicating with host country 

customers were some of the key challenges US SMEs faced. Yet another obstacle 

reported by Peng (2006) is that there was lot of changes in transaction costs for domestic 

and international firms. Likewise, the speed and uncertainty are other unpredictable 

factors. Leonidou (2004), this study identified 39 exporting challenges based on 32 

empirical investigations. It found that failure to meet with the exporting procedures in 

host countries often hampers the exporting activities. 

 

According to Rahman et al (2013) study conducted on Bangladeshi exporting firms 

identified that external barriers are more aroused at home country levels. The study 

emphasizes on Bangladeshi issues like the political instability in the country, complex 

legislation, poor distribution of capital resources and bare minimum levels of 

infrastructure and technology competencies have severe impacts on the performances 

of the exporting firms. The generalizability of this study is however limited as it 

conducted only in one sector of Bangladesh SMEs. 

 

Altun (2017) conducts a study in determining the export performances of SMEs in 

Turkey. The study conducted interviews with almost 20 SMEs and it is found that 

technological and political factors have least impact on the exporting firms in Turkey. 

However, the study also found that the influence of the external factors such as tasks, 

procedural and governmental varied depending on the host country. 
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A very little emphasis on role of local networks and its support extended to SMEs 

(Manolova et al, 2010); and in specific SMEs from emerging economies (Nowinski and 

Rialp, 2013) is made. Exporting SMEs ability to create good local networks can be a 

potential asset. Such networks supplement the exporting activities in local country with 

internal resources. Simultaneously, local contacts can also help in overcoming 

uncertainties and ambiguities. Hence exporting firms with good local contacts can 

enjoy higher benefits (Wright et al, 2007). 

 

Economic Barriers: 

External barriers which the exporting firms are confronted with. The external barriers 

comprise of challenges to enter into international markets, hence tariff and non-tariff 

barriers, fluctuations, changes in foreign currency rates, government policies, foreign 

country competitiveness, unanticipated customer needs etc (Leonodou, 2005). As in the 

operational barriers include the transportation, warehouses and storage, local market 

tax rates and infrastructure, customs clearances etc. (Kedia et al, 1986 cited in Yang et 

al, 1992). Some of the major barriers identified included foreign currency rate 

fluctuations, taxation policies on the import and export of goods, etc. Export firms are 

prone to many restrictions on different product ranges. This is one of the essential 

barriers on exporting highlighted by studies (Altun 2017; Leonidou, 2007). 

 

Yet another major contribution to the field is made by Ortiz and Ortiz (2010), they 

developed four groups of exporting barriers based on existing literature. Their study 

was conducted on Spanish SMEs in four different sectors such as the food and 

agriculture. Consumer goods, capital goods and capital services. This study is 

comprehensive as it has addressed the four major sector in an economy. Based on the 

quantitative analysis conducted on the 479 responses received, it is reported that 

exporting firms face exogenous barriers in international land in many forms. 

Uncertainty in foreign land, local and global competition, lack of government support, 

exchange rates fluctuations were the ones which have been consistently challenging the 
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exporting business. As for the concern of quoting prices exporting firms has to take into 

consideration the exchange rates. Currency fluctuation rates often influences the pricing 

strategy of the competing firms. Exporters should also look at competitors’ pricing 

strategies and remain compatible with that to attract the customers (Cavusgil, 1993). 

Tariff and non-tariff barriers, tax and currency fluctuation challenges are given as key 

external barriers out of total 15 in Leonidou (2004). 

 

Another relevant report of UN-DESA (2012) studies the impact of economic recession 

on the imports in Europe from Asian economies. It is reported that the economic growth 

and the export demand of EU was significantly reduced post the economic recession of 

2007-08. In the year 2012 EU observed an overall decline in imports from Asian 

economies up to 20%. 

 

The study of Koksal and Kettaneh (2011) observed that only through good performance 

an exporting firm can create a reputed brand in the host country. Such brand enhances 

the company visibility which is indeed important for its development. Hence the firm 

performances can have influence on the exporting firms. Further their study also 

confirms that high tariff and trade costs in host countries also have indirect implications 

on the performances of exporting firms. 

 

Political – Legal Barriers: 

Likewise, Okpara and Kounbiadis (2010) study conducted on developing economies 

found that corruption and poor political stability in both host and home country 

environments can have significant influence on the exporting performances. This study 

has made a comprehensive analysis in identifying that exogenous exporting barriers 

have differing impacts in different stage of internationalization especially on SMEs. 

The most cited work with regards to this is Leonidou (2004), this study identified 39 

exporting challenges based on 32 empirical investigations. There were 15 external 

barriers challenging the internationalization of SMEs in particular. Some of the 
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challenges emphasized in this study included the legal and documentation knowledge 

of the exporting business nature. 

 

Political instability, economic conditions, legal and taxation are macro-environmental 

and hence unpredictable. This makes it difficult for the firms to prevent the impacts of 

political and economic factors on their exporting activities (Biswas et al, 2017). Factors 

like political instability and international competitiveness of the importing factors have 

very high impact on the exporting performance of the firm (Djebarni and Al-Hyari 

(2010). Altun (2017) however argues that political factors have least impact on the 

exporting firms. Leonidou (2007) political instabilities within regions such as cold war, 

protests and rebellions are potentially harmful to disturb the normal course of business. 

These factors constitute to severe impacts on both domestic and international business 

dealing with those countries. 

 

It is evident in the study of Baldauf et al (2006) that many developing economies like 

India and China are often attracting imports from other countries by creating favorable 

conditions. This can be wither creating new markets or promote tax advantages etc. 

This clearly indicates that political attractiveness of a host country is positively 

associated with the exporting performance of the firms. 

 

Djebarni and Al-Hyari (2010) conducted an analysis of the exporting barriers on the 

exporting performances of export SMEs in Jordan. Factors like political instability and 

international competitiveness of the importing factors have very high impact on the 

exporting performance of the firm. This study found a positive relationship between the 

lengths of time since the firm has been in business and its performance. It was found 

that with experience the performance of the firm was elevated. But the factors like the 

number of employees their experiences and tenure with the firm had least significance 

with the export performances. 
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Altun (2017) conducts a study in determining the export performances of SMEs in 

Turkey. The study conducted interviews with almost 20 SMEs and it is found that 

technological and political factors have least impact on the exporting firms in Turkey. 

 

Socio cultural Barriers: 

Karkaya (1993) sums up on 14 exporting barriers which are quite similar to Leonidou 

(2005), this include, language and cultural barriers, challenging distribution, customer 

switching costs, ability of exporter products to be adapted. The most cited work with 

regards to this is Leonidou (2004), this study identified 39 exporting challenges based 

on 32 empirical investigations. There were 15 external barriers challenging the 

internationalization of SMEs in particular. Some of the challenges emphasized in this 

study included poor ability to communicate with the overseas customers, language 

issues and poor understanding of culture. Although many of these barriers are identified 

in other studies also such as (Koksal et al, 2011; Mpingajira et al, 2011; Knell et al, 

2011; Altins et al, 2017); Okpara et al, 2010); yet one thing that can be pointed out here 

is that Leonidou (2004) work was conducted in period where technology development 

was in infancy. As in current time’s technology and internet revolution has proliferated 

to an extent that identifying the local conditions, cultures, customer preferences and 

language knowledge in host country is much more feasible. Further from a cultural 

point of view, cultures are converged to an extent that embracing imported goods is 

highly encouraged. However, it can also be stated that although technology extends 

maximum support to overcome language, cultural and competitive barriers, most of 

them are social factors. 

 

According to Singh (2009) exporting firms which had low risk market orientation but 

high risk outsourcing also excelled in their performances. This implied that if an export 

firm complemented with their outsourcing strategy then firm can enhance their business 

performances by managing risk and threat from their environment and better utilization 

of available opportunities. 
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Altun (2017) conducts a study in determining the export performances of SMEs in 

Turkey. The study conducted interviews with almost 20 SMEs and it is found that the 

managerial competencies which triggered higher performance towards exporting to 

Gulf countries were less effective when the exports were made to the EU countries. 

This signify that the extent to which export barriers are influential depends on the host 

country of the exporting firm as well. Smaller sample size to analyze exporting barriers 

for both exporters to Gulf and EU is one of the limitations challenging the reliability of 

this study.  

 

With regards to external barriers, Czinkota et al (2009) state that exporting firms often 

face challenges in host country markets from discriminatory legal requirements as laid 

in the host country; political biases, social and cultural biases, poor distribution 

channels and lack of aid extended from local businesses and governments in general. 

On the other side, Yang et al (1992) opine external barriers arising mainly from tariff 

and non-tariff barriers, the fluctuations varying between the exchange currency rates, 

local competition, governmental policies, standardizes local business practices and 

differences in products and consumer standards in foreign markets.  

 

A very little emphasis on role of local networks and its support extended to SMEs 

(Manolova et al, 2010); and in specific SMEs from emerging economies (Nowinski and 

Rialp, 2013) is made. Exporting SMEs ability to create good local networks can be a 

potential asset. Such networks supplement the exporting activities in local country with 

internal resources. Simultaneously, local contacts can also help in overcoming 

uncertainties and ambiguities. Hence exporting firms with good local contacts can 

enjoy higher benefits (Wright et al, 2007). Despite scarce empirical evidence on this, it 

is identified that exporting firms which maintain good relationships in local business 

networks have access to foreign knowledge thus enjoying benefits of better 

understanding of conducting business internationally (Felzensztein et al, 2015; He and 



 

152 

 

PUBLIC / CYHOEDDUS 

Wei, 2013).  According to Monolova et al (2010) being part of local network can 

benefit firms from seeking visibility in host country and accessibility to host country 

markets and stakeholders. Firms with stable local relations are given to enjoy better 

quality inputs than firms that are naïve on this (Boehe, 2013).  The study of Ibeh (2012) 

also finds that formal and informal relationships developed in host country can support 

internationalization in Africa. Such relationships maintained locally are also cited of 

influencing exporting performances (Haddoud et al, 2017; Ural, 2009). The study of 

Haddoud et al (2017) conducted on exporting in UK reported that SMEs with effective 

local collaborations were more successful in exporting than SMEs who lacked such 

networked relationships; and the influence of local networks and relationships on 

export performance and intensity is also given to be significant (Ling-Yee, 2004).  

 

It is undoubted that international businesses are always vulnerable to uncertainties. 

Such uncertainties relevant to exporting are easily overcome when exporters are able 

to share and exchange strategic information about international markets (Ural, 2009). 

This implies that having local contacts are means to cross-cultural knowledge (Kim and 

Hemmert, 2016). 

 

The role of local market collaboration in increasing export performances and 

facilitation internationalization process is supported in different regions such as in 

Africa and Morocco (Fafchamps et al, 2008); Nigeria (Ibeh, 2001); Ethiopia (Belwal 

and Chala, 2008) and Uganda (Bakunda, 2004). 

 

Based on the above discussions the following hypotheses are developed. 

 

H2a: There is a negative relationship between procedural barriers and exporting 

performance. 

H2b: There is a negative relationship between governmental barriers and exporting 

performance. 
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H2c: There is a negative relationship between task barriers and exporting performance. 

H2d: There is a negative relationship between economic barriers and exporting 

performance. 

H2e: There is a negative relationship between political- legal barriers and exporting 

performance. 

H2f: There is a negative relationship between sociocultural barriers and exporting 

performance. 

 

3.2.3 Market Orientation and Export Performance 

H3: There is a positive relationship between Market-Orientation and exporting 

performance 

Market orientation of the firms has been in the discussion in literature since 1990s. One 

of the earliest researches in this field was Narver and Slater (1990) which examined 

that the organizational profitability was hugely influenced by the market orientation of 

the firm.  Despite the notion being an old one, its references are still cited in strategic 

focus. In the area of market orientation, the study of Narver and Slater (1990) is widely 

acknowledged, where in it is observed of positively inducing innovativeness, change 

management, and other moderating factors (Carpenter, 2017). 

 

Market orientation has been hugely debated in marketing field (Aldas Manzano et al, 

2005). It is however, in basic terms assumed as the group of activities, behaviors or 

strategies that firms deploy to create superior value for the customers (Kohli and 

Jawarowsky, 199). While for Narver and slater (1990) market orientation is 

encompassed of customer orientation, inter-organizational skills and competency 

orientation and the organizational behavior or response to the external demands. 

Although these two schools of thoughts are different, they are yet complimenting to 

each other as they together incorporate various important considerations which 

organizations have to be considerate of in order to succeed.  
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According to Grienstein (2008) both the models of Kohli and Jawarowski (1990) and 

Narver and Slater (1990) serves the basis for almost all the studies conducted in the 

field of market orientation. Lewerick et al (2011) cites the important role of information 

in current business landscape. According to Lewerick et al (2011) although market 

orientation is more about competitiveness and superior value creation for the customers, 

but its approach is largely to gather all information and disseminate them through the 

firm in such a way that the entire process is geared towards enhancing organizational 

commitment and coordination. This supports the view of Gatingon and Xuereb (1997) 

that market orientation complements the organizational strategic perspective.  

 

Market orientation has gained momentum as it overcomes the limitations of marketing. 

It is more practical in approach. According to (Narver et al, 2004) marketing orientation 

of a firm concerns with identifying and understanding needs and demand patterns of 

both current and future customers. And for (Kue Na et al, 2017) marketing orientation 

is strategic focus of firm in terms of how effectively can it exploit its resources and 

competencies midst the prevalent opportunities and threats in the market. On the other 

side (Jeong, 2017) state that market orientation is a tendency of a firm’s responsiveness 

to the demands of the markets, however in a way which competitors fails to do. This 

implies that market orientation is profitability and efforts to sustain competitive 

advantage of the firms. 

 

For Kohli and Jawarowsky (1990) market orientation cannot be limited to customer 

perspectives (NArver and Slater, 1990) but it is subject to action from the whole 

organization perspective. This means the organizational responsiveness to market 

information. Market orientation from this perspective is hence the acquisition of the all 

information relevant to markets and customers and the way it is diffused across 

organization to be effectively responsive. From this it can be inferred that market 

orientation is a key concern not only in marketing field but also at the strategic 
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organization fields. Yang and Chung (2006) market orientation has a positive influence 

on a firms’ performance as it influences the strategic orientation of the firm. It also 

enables firm’s ability to improvise relations with its stakeholders and more importantly 

retain its customers.  

For the study of Conduit and Mavondo (2005) market orientation can be achieved only 

when there is strong link between various internal resources and strategies of the firm. 

By this it is explained that in order to be responsive to market demands, a firm should 

have management support, efficient commitment from its employees and integration 

between resources and competencies. Precisely, leadership at a firm should be efficient 

to ensure that the above core synergies are produced, then only organizational 

responsiveness to its external market demands can be met.  

 

But it can also be stated that improvements within an organization is further worked 

upon as its market orientation gets higher (Park and Lee, 2002) so a firm’s competitive 

strategies and innovativeness are more important for it to remain proactive to its market 

demands. Additionally, it is also observed that firms intending to achieve higher market 

orientation should focus on improving quality of their product, services and customer 

support along with technical and managerial innovations (Tellis et al, 2009). 

 

Market orientation has been the foundation and central focus of marketing function 

(Gebdhart et al, 2006). But Hult et al (2005) argue that although the importance of 

market orientation and performance has been studied for their significance, but yet how 

market orientation influences the performances of the firm directly has been a 

consistently debated concern (Hult et al, 2005). Globalization has indeed made 

international trade a challenge. There is need for the firms to remain quick and 

responsive to increasing demands of the markets. Hence the study in the field of market 

orientation in the context of international trade and exporting have gained a lot of 

attention (Murray et al, 2007). One of the critical functions for the success of exporting 

firms and determinants of its performances is by assessing how well it has been 



 

156 

 

PUBLIC / CYHOEDDUS 

developing and marketing the products, goods and or services in a way that satisfy 

market needs (Kirca et al, 2005). And for Murray et al (2007) market orientation cannot 

enhance the exporting firm performances by simply developing products and services 

that meet market needs but it is important that such products and services are unique 

and value adding in such a way that competitors fail to do.  

 

Previous studies conducted research in relevance to market orientation in response to 

firm performance and established significance in relationship between the two, 

however such study was conducted on domestic firms (Cadorgan and cui, 2004). It is 

also observed that the empirical research signifying relation between market orientation 

and its impact on performances of international firms or organizations operating across 

different contexts is also minimal (Grientein, 2008). 

 

However, studies like Julian (2010); Singh (2009) have recently shown interest in 

studying the performances of internationally operating firm in context of their 

orientation to the markets. But from Julian (2014) it can be ascertained that strong 

empirical evidence signifying conclusive relationship between marketing orientation 

and exporting firm performances. 

 

According to Narver and slater (1990) market orientation is that aspect of organization 

culture which place high emphasis on the company’s efforts to add value to its 

customers. Raccela et al (2007) although argue that organization culture is a wide 

construct including various dimensions of the organization such as employees, and 

other stakeholders as well.  Furthermore, market orientation is more about 

implementing marketing concept in context of customers and not the identification of 

cultural aspect of the market orientation itself. 

 

Recalling Narver and Slater (1990) notion of marketing orientation where in customer 

orientation is the primary dimension. It is different from competitor orientation. Hence 
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analysing customer orientation with export firm performances and competitor 

orientation distinctly would be clearer. Julian (2017) cites that studying consumer 

orientation and competitor orientation distinctly will also help in developing a clearer 

analysis of how each construct influences the export performance, and the impact of 

which is higher. 

 

The study of Singh (2009) observes that despite market orientation being an important 

indicator of the performance of exporting, yet the empirical evidence studying impact 

of each construct of the market orientation with export performance is limited.  

 

Customer Orientation and Exporting Performance 

According to Narver and slater (1990) market orientation is that aspect of organization 

culture which place high emphasis on the company’s efforts to add value to its 

customers. Raccela et al (2007) although argue that organization culture is a wide 

construct including various dimensions of the organization such as employees, and 

other stakeholders as well. Furthermore, market orientation is more about implementing 

marketing concept in context of customers and not the identification of cultural aspect 

of the market orientation itself. 

 

The study of Singh (2009) observes that despite market orientation being an important 

indicator of the performance of exporting, yet the empirical evidence studying impact 

of each construct of the market orientation with export performance is limited. 

 

Customer orientation is referred to the extent to which organization understands its 

customers and add value to satisfy their needs and demand (Jwarowsky and Kohli, 

1990). This also implies that if a firm is customer-oriented and then it will be better off 

to develop products, services and business approaches which will satisfy their 

customers. 
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The study of Akyol and Akehurst (2003) conducted on Turkish textile export firms 

identified that firms that were high on market intelligence had better customer 

satisfaction rates. The study observed customer orientation is any firm is the firms’ 

responsiveness to customer needs and wants. It is also about how effective customer 

service is rendered and how value is added to the customers (Kohli and Jwaorowski, 

1991). Export market intelligence here is referred to a firms’ ability to gather 

information about its customers, then disseminate such information to be effectively 

responsive to the customers. 

 

Singh and Mahmood (2013) examine the relations between export firm market 

orientation and performances by examining 201 SME manufacturing exporting firms. 

Their findings revealed that when managers and owner of such exporting firms engaged 

in market relevant activities. This included putting efforts to know more about the 

customer needs and preferences along with analysis of the factors that influences such 

needs. The efficiency with which these firms disseminated, that it, shared the 

information about their customers current and future needs and engaged them into their 

action of responses enabled the firms to achieve perform better in terms of increased 

sales.  

 

Cadogen et al (2009) opine that it is imperative for export firms to generate information 

about the needs and preferences of their customers. It is not only important for customer 

retention but to attract potential customers as well. Miocevic and Crnjak Karanovic 

(2012) however argue that understanding customers is important to facilitate better 

export performances not only by satisfying the customers but by also ensuring that firm 

is quick and responsive to such needs when competitors fail to. This imply that 

customer orientation and competitor orientation are complimentary constructs.  

 

Dodd (2005) claims that firms’ high focus on customer orientation is often cost-bearing. 

By paying too much attention to customer preferences, exporting firms often end up 
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engaging in those production lines in which they are not engaged. This can often lead 

to unnecessary operational expenses. Further to Lindsay and Shoham (2006) the export 

performance of firm is often influenced by the quality of their offering regardless it 

caters to market demands or no. Exports are made to bring in new products and services 

which are unavailable in home country. Hence no direct relationship is confirmed 

between firms’ customer orientation and performances in Lindsay and Shoham (2006). 

 

Customer Orientation is often recognized as a huge driver of performance (Venkatesan 

and Leone, 2011; Narver and Slater, 1994; Zhou et al, 2007) However for Rose and 

Shoham (2002) direct relationship between customer orientation and exporting 

performance is still inconclusive. For instance, Solber and Olsson (2010) reported a 

negative relationship between the two variables and it was reported that there is still 

need to investigate the mechanisms which will mediate the relationship between 

customer orientation and exporting performances. Besides Racela et al (2007) opine 

that customer orientation is very powerful in building relationships with the customers, 

working on their trust and satisfying customers. Hence using customer orientation as a 

construct to improve exporting performance at whole cannot be generalized (Cross et 

al, 2007).  

 

Based on these analyses the following hypothesis is developed: 

 

H3a: There is a positive relationship between Customer Orientation and exporting 

performance. 

 

Competitor Orientation and Exporting Performance 

According to Narver and Slater (1990) model of market orientation, competitor 

orientation is an equally important dimension similar to the customer orientation 

(Racela et al, 2007). According to Souchon et al (2012) it is important for firms 

operating in international context to develop capabilities which can help them driver 
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their market position. This implies that the need for firms to be competitor oriented is 

important for sustaining a good position in the markets. And not undermining the fact 

that complexities encountered by exporting firms are high when compared to domestic 

firm due to challenges from governmental, economic and technological factors 

(Katsikeas et al, 2000). For codogen et al (2003) market factors like changing consumer 

needs or changing moves of the competitors are also important factors to be considered 

when challenges confronting exporting firms are studied. 

 

The study of Olabode et al (2018) conducted on Nigerian SME firms highlights the 

need for organizations to remain alert on their competitors move. This not only 

increases the learning capability of the firm but also enhances their performances in the 

long run. This study does not aim at investigating the moderating impacts or 

relationships between export firms and their performances it was rather to analyze how 

learning capabilities of the firms are influenced by the environment in which they 

operate. It however gives clear examples that competitors do have an impact on 

exporting firms’ performances.  

 

Mohsenzadeh and Ahmadian (2016) conducts study on Iranian exporting firms to assess 

the role of competitive strategies on export firm competencies and performances. Again, 

a direct impact of competitors on firm performances is not major focus of this study, 

the major findings of this study however mediates that having competitive strategies 

can enable exporting firms to increase their production capability. The study also 

correlates with Olabode et al (2018) where in having competitive strategies influences 

the learning capabilities of the firm to a great extent. But the study of Mohsenzadeh and 

Ahmadian (2016) do not emphasize on direct relationship between exporting firm 

competitor orientation with its performance. Since this study adopts structural equation 

modeling is highly valid and fits the purpose of the study. 

 

Zhou et al (2007) is yet another comprehensive study indicating the importance of 
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competitor orientation on the performance of a firm. However, this study is not made 

on the export sector but it is conducted on global hotel sector. The sample firms of this 

study were hotels operating in international context. The study gives a meaningful result 

where in the impact of environment in which business operates is clearly indicative. 

For instance, the study outcomes reveal that a firm’s customer orientation has 

significant impact on its performance when firm operates in an economically developed 

market. Performance of the firm is also benefited from a good customer orientation 

when resources are available in abundance and when the demands of the markets is 

high.  

 

On the contrary competitor orientation of the firm have high significance on 

performances of those firms where markets are economically developing, where in the 

resources are scarce and demand is poor. One limitation of this study is that it can be 

generalized in a service sector more when compared to manufacturing or other sector. 

Another limitation of this study is that the study was developed only on the basis of 

managerial perceptions of the sample organizations. Important measures of analysis 

such as customer experiences, financial reports, and industry analysis were all not 

considered. 

  

Based on these analyses the following hypothesis is developed: 

 

H3b: There is a positive relationship between Competitor Orientation and exporting 

performance. 

3.2.4 Paternalistic leadership and exporting performances 

H4: There is a positive relationship between paternalistic leadership and exporting 

performance 

Organizational performances are greatly influenced by their leadership approach (Yukl, 

2009). For instance, the paternalistic leadership (PL) behaviors influence organizational 
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performance as a whole as it enables the receptivity of the employee feedback (Hawass, 

2017). Employees’ role in any organization is crucial and in order to get good 

performance out of them, a proper approach to lead and manage them is required. 

Taking for instance, London and Smither (2002) proposed theoretical framework which 

indicates that through effective coaching and positive leadership behaviors, a positive 

image of organizational norms can be developed in the minds of employees, which in 

turn leads to strong performances. However, there is significant gap in the literature in 

this field as they are limited empirical studies proposing the same (Braddy et al, 2013). 

Zheng et al (2015) however opines that mere exhibiting of a positive leadership 

approach will not generate performances instead leaders should create a work place 

which nurtures employee well-being. This will also secure their confidence and trust in 

both their work and the leaders, hence a positive work environment is closely associated 

to positive employee performance. 

 

Erkutlu and Chafra (2016) also validates that good feedback mechanisms and good state 

of work is essential to increase employee performances and a good leadership style 

ensures to produce it. And for Rasheed et al (2015) leadership in any firm can directly 

influence performances by implementing necessary feedback systems. It is through 

feedback that employees are made to realize that they are valued and their performances 

are considered as a contributor to overall organizational productivity. Hence through 

feedback learning mechanisms are developed which directly lead to better performance 

outcomes. And for Braddy et al (2013) leaders’ role is not limited to any one aspect of 

their subordinate and organizational performances, but the overall responsibility of 

creating better outcomes vest on the leaders. 

 

Pellegrini and Scandura (2008) confirms on three important dimensions of paternalistic 

leadership (PL) such as the authoritarian, benevolence and morality. A number of 

studies have validated the influence of these dimensions on workers’ performances in 

Chinese context. For instance, Chan (2014) conducted a study on Chinese organization 
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where in the authoritarian leadership approach influenced the responsive rate of the 

subordinates. And a direct significance was also found between the obedience and 

compliance of the employees towards their leaders through an authoritarian and moral 

leadership values. Although this a comprehensive study, but it can also be stated that 

the way leadership create impact on subordinated also is dependent on the culture and 

value system of a region. For instance, Chinese value and cultural norms are highly 

complex yet sophisticated when it comes to managing relationship (Hang et al, 2017).  

 

Secondly the culture is high on power distance (Hofstede, 2011). Hence similar impacts 

of the PL dimensions on the subordinates across cultures which are less bound to 

relationship will be more effective in studying the influences of such dimensions. 

Cheng et al (2000) also identify that PL is not only limited to the idealistic values and 

individualized considerations but also demonstrate highest personal values. Here 

leaders are referred to act as role models and mentors for the subordinates. Pellegrini 

and Scandura (2008) however argue that all the three dimensions are not inter-

connected as authoritarianism is negatively associated with employee responsiveness. 

 

Chen et al (2014) highlights on the importance of social exchange relationships that is 

enabled through PL style. PL can be defined as a social exchange relation between the 

leaders and performances of those followers who follow or not follow the leaders. A 

number of studies prove that PL establishes reciprocal relations with subordinates (Wu 

et al, 2012; Fahr and Cheng, 2000).  

 

Organizational performances are induced through this reciprocated relation stemming 

out from the PL. Employees are in better interaction with the leaders, colleagues and 

other peers which results in better coordination and performances (Masterson et al 2000 

cited in Lee et al, 2012). Wang et al (2012) however argue that much of the PL is studied 

in Asian context. Hence it is indicative that the reciprocal relationships, social exchange 

and PL approach are widely popular in high power distance cultures.  
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On the other side, PL impacts on knowledge sharing is also highlighted in many studies 

(Knights, 2002; Zacharia et al, 2012; Bock et al, 2005). Wang and Noe (2012) and Bock 

et al (2005) observes a direct and significant relationship between knowledge sharing 

capabilities of firms with their performances. It is explained that knowledge sharing can 

enable employees to generate or innovate new ideas. It is also stated that when all team 

members of a group exploits similar knowledge then the performance of such team 

work can be high (Choi et al, 2016), although there is no validated empirical illustration 

suggesting the same is made , yet it is observed that if employees are more familiar to 

the task at hand and if they are provided with sufficient coordinated efforts from the 

peers and support from leaders then the performance levels of such teams can be 

anticipated to be high (Zacharia, 2011). 

 

Zhang et al (2015) explains PL as an approach that incorporates interaction and fusion 

of both positive and negative aspects between both hard and soft aspects of 

organizational resources. It is a leadership approach which integrates discipline and an 

authority of fatherly benevolence. By this the theory explains the leaders concerns over 

his or her subordinate’s happiness, concerns, formal behaviors, discipline and guidance 

towards the right and the wrong (Farh et al, 2006).  

 

While a few concerns were raised that PL stems from Chinese Confucian values and 

hence is more popular in high power distance cultures (Chen et al, 2014); Pellegrini et 

al (2010) observe high prevalence of PL in emerging Asian economies, Middle- Eastern 

and Latin American cultures with high potential for business operating in international 

context. Manusr et al (2017) cites that PL is not a universal or a homogeneously 

endorsed pattern, rather PL exhibits different patterns which generate dimensions 

across different cultures. However, there is no empirical analysis claim supporting this 

argument.  
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Paternalism is a managerial personal interest in the wellbeing and performances of its 

employees. It is about the support rendered by the managers to enable employees 

achieve their personal and professional goals (Fikert et al, 2001) Pellegrini and 

Scandura (2006) state PL as an approach to generate reciprocity from the employees. 

For instance, leaders nurture and develop their subordinates with care, concern and 

discipline and in return employees show respect and obedience to the leaders.  

 

The study of Yuzbasioglu and Dogan (2018) conducted on tourism industry from 

randomly selected hotel enterprises in Antalya. The study developed on the ground that 

human resources play a very significant role in service-based sectors. It is found that 

PL has a significant relation with the organizational commitment of the employees. The 

moral leadership and benevolent leadership dimension of the PL influences employees 

to the extent that their commitment levels with the organization are enhanced, this leads 

organizations having higher and skilled labour force eventually leading to better 

performances at organizational level. But the only drawback of the study is that 

explored PL relationship only with commitment and not overall performances. 

 

But for Allen and Meyer (1990) organizational commitment is a psychological state of 

any employee which affects their decisions and performances at an organization. So, 

by this, if an employee commitment is high then they will contribute to organization 

positively by giving high performances. But it should also be considered that the 

existence of employee commitment will add up to better performances only if relevant 

leadership practices are in place (Lio et al, 2009).   

 

The role of leadership is highly emphasized in various organizational contexts such as 

commitments, and performances (Yilmaz, 2012, Bass and Avolio, 1994). Arshad and 

Rasli (2013) validates that the performance levels of an organizations vary in 

accordance to the leadership approach taken by the leaders. Chong (2013) conducted a 

study on one specific department in Chinese hospitals to analyze the team performances. 
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It is found that benevolence and moral leadership dimensions have high impacts on 

team performances when compared to authoritarian leadership. But for Svensson and 

Wood (2006) cites that leadership tends to entail either null or minimal impacts on 

organizational performances, although there is limited empirical evidence supporting 

this claim. 

 

Pellegrini and Scandura (2008) cites House et al (2004) that defining leadership in one 

universally accepted definition is difficult. Paternalism extends from Redding et al 

(1994) opposing the Webers’ authoritarian view and explained leaders or managers as 

providers of support, well-being, protection and concern for the subordinates. Although 

the benevolence aspect of PL is undermined in western culture (Pearce, 2005; 

Northouse, 1997); yet PL as a combination of concern and considerateness is identified 

of influencing employee and firm performances strongly (Chen et al, 2001). 

 

Paternalism can be understood of an approach which owes concern and responsibility 

towards the employees. The authoritarian nature of a PL often concerns strictness, 

centralization and demand strict obedience from the subordinates. Bettin and Kennedy 

(1990) opine that leadership trait like taking authority and control comes with 

experiential learning and experiences of the leaders. The study conducted on 84 US 

army officials validated that leadership experiences is built over years. The relevance 

of a leader’s experiences builds over time have high influence on their performance to 

take over command over the subordinates. 

 

Based on the above claims different perspectives on leadership impacts on 

organizational performances are derived. This leads in developing the following 

hypothesis which obviously opine that PL has a significant impact on the performances 

of an exporting firm performance. Here the relationship between PL and performance 

is assessed.  
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Benevolent Leadership and Exporting Performances: 

Farh et al (2010) emphasizes on the benevolence dimension of the paternalistic leaders. 

Tushman and O’Reilley (1996) identified that one of the key drivers of performances 

at various levels in an organization is the leaders and their behaviors. For Lawal (2011) 

leadership is a process or an influence exerted on influencing others to work towards 

particular goal or goals. Leadership is defined as ‘process of influencing employees to 

direct their efforts towards achievement of goals’. And for Koontz et al (2014) 

‘leadership is simple art of influencing people so that they will strive to achieve group 

goals. However, from both the definitions goals are either random or group. However, 

it would be more precise to state that leaders exert influence towards attainment of 

organizational goals which may or may not be merged with individual goals.  

 

In this regard Ubeku (2013) leadership is more of motivating employees to work in 

accordance to specific goals and objectives. Much of the leadership literature 

emphasizes on leader’s role to exert influence, motivate employee through 

communication and persuade them towards elevating organizational performances 

(Adebakin et al2014; Tannenbaum et al, 2000).  

 

The study of Point and Hall (2005) leadership development as an experience is 

influenced by changes in the processes which leaders adopt frequently and the 

knowledge and skill sets of leaders that start at a infancy level and progress to expert 

level as leaders grow and develop (Ericson and Charness, 1994).  

 

Argryis and Schon (1996) emphasizes that the experience of the managers or leaders 

are critical key to better functions of leaders in organization. But for Zakay and 

Scheinfield (1993) the developmental stages of leader’s abilities are influenced by their 

earlier abilities to perform tasks actively, motivate people, settle in teams and creating 

their own self-identity are key factors.  
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Skinner (1989) reports that behaviors are guided by past results. If a behavior is 

rewarded or punished in the past then the chances for such behavior to receive a positive 

or negative reinforcement is high.  

 

Leadership aspect such as self-efficacy is one such quality which develops over time 

and experience. A leaders’ benevolence aspect emphasizes on the need for subordinates 

to be made felt of self-efficacy. A leader can develop such ability only through past 

experiences. Avolio (2005) also opine that be in a social or an organizational context, 

leaders are perceived to strengthen individuals own belief in his ability as a leader. The 

role of leader as developed through experience is proven in Hall et al (2004) through a 

longitudinal study where in cadets with good experiences in leadership from school 

levels achieved better performances as leaders.  

 

Earlier research Bass (1990) cites that leadership styles are very important variables to 

organizational effectiveness. Wu (2014) examines a direct link between operational 

effectiveness and leadership. It is stated that with an effective leadership competency 

firm performance can be improvised, because leaders have potential to influence 

employee performances. And for Yitshaki (2012) growth and sustainability of a firm 

are nurtured through efficient leadership. Study conducted by Dubrin (2010) derived 

findings that when employees face an uncertain situation or a complex task, charismatic 

leadership can help employees perform better because leaders tend to visualise the 

future and articulate them into employee vision so that employees get clear references 

in terms of what is expected out of them. However, study do not provide any parameters 

on measuring such performances.  

 

Any organization survives with a primary objective of sustaining and attaining profits. 

Arslan and Staub (2013) state that survival in intensely competitive markets is difficult 

and these leaves organizations with no other choice but to focus on their high 

performances. Clearly, the role of leadership for achieving high-end performances is 
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very critical (Peterson et al, 2003).  

 

As Chen et al (2014) refer that different leaders approach have different impact on the 

way organization performs. But for LaRue et al (2006) leaders have to be tactful in 

deciding the approach they take considering the situations and contexts of the 

organizational needs. Drucker (2007) opine that organizational performance is a vast 

concept and it require lot of cooperation from the employees. For instance, employee 

performances, employee engagement and employee commitment all add equal weights 

to overall organizational performances.  

 

Measuring performances and what constitute to an organizational performance is often 

a challenge to validate. Chen et al (2006) cites that organizational performance can be 

measure in terms of how effectively the organizational inputs or resources are 

transformed into outcomes. However, such transformation considers the efficiency, the 

effectiveness, cost and quality as well. But for Scott and Davies (2015) anything 

indicating towards an improvement can be a performance measure as such there is no 

universally acceptable agreement or standard available in literature which can be used 

as a measure to assess organizational performances. In the simplest terms organizational 

performance is the ability of an organization to achieve its goals within stated 

parameters (DeClerk, 2008).  

 

PL style is often referred to as leaders with high emphasis on goals with paternal love 

and care. One of the features encompassing paternalistic leadership style is the 

benevolence. Benevolence is described as the leaders care and nurture for the followers. 

It has more concerns for the employees (Lee et al, 2017).  

 

For Farh and Cheng (2000) benevolence is more concerned of family needs and well-

being, however this is not very much emphasized in other studies. Cheng et al (2000) 

in turn refers to leaders’ concerns raised over those issues which prevent employees 
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from performing at their best levels. This could be personal and professional concerns. 

Leaders then make every effort to enable employees come out of this, thus generating 

a reciprocity from the employees. Tohirovich et al (2016) observes that benevolence 

nature of leaders creates a sense of gratitude and obligation to reciprocate in a manner 

which provokes better performances from the employees. Li et al (2012) opine that 

benevolence behavior of the leaders induce optimistic, a positive employee attitude and 

behavior.  

 

Different features are associated with benevolence. Ghosh (2015) claims benevolence 

as a philosophy referring to natural human tendency of displaying potential goodness, 

love, care and charity. Benevolence is not to guide or lead but it is more oriented 

towards serving and creating a sense of well-being, fairness and justice for all (Rianse, 

2012).  

 

Echolas and Shadily (2010) state benevolent leadership as simple as ‘wise leadership’.  

Benevolence aspect of leadership is referred to with the Confucius values of Chinese 

culture which is more about teaching care and welfare for subordinates. And for Wang 

and Cheng (2010) benevolent leaders display features like authenticity, dignity, good 

intentions and justice.  

 

Karkas and Sarigollu (2012) states that benevolent leadership compose of four 

dimensions such as spirituality, engagement, sensitive and responsiveness. With its 

compassionate nature, these leaders ensure that they seek effective commitment from 

the followers. Tan et al (2016) study benevolent leadership (BL) in the context of social 

exchange theory. BL is mediating in higher organizational performances through 

employee commitments.  

 

The effects of BL are studied in developing effective workforce in Chinese context 

(Farh and Cheng, 2000; Goh, 2012). But it can be argued that since the very feature is 
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stemmed from Chinese cultures it is not unusual to examine the influence of this 

leadership style in Chinese firms. The study of Abdullah et al (2010) conducted on 

Malaysian hotel industry observes that through BL employees’ low satisfaction aspects 

were overcome. BL also resulted better relationships between the employers and the 

employees and the overall impacts were positively observed from the hotel employees. 

Furthermore, to Ayupp and Kong (2010) workplace interpersonal relations are highly 

valued in Malaysian context and through BL this can be achieved.  

 

Benevolent leadership is studied vastly in the context of organization commitment, and 

there is very little study signifying relation between BL and organizational performance 

is made.  

 

Based on the above findings the following hypothesis is developed:  

 

H4a: There is a positive relationship between benevolent leadership and exporting 

performance. 

 

Moral Leadership and Exporting Performances: 

The purpose of any organization in modern days is to survive and sustain through 

efficient performances. Hence it would be right to state that one of the essential 

requirements for organizations in current times to remain competitive is to remain 

consistent performances (Wang and Cheng, 2010). From an ethical perspective (Wang 

and Cheng, 2010pp.58) defines leadership as ‘a relationship between those who aspire 

to lead and those who choose to follow and success in leadership is and will continue 

to be a function of how well people work and play together. Despite highlighting on 

important aspect of how well people get along in an organization and leadership being 

an authority taken over it, this definition lacks a serious consensus that leaders is about 

having necessary skills and competence to become leaders and not having just an 

aspiration. For (Zhang et al, 2011) leadership is a trait, a skill, a competence and an 
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ability to behave well and maintain relationships.  

 

The need for innovation in current organizations is also very high. Firms are exposed 

to internal and external sources of innovation (Yun et al, 2016), thus the role of moral 

leaders is very high in innovating with external sources as it rests on the premise of 

unselfishness. (Cheng et al, 2004) defines moral leaders as ‘a leaders’ behavior that 

demonstrates superior personal values, self-discipline and unselfishness’. Moral 

leadership unlike other leadership forms guide the employees to disciplined and 

philanthropic virtues such as integrity, behaviors and not taking advantage over others, 

selflessness etc.  

 

According to the study of (Cheng et al, 2000) moral leadership influences employees’ 

attitude and behavior. However how effectively such influence has an impact on overall 

organizational performance is not validated.  

 

Moral leaders’ build bond with the subordinates. These leaders are easily accepted and 

respected by all people in organization due to their value system. This influence acts as 

a referent power source for leaders. Moral leaders through their superior value systems 

build bond with the employees which is very important to make employees and discuss 

things with the leaders (Farh et al, 2006) 

 

On the other side, moral leaders are known for their integrity; besides the self-interest 

they these leaders focus on the collective good of the team. Moral leaders teach their 

subordinates to place the interest of their teams rather than their own interests (Niu et 

al, 2009). But it can be argued that main authority of any leader is to exert an influence, 

and clearly mention the goals of the organization so that employees are made aware of 

their roles and responsibilities within an organization. However, moral leaders do not 

gain any such special authorities. The treatment of employees by a moral leader 

dimension is more of virtue than of an influence. From this it can also be stated that the 
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leadership impact which is necessary to arouse the interest and sense of urgency among 

the employees, moral leadership often lacks it.  

 

For Dedahnoh, (2018) moral leadership is a decentralized approach. It allows the 

employees with maximum autonomy and freedom to work on their own, this motivates 

employees with self-determination thus encouraging them to perform well. But for 

Avolio et al (1999) it is important that leaders exert pressure on subordinates to generate 

performances.  

 

The importance of feedback mechanism is high when it comes to generating 

performances (Li et al, 2009), through constructive feedback mechanisms, moral 

leaders tend to build employee competencies and self-efficacy. It would be right to 

claim that there is no one specific leadership approach. Leaders are prone to adopt to 

different techniques depending on the contexts and demand of the situation. While 

moral leadership is often seen as a leadership approach where leaders serve the 

employee well-being instead of leading them, it is often referred to as a limited 

approach to leadership. However, for (Avolio et al, 2004) employees when put in to 

work with a leader with high moral values, optimism and integrity, then employees trust 

is secured in such leader. Beyond such mutual trust, employees tend to behave at par 

with the virtues of the leaders. This makes employee feel more comfortable, empower 

them to accomplish the given tasks.  

 

Based on the above findings the following hypothesis is developed.  

 

H4b: There is a positive relationship between Moral leadership and exporting 

performance. 

 

Authoritarian leadership and Exporting Performances: 

PL is often cited as a leadership combination of care, concern and discipline. According 
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to Fan and Cheng (2000), authoritarianism is yet another dimension of PL. By 

authoritarian it is understood that leader exerts strong authority over subordinates. 

Leaders’ extent of control on subordinates and their activities is very high under this 

role. Authoritative leadership is similar to transactional leadership style (Bass and 

Avolio, 1994) where in leader demands high obedience from the subordinate and takes 

control over subordinate activities through rewards and punishment. Although many 

studies (Chan et al, 2014; Wu et al, 2012) state that authoritarian leader approach is not 

very employee- oriented and hence there is a negative relationship between 

authoritarian leadership and firm performances. Authoritative is more about 

establishing discipline within an organization. It sets out on premise of rewarding, 

meeting targets and generating high performances (Farh et al, 2010). Authority is more 

about setting goals and meeting them to improve organizational performances and 

achieve stated goals. And for Katsikeas et al (2012) PL authority is like that of a ‘father’ 

where all major decision vests with the leader and subordinates are bound to follow 

them. 

 

Fang and Cheng (2000, pp.98) demonstrates some of the features of an authoritarian 

leader and possible response it can receive from its followers. Some of the characteristic 

features of an authoritarian leaders is that they are not willing to delegate 

responsibilities. They prefer highly formalized and centralized structure with a strict 

top to down approach for communication. High distance between the leaders and 

subordinates is evident and subordinated are exercised a tight control upon. 

 

Authoritarian leaders demand obedience from the subordinates and provide them with 

clear stated goals, these leaders prefer to have authority with themselves (Pellgrini and 

Scandura, 2005). A leader’s knowledge of the business and experiences in terms of what 

implications will impact business can only enable them to develop goals and distribute 

them to the followers. Leaders’ trait determines the extent to which followers obey 

leaders (Bass et al, 2003); and the more the leader display their knowledge and 
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experience, the high chances for them to get positive responses from the subordinates. 

In response to such behavior, employees tend to reach by showing minimal compliance. 

An authoritarian leader is claimed to secure high obedience and punctuality from the 

employees however in reality employees tend to avoid open conflicts and discussion 

with such leaders (Farh et al, 2010).  

 

The study of Farh and Chen (2000) however validated that despite being strict and 

insisting high performances, demanding obedience and reprimanding subordinate for 

poor performance, the leadership outcome on performance in general is very high. 

Some of the outcomes of authoritarian leadership on employees is that the latter have a 

willingness to adhere to leader instructions, identify their mistakes and make effort to 

correct them and willingness to apologize. 

 

According to Uner, (2012) authoritarian is highly influential as subordinates are in 

pursuit of leaders’ satisfaction. Hence, they remain loyal to the leader and accept the 

instructions from leaders unconditionally. There are hence high chances that employee 

and organizational performances through this approach will be high. 

 

Pellegrini and Scandura (2008) claims that effectiveness of PL is high on firm 

performances because it is a combination of benevolence and authority. And as cited by 

Fu et al (2013) PL is a patriarchal style which has a strong and clear care, authority as 

a sum. Much of literature (Zhang and Xie, 2017; Li and Sun, 2015) refer authoritarian 

leadership is less preferred by the employees. Negative relations of this leadership is 

high with employee voice (Li and Sun, 2015), organizational commitment and job 

performance (Chan et al, 2013) and team work (Cheng and Wang, 2015). These studies 

display that authoritarian leadership is undesirable, less preferable and ineffective in 

inducing management and firm level performances. 

 

Chen and Silverthorene (2005) study examine relation between leadership effectiveness 
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and employee’s acceptance of the tasks assigned to them. The study findings suggest 

that leadership influence is very high on employee acceptance of tasks allocated to them. 

But going back to leader’s ability to influence the subordinate then they should have 

necessary skills and competencies to do so (Draft, 2012). With leader’s authoritarian 

approach leaders can vest strict controls and demand high performances which are 

exploratory in the sense that better employee coordination and commitment to task is 

achieved. While for benevolence, leaders care and concern seek reciprocated responses 

from employees such that employee commitment, voice and participation is enhanced 

(Farh et al, 2010; Yu et al, 2012).  

 

Wang et al (2013); Zhang and Xie (2017) however argue that leaders who exercise 

tighter control, and who take authority and responsibility are more capable of exerting 

better performances as they are goal-oriented.  

 

Cheng et al (2004) conduct study on firms in Taiwan and finds out that authoritarian 

leadership is more conducive to employee feedback, responses and performances. 

Similar study of Tian and Sanchez (2017) conducted on 60 Chinese firms examine the 

relationship of benevolent leadership and authoritarian leadership traits with employee 

innovativeness, knowledge sharing and trust. The study was relevant only to IT field. 

The study finds out that both the dimension of PL was efficient in promoting employee 

trust, innovativeness and knowledge sharing. While benevolence is more oriented to 

Chinese cultures, the authoritarian dimension can be more popular in other cultures. 

These dimensions are known for promoting employee breakthrough behaviors across 

different cultures.   

 

Earlier works like Farh and Cheng (2000); Wang et al (2016) validated that authority is 

based on hierarchical systems. They hence develop a gap between leaders and followers, 

hence the impacts of this leadership style is often negative. Wang et al (2013) refer 

authoritarian leadership with punishments. These studies indicated that employees 
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exhibited emotions like fear, anger and work pressure under authoritarian leadership 

style. However of recent studies, like Tian and Sanchez (2017) authoritarian leadership 

has positive impact on the employee performances and organizational performances at 

large.  

 

For Schaubroeck et al (2017) unlike any other leadership style, authoritarian leadership 

is the single dominant leadership type which focuses on clearly stated goals with surety. 

There is no uncertainty associated with the targets set by the authoritarian leaders. This 

makes employees more focused at their work without any distractions thus enhancing 

their performance levels. Linking authoritarian leadership to the goal setting theory 

(Lock and Latham, 2006) higher performances are significant with clearly stated 

ambitious goals that unambiguous and poorly stated instructions. So when employees 

are explained of their responsibilities and given with clear cut targets then they are 

assured of their responsibilities. Further with clearly stated targets, rewards, demanded 

obedience and tight control, the only concern which authoritarian leaders try to promote 

is superior performances.  

 

Authoritarian leaders are identified of setting better guidance for their subordinates. 

They minimize the chances of any doubts. Since employees are explained beforehand 

in terms of what actions and behaviors are expected out of them, they will indeed ensure 

to follow these instructions. Hence when it comes to creating clear targets and 

unambiguous identity for their team members, authoritarian leaders are the most 

acknowledged ones (Rast, 2015).  

 

Aycan (2017) argue that authoritarian leaders take advantage of their authorities and set 

high and unexpected goals for their employees, but for Chen et al (2017) the only 

priority of the authoritarian leaders is to ensure that organizational objectives are 

realized in the best interest of employee potentials and capabilities. These leaders 

however exercise strict control, establish clear-cut goals and issue performance rewards 
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and punishments merely to get the better performances out of them.  

 

Huang et al (2015) validates that organizations with authoritarian leaders are often more 

disciplined when compared to those firms which adopt different leadership style. 

Moreover, employees working with authoritarian leaders tend to be high-performing as 

they are taught discipline, obedience and integrity under the strict control of their 

leaders.  

 

With these discussions the following hypothesis is developed: 

 

H4c: There is a positive relationship between Authoritarian leadership and exporting 

performance. 

3.2.5 Product Innovation and Exporting Performances 

Innovation literature claims that innovation is one of the key factors for firm success 

and survival (Jimenez and Sanz Valle, 2011).  

 

The analysis of existing literature categorizes innovations into exploration, which is the 

degree to which new or existing products, services, new technologies are introduced 

into the markets, but they are not available to the competitors. Precisely exploration is 

radical as it addresses the new markets completely. On the other side exploitation, is 

the degree of novelty introduced by firms but they are available to competitors as well. 

Exploitation is more concerned about how organizations develop and upgrade their 

skills better than competitors. They are hence incremental with long term benefits. They 

aim at improvising (Tushman and Benner, 2003; Daneels, 2002). 

 

Uotila et al (2009) opine that exploratory innovations are largely knowledge oriented. 

They require developing skills sets such as ability to identify opportunities, develop 

provisions to exploit such opportunities and manage them effectively. This imply that 
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a comprehensive understanding of the business and the nature of opportunities and 

threats available in its external markets have to be assessed, monitored and utilized. 

 

Alternatively, exploitative innovativeness concerns about strengthening the competitive 

position of a business. Siren et al (2012) argue that exploitative innovations are directly 

concerned with how well the resources, skills and competencies of a concern are 

managed to build effective customer relationships. Liu et al (2018) claims that 

managerial competencies and experiences play a significant role in exploiting dynamic 

capabilities of firm. Dynamic capabilities here are referred to as firms’ integration of 

internal and external capabilities to adapt to changes in an environment (Enkel et al, 

2010). Dynamic capabilities is the reconfiguration of skills, resources and business 

practices such that they meet entrepreneurial expectations and business objectives 

(Zahra et al, 2006). Dynamic capabilities are viewed from different perspectives, but in 

a general context it is key to product innovation and it is combined yet effective 

utilization of firms’ valuable, scarce and inimitable resources to attain sustained 

competitive advantage (Teece et al, 1999). 

 

Organizational level performances are directly influenced by the management 

perception of exploitative and exploratory innovations (Walrave et al, 2018). Levinthal 

and March (1999) emphasize the need of developing strategic orientations that focus 

on exploiting efficient resources in order to stay competitive. The key determinant of 

this is hence the senior managers or the decision-makers or the leaders in a company as 

they are the ones who make strategic decisions with an organization (Eisenhardt et al, 

2010) 

 

Innovation has been viewed under different contexts and it is the driving force for 

development. Vyas (2009) explain innovation can be either related to new products and 

or quality improvements of existing products, it can be use and implementation of a 

new process, and it can be associated with development of new business models or any 
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new sources of inputs and outputs to organization. But for Therrien et al (2011) 

innovation is a complex process. It relates to changes in production and processes where 

in firms aim at acquiring and building on new technological competence. 

Innovativeness is acquaintance of new set of resources the way firm possess and the 

way they are transformed into innovative capabilities. For Rubera and Kirca (2012) 

innovation relates to the propensity with which firms develop new ideas and then launch 

new products. And for Oslo Mnualin OECD (2015) innovation need not limit to new 

product development but it is also implementation of a new or improved n version of 

products and services, a new process or altogether development of a new business 

model.  

 

Organizations are under acute pressure to remain competitive. Such pressure is 

influenced by emerging technologies, customer anticipations and many other factors. 

Undoubtedly, business landscapes are complex and often abrupt by unpredictable 

challenges from economic, technological and social factors. This has created an 

inevitable need on organizations to remain innovative (Klewitz, 2014). As of recently 

innovation is not only a field of interest for corporate and strategists but also a lot of 

academic interest, as studying the impact of innovation on performances of the firm 

(Mohnen et al, 2013).  

 

Tidd and Bessant (2009) state among innovations, product innovation and process 

innovation are widely examined (Levinthal et al, 2009). (Behringer et al, 2016) opine 

technology as one of the highly influential factors which has not only enabled 

modification of existing products and services (product innovation) but also employing 

new ways of altering or producing such products (process innovation). And for (Tidd 

et al, 2013) the whole new (business model innovation) where in altogether an 

alternative approach to managing various activities in also often cited. 

 

Firm performance is a multidimensional concept. It can be measured at production level, 
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marketing level, or any consequences that can lead to growth and profitability of the 

firm (Wolff and Pett, 2006). Performances can however be indicated using objective 

and or subjective measures. There can be various contexts to measure performances 

such as profitability, increased sales, increased customer satisfaction etc. Considering 

performances to be measured in relation to product innovation, Schumpeter (1940) 

explains that new products that are innovative enjoy relatively higher profits and 

customer attention. One of the main reasons for this being, it has very limited market 

competition. While it can be stated that over a period of time, firms will tend to lose 

this attentiveness as similar alternatives will become available in market, or customer 

expectations might tend to change, Sharma and Lacey (2004) hence emphasize that 

product innovation has to be maintained consistently. If firms are willing to sustain for 

substantial period of time, then it is important that they should continue to develop and 

introduce innovative products. This imply that firms’ growth and performances largely 

vest on how innovative they are (Varis and Littunen, 2010).  

 

Innovation has a direct impact on the performances of the firm (Mohnen et al, 2013, 

however there is a debate generalization of views in terms of which innovation form is 

superior over other. While for (Pizzi, 2018) process innovation is often superior when 

compared to their innovation forms due to the economic benefits it brings, and for 

(Drexhage et al, 2010) product innovation is often more important as it increases 

customer satisfaction, business profitability and sustenance in the long run. 

 

Yet another field of study emphasizes on the importance of firms’ collaboration with 

external means to innovate, referred to as open innovation (Chesbrough et al, 2012). OI 

is cited to be the means and ends to knowledge sharing, risk management and enhanced 

responsiveness of the firms (Applebaum et al, 2012). However, it can be claimed that 

innovation has to occur at an internal level. The organizational resources and 

competencies can be the apt innovation means as they are connected to organizational 

goals and objectives unlike external innovation sources. (Sofka et al, 2010) however 
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opine that firms opt to external means of innovation only when their internal resources 

are stringent. OI not only brings external ideas in to the organization but also enable it 

from abating risks which are often shared with the third parties.  

 

OI is a widely studied stream in terms of how successfully it contributes to an 

organizational success (Chesbrough and Brunswicker, 2014). But very little empirical 

examination exist which studies the impact of innovation with firm performances. 

 

Regardless of innovation means, the focus of any firm should primarily be on the direct 

innovation outcomes. For instance (Laursen et al, 2006) claims that the outcomes of 

innovations should be measurable in terms of development of new products and 

services, customer satisfaction, increased sales and profitability etc. It is further 

important that the purpose of innovation in an organization should be satisfied. Any 

organization puts an innovation approach in place not only to improvise existing 

products, processes and services but to create positive impacts at the performance of 

the organization as a whole. So in order to measure innovation impacts on firm 

performances the overall economic performance of the firm and its sustained 

development or competitiveness should be the key performance measure (Sofka et al 

2010). But for (Behringer et al, 2016) firms operate in an increasingly complex 

environment. Hence mere economic indicator cannot be sufficient to measure its overall 

performance. Social and economic concerns of the firms should also be benefited from 

its innovation tactic (Drexhage et al, 2012). Taking for instance Pizzi (2018) explains 

how lack of environment considerations can have negative implications on firm, 

needless to say integrating various factors into consideration should lie in the strategic 

analysis of the firm (Drexhage et al, 2012). 

 

Philbeck et al (2018) observes the importance of innovation should benefit the firm as 

a whole. By this a mention to the stakeholders of the firm is made. But there are limited 

studies addressing the impacts of societal development and innovations. Thus, in order 
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to identify the impacts that innovation can have on the performance of the firm, 

economic, social and various other factors can be used as a measure.  

 

While the factors citing types of innovation and possible measures to analyses firm 

performances are also high, in this section emphasis is made on how can product 

innovation and firms overall performance. Product innovation is more associated with 

the improvements in products and services. These improvements can range from being 

marginal to substantial. Product innovation improvisations refer to the features, 

functional performance, and components within product and or a service (Griffith et al, 

2006).  

 

Product innovation is often driven by demand and supply factors. Product innovations 

are often influenced by factors such as changes in customer preferences, changes or 

advancements in technologies, need to control costs, shorten product life cycle and 

overall competitiveness of the sector which places an indispensable need for firms to 

compete and innovate (Slater et al, 2014). For Schumpeter et al (1940) a reference to 

creative destruction is made, where in it is proposed that innovative firms are often 

more competitive than non-innovative firms. Regardless of the innovation type, it is 

indicative that innovations positively enhance firm performances, however there are 

few empirical evidences which observe that it is not always possible for a firm 

performance to be solely driven by innovation alone (Tuan et al, 2012). 

 

Innovation provides firms with some form of monopolistic performance. Precisely, firm 

high at innovation can achieve market-leader positions. For instance, one of the earliest 

studies confirming relationship between innovation and firm performances was 

conducted by Hirsch and Bijaoui (1985) where the relationship between research and 

development expenditures and export performances in Israeli firms was made. It was 

found that firms high on innovations is better visible in domestic and international firms 

was identified when compared to non-innovating firms. The rate of change of exports 



 

184 

 

PUBLIC / CYHOEDDUS 

in innovative firms were much higher than the non-innovating firms. But this research 

is generalized only in firms and sectors which are R&D intensive. 

 

Sterlacchini (1999) study conducted on export performances involved non- R&D firms. 

This study was conducted on small scale export firm performances. This study observed 

innovation as a firm’s ability to capture the full effects on exports.  The study gives 

meaningful insights that R&D cannot be the only means to measure innovation. 

Innovativeness and performances can be measured in different ways such as firms’ 

ability to production-development, ability to develop new goods and design etc. 

 

The significance of relations of export performances and innovation is largely observed 

of being positive. But most of these studies use research and development measure of 

the firm as a measure of innovation which is indirect. Literature also has few studies 

which examine relationship between innovation and firm performance in general.  

 

The positive relationship between firm performance and innovation is developed in 

Calantone et al (2012) where in US manufacturing and service industries were analysed . 

It is revealed in this study that firm innovativeness was key to learning orientation in 

the chosen firms and this was means to their better performances. Similar study 

conducted in the US finance sector. 

 

By employing a structural equation model Cho and Pucik (2005) examined relationship 

of firm performance with innovation, where in different performance variables like 

growth, market value, profitability and turnover were distinctly studies. The outcome 

of this study is highly generalized only in finance and service sectors though, but it 

indicates that innovativeness is medium of improvement to quality and growth and 

quality mediated the relationship between the firms profit level and its innovative 

capability. 
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Another study of Geroski et al (1993) conducted on 721 UK manufacturing firms. This 

study indicated that profitability of firms differed in accordance to the innovative levels 

of the firm. Although the impacts were minimal, but in general innovative firms were 

more profitable when compared to non-innovative firms.  

 

The profitability levels of US Pharma firms directly increased with increase in 

innovation propensity. The innovation type examined here was product innovation and 

firm performance were highly influenced by managerial innovations and technical 

innovations. Better innovative product sales led firms to achieve superior profitability.  

The influence of patents acquired significantly improvised the product innovations of 

the firm causing them perform to a great extent in US and Canadian based 

manufacturing and servicing sectors were found in the longitudinal study by Artz et al 

(2010). This study clearly indicated that product innovation has high and positive 

influence on firm performances. Yet another comprehensive study conducted by 

Therrien et al (2011) analysed the impacts of various innovations such as the product, 

process, marketing etc. on various firm performance indicators such as production, 

achievements, turnovers etc. It is found that all the innovations had high impact across 

various aspects of performances in the Turkish manufacturing sector. 

 

Based on the above findings the following hypothesis is developed: 

 

H5: There is a positive relationship between product innovation and exporting 

performance 

 

3.2.6 Managerial Characteristics and exporting barriers and exporting 

performances 

H6: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between exporting barriers (internal 
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and external) and exporting performance 

 

Export is an important economic activity as it drives economic development in an 

economy including the development of entrepreneurial opportunities. Ghauri et al 

(2003) claims that despite exporting one of the easiest and low risk methods to 

internationalization, it is less preferred because of multitude of exporting barriers. 

Leonidou (2004) explains a range of internal and external barriers which exporting 

firms are confronted with. There are many barriers confronting the exporting firms 

include poor managerial knowledge of foreign languages, culture, lack of managerial 

competencies, experiences, poor commitment, etc (Cavusgil and Nevin, 1981). 

 

For Katsikeas et al (1996); Lado et al (2004) it is observed that exporting firms with 

managers of rich experience tend to be good at exporting performances. This is because 

of their confidence levels and prediction of the exporting trend is stronger. There are a 

number of pioneering studies available in the literature which proves that managerial 

characteristics and demographics like age, international experience and education have 

significant influences on the way they lead their firms (Aaby and Slater, 1989; Zou and 

Stan, 1998; Leonidou, 1998). As for Arauojo et al (2006) export phenomenon is 

facilitated by different dimensions that are influenced by the managerial factors such as 

demographic and experiential. For Leonidou (1998) export performance is influenced 

by a number of exporting attitude of the key decision-maker which could be either 

entrepreneur or the manager. For Westhead et al (2001) exporting performances are 

greatly dependent on human capital for being successful.  

 

Further to Borgenson (2006) the international-orientation of a decision-maker in an 

exporting firm is found to elevate the firm performances. However, such orientation not 

only comprises the personal competency, education and experience of the decision-

makers but their perceptions and commitment also. But the study fails to explain the 

determinants of managerial perceptions and commitments, which are vague constructs 
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Managerial Characteristics and Internal Exporting Barriers and Exporting 

Performances. 

 

H6a: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between internal exporting barriers and 

exporting performance 

 

Leonidou (2005; 2008) emphasizes that the demographic features of key decision 

makers’ such as their age, university education and experience and attitudes towards 

exporting can bring greater benefits to exporting firm performances. Moreover, it is 

opined that managers with better demographic attributes can take better control over 

uncertainties and thus control the impacts of exporting barriers on exporting firm 

performances (Obben and Magagula, 2003). Cavusgil (1984) and Miesenbock (1988) 

found that a manager's influence is much stronger in SMEs than in larger businesses, 

and their attitudes in SMEs towards exporting can have an important influence on the 

firm's tendency to export.  

 

As for Zhou and Stan (1998) based on a review of the export performance literature 

concluded that the firm's age appears to have either a negative effect or an insignificant 

effect on export performance, this may suggest that younger firms are more likely to be 

successful exporters. However, Westhead et al (2001) argued that managers with older 

age have a lots of personal local network and experiences and managerial know-how 

all of which are very important in an exporting venture. It is yet inconclusive to 

determine how managers’ age can influence the exporting performance. 

 

A number of studies are evident which indicate that exporting barriers directly 

influences the firm performances (Gebreyohannes, 2016; Thanh, 2018; Djebarni and 

Al-Hyari (2010). In order to enhance the firm performances, it is important that the 
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aforementioned exporting barriers are overcome. Here an analysis of the managerial 

competencies and its impacts on overcoming exporting barriers are high. This in turn 

enhances the overall firm level performances. Precisely, managerial characteristics like 

their age, experience, knowledge of foreign language moderates the exporting barriers 

such that there impacts on firms exporting performances are minimized. 

 

According to the findings of Schmidt and Sofka (2009) firms’ capabilities and 

performances in international markets are largely determined by the ability and 

willingness, commitment and skills of the decision makers. Roper and Malshe (2013) 

opine that exporting strategies are often challenged when the managerial knowledge of 

host country language and culture is minimal. Although Fletcher and Harris (2012) 

opine that with technology managers or decision makers in international firms can 

acquire knowledge and information about foreign markets through social networks, 

through local advisories or simply the web. But skills and experiences of managers are 

developed through experiential learning and hence they will not be effective unless they 

are practically acquired (Johanson and Valne (2009). With regards to the experience of 

the managers Leonidou (2004) explains that international experiences of managers are 

unique and inimitable, hence it can be a sustained source of competitiveness for firms.  

Ruzzier et al (2007) explains that international exposure of manager constitutes to the 

time spent in a different country and understanding of managers to operate in a different 

culture, this is very important to overcome the functional barriers which can often have 

long term impact on exporting firms. Yet another important study of Mpingajira (2011) 

conducted on Malawi exporting firms concluded that personnel barriers such as 

insufficient knowledge of the host country markets and lack of exporting managers’ 

skills were main hurdles on the exporting performances of the firm. This study also 

highlights the need for efficiently developed internal human resources capital to deliver 

good productivity. The internal resources here is not but limited to the experience of the 

people resources but their academic, training and development and how effectively they 

contribute to the performance of exporting firms. Dollinger (1985) emphasizes on a 
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managers’ cognitive abilities and higher education of exporting managers can help them 

to process information and deal with complex situations. It is also given that higher 

education of the managers enable them with greater tolerance levels which help them 

remain calm in uncertain period.  

 

A lot of attention is also given to the experiences of the exporting firm managers. Such 

experiences include both export business experience and the managers’ time spent in 

travelling abroad (LEonidou, 2008). It is evident that the more exposure the manager 

has had to foreign countries, the higher will be their ability to perform business in such 

host country without hassle. One of the key essentials here is the time that managers 

spend abroad in knowing more about local language and culture. Export intensity is 

stated of being influenced by this since it involves managers' exposure to foreign 

cultures, which allows gathering of greater experiential knowledge about international 

markets (Leonidou et al., 1998; Sonia et al., 2005). Bloodgood et al. (1996) found that 

greater international work experience among top managers was strongly associated 

with greater internationalisation of new high-potential ventures in the USA. 

 

Other studies such as Kottari et al (2018); Markus and Kittayana (1991) and Sousa et 

al (2008) are in support of the view that exporting firm face greater challenges at 

functional and informational levels. Having an understanding of foreign market, 

understanding of markets, customers and competitors on one side and having sufficient 

resources to meet their need on the other are simultaneous challenges exporting firms 

usually face. The driver of such complexity is availability of limited knowledge about 

foreign cultures and markets and lack of information about business and other activities 

in the host country. The managements’ exposure to foreign countries and their 

experiences or education with such regions can be a great source to gain a lot of 

knowledge and information about international markets.  

 

The study of Ganotkis and Love (2012) on the other side identify a positive and 
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significant relationship between managerial qualification and education. The study of 

Julian and Ahmed (2005) lack of exporting knowledge, and unusual fear of unknown 

predicable of this business have poor impacts on export performances. Katsikeas et al 

(2000) identified the importance of qualification and experience in understanding and 

handling the export documentation and logistics in an international market. Firm 

performances are also often hindered due to lack of qualified managers. Besides 

Leonidou (2004) again highlight the importance of managers to possess language and 

cultural barriers in exporting business. Further to Borgenson (2006) the international-

orientation of a decision-maker in an exporting firm is found to elevate the firm 

performances. However, such orientation not only comprises the personal competency, 

education and experience of the decision-makers but their perceptions and commitment 

also. 

 

According to Leonidou (2004) international experiences of managers are inimitable and 

irreplaceable resource that can help exporting firms to develop specific know-how 

which is difficult for the competitors to imitate. The more time exporting managers 

spend abroad help them in more pursuit of local culture, likewise, the higher the 

managers’ time spend across is given to help them acquire and maintain better 

knowledge about international activities (Ruzzier et al, 2007). Furthermore, travelling 

more is given to improve a manager; foreign business and opportunity analysis (Reid, 

1981). 

 

For Lu and Beamish (2001) a managers’ ability to form strategic partnering with local 

network can help in overcoming functional barriers and procedural barriers which 

exporting firms face abroad. Although there is lacking empirical evidence to support 

this, but it is also given that managers’ ability to speak local language can help them to 

reduce operational and transactional costs, share risks, access resources, information 

and markets (Zhao, 2014). It is further confirmed that experiences of the managers and 

or the decision makers can help firms with an ability to attract and form local 
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relationships which is indeed important to overcome internal exporting barriers such as 

informational, functional and marketing (Eisenhardt and Schoonhoven (1996). 

Likewise, managerial experience is also important in better customer services. Winter 

(1987) a firm require different resources and competencies to enter into a foreign 

market, and gathering right information is the most difficult one of all. Informational 

barriers help the exporting firms in developing marketing strategies and managerial 

approaches that can help Vietnamese firms achieve great performances (Thanh, 2008). 

The research findings indicate that having sufficient information is one of the key 

factors in mediating firms’ performances through competitor orientation. While it is 

inconclusive from these findings as to how informational barriers can have direct 

impact on exporting performances, but it is evident that having sufficient knowledge of 

markets, availability of resources, skills and experiences can provide firms with certain 

advantages that can facilitate their performances.  

 

Teece et al (2004) explains from a resource-based view that exporting performances 

can be attained through resources and competencies of the firm. The most crucial 

resources of all types of firms, in general, includes technological expertise, information 

resource, international market information and managerial skills and competencies. Of 

all, managerial attributes are the most competitive ones of all as they cannot be imitated 

(Koksal and Kettaneh (2011). The study of Kneller and Pisu (2011) also confirmed that 

exporting barriers such as poor distribution and sharing of information between buyers 

and sellers, lack of knowledge about the host country culture and consumer preferences 

often led exporting firm to incur more operational costs thus affecting their 

performances drastically. The study of Mpingajira (2011) conducted on Malawi 

exporting firms concluded that personnel barriers such as insufficient knowledge of the 

host country markets, poor understanding of opportunities and threats prevalent in host 

country markets and lack of exporting managers’ skills were main hurdles on the 

exporting performances of the firm. This study also highlights the need for efficiently 

developed internal human resources capital to deliver good productivity. The internal 
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resources here is not but limited to the experience of the people resources but their 

academic, training and development and how effectively they contribute to the 

performance of exporting firms. 

 

Kneller and Pisu (2011) highlights on the importance of managerial competencies and 

understanding about the host country culture and consumer preferences as an important 

factor to enhance export performances. It is derived that poor understanding of local 

culture and preferences often led exporting firm to incur more operational costs thus 

affecting their performances drastically. A specific mention on managers’ ability to 

speak local language is marked as being important as it can adhere to local product 

standards. From a marketing perspective, managers’ local language knowledge can be 

greatly benefitting (Morgan and Katsikeaas, 1997). The challenges and competitions 

faced by managers in international business is high as it arises from local and global 

competitors. Having an understanding of local business practices like the product 

labelling, packaging and descriptions/illustrations made are some forms of marketing 

challenges that exporting firms largely (Leonidou, 2004; Sousa et al, 2008). Firms often 

fail to survive these challenges simply because they lack competency to overcome this 

barrier. Many exporting businesses also lose owing to lack of adherence to products, 

quality, designing and post-sales services.  

 

The role and importance of understanding and knowledge of local language is much 

appreciated. Aaby and Slater (1989) cited in Altins et al (2017) that even the 

management perception and their approach have high influence on the exporting firm 

performance, although this has been a very early investigation where in management 

approaches were very limited. But other studies supporting this is Oviatt and 

McDougall (1995) which highlight on the importance of the personal characteristic of 

the managers and the extent to which they have personal or local contacts. It was found 

that the extent to which a manager or an entrepreneur can expand their personal network 

the higher will be their firms’ performance. Love et al (2016) conducts an empirical 
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analysis to understand the impacts that managerial learning effects, international 

experience has on the exporting SMEs in UK. 

 

International business environments are turbulent. Different factors affect firm 

performances in an international context such as the cultural, technological and social 

(Knight and Daljic, 2016). The management ability to develop strategies that are 

applicable to diverse markets is hence very important. This makes managerial 

characteristics critical to market orientation of a firm that can moderate the impacts on 

firm performances in international context (Kohli and Jawarowsky, 1990). The premise 

of discussion here is that market orientation of the firm especially for exporting firms 

that is firms in international context are much more complex than domestic firms. 

Hence managers’ knowledge, experience with foreign markets, qualification or 

competencies can be moderating factor in influencing the international orientation of 

the firm on its performance (Cavusgil and Zou, 1994). 

 

The importance of managers’ education is highlighted in Dollinger (1985). It is given 

that managers with strong academia are often proven to make good decisions in risky 

and uncertain times. It is no doubt that exporting ventures require a lot of managerial 

skills, capabilities and cognitive skills and capabilities to conduct business in an 

international environment (Leonidou, 2005). Exporting managers or key decision 

makers in an international business are more confident in making relationships 

internationally. They often take into consideration various factors and arrive at decision 

after considerable evaluation (Sonia et al, 2005).   

 

Webster (1992) develops a model where in marketing operate along three dimensions 

such as the culture, the strategy and the tactics. Culture are the basic set of beliefs, the 

shared values, norms or any value system that influence the customer behavior. 

Understanding local culture and having knowledge of the foreign lands is hence very 

critical component for any business to consider (Deshpandey and Webster, 1989). 
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Kotler and Keller (2005) refer to marketing strategies as the firm’s ability to complete 

the nexus of its products, services and offerings and tactics are the processes that are 

adopted to plan and execute strategies such that customer needs are met, value is created 

and organizational objectives are retained (Varadarajan et al, 1999). 

 

Hunt (2000) extends on Porter (1991); Prahalad and Hamel, (1991) that 

competitiveness of a firm is significant to how well it exploits its resources and 

capabilities. The key resources are often referred to as human resources, however of the 

human resources are incompetent then they could be potential sources of loss for the 

concern. Hence the performances of the firm to understand competitors and to satisfy 

consumers, firms have to develop competencies with a proper strategic guideline. 

Knight and Daljic (2016) claims that resources are not necessarily human or financial, 

but they can be informational and organizational as well. For instance, leaders’ ability 

to generate a knowledge sharing learning-oriented environment can be a resource or 

organizational asset to attain competitiveness. Collis (1991) however argue that 

resources have to be embedded within an organizational culture. Market orientation and 

managerial competencies are efficiency deriving resources to the extent that they can 

enable competitive advantages.  

 

According to Kneller et al (2011) the managerial experiences are important in enabling 

exporting firms to overcome a lot of operational expenses. For instance, having 

information about local culture, customer preferences and host country market 

conditions is very important to overcome informational barriers (Ortiz and Ortiz, 2010).  

Exporting firm managers’ experience and ability to communicate and negotiate in local 

language are highly successful in overcoming informational and procedural barriers 

(Kneller et al, 2011).  For Liesch and Knight (1999) information is the most 

challenging resource to obtain as firm with sufficient knowledge of their target markets 

and business conditions can help in overcome uncertainties, while Yenera et al (2014) 

argues that managers’ ability to engage in local networking can help them gather 
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knowledge and information resource, but for Wach (2014) learning process comes with 

experience and firms with highly experienced managers can easily obtain substantial 

information. Other set of scholars such as Wach (2014); Casillas et al (2014) opines that 

both prior knowledge and experience and ability to collaborate with locals can help 

exporting firms to quickly gain knowledge and expand internationally. Competencies 

in firm are tangible such as the machine and intangible such as organizational skills, 

resources and knowledge base. Firm performances are highly influenced by intangible 

competencies than the tangible resources (Porter, 2009). Falkenberg (1996) state that 

the managerial competencies which enable comparative advantage for the firm is a 

behavioral asset for any firm which can add superior value to the firm. According to 

Holzluller and Stottinger (1996) knowledge of languages can influence the export 

performances as measured by means of a construct which fuses both export intensity 

and export dynamism directly and indirectly through its impacts on managerial ability 

to handle and support export activities. For Obben and Magagula (2003) exporting 

managers with sophisticated education enable managers to embrace international 

business activities from a broader perspective. It is witnessed that managers with good 

education shows keen interest and understanding in international business activities.  

 

Firms engage in exporting to develop products and services that beat the competition 

and satisfy the customers in international business environment (Song et al, 2015). this 

imply that while operating internationally firms have to display knowledge and 

understanding of local markets, they should have a strategic focus to operate in foreign 

country, so having understanding of local culture is also important. However, unless 

managers of such firms display knowledge, competencies to achieve this the 

performance of international firm cannot be increased. 

 

Studies of Han et al (1998) Yinghong and Morgan (2004); Hult et al (2005) argue that 

market-oriented firms are in better position to identify local needs in international firms 

and satisfy them effectively. Stynes et al (1997) study on US and EU firms found that 
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business performances of those firms were high whole managerial knowledge of 

foreign country and their ability to better reconfiguration of internal resources and 

competencies were better linked to the international orientation of the firm. It 

emphasizes on need to understand local customer groups and simultaneously follow up 

with competitive strategies. Likewise, for Obben and Magagula (2003) managers’ 

linguistic ability can help managers establish good local networks. This puts them in a 

better position to access both informational and material resources. Furthermore, for 

Hlzmueller and Stottinger (1996) opine that the language abilities of the exporting 

managers fill the gaps between export intensity and export dynamism, it is not only at 

the internal exporting barriers levels, but the managerial knowledge of a foreign 

language helps them to overcome many external exporting barriers as well, which are 

illustrated in the next section.  

 

There are a number of pioneering studies available in the literature which proves that 

managerial characteristics and demographics like age, international experience and 

education have significant influences on the way they lead their firms (Aaby and Slater, 

1989; Zou and Stan, 1998; Leonidou, 1998). As for Arauojo et al (2006) export 

phenomenon is facilitated by different dimensions that are influenced by the managerial 

factors such as demographic and experiential. For Leonidou (1998) export performance 

is influenced by a number of exporting attitude of the key decision-maker which could 

be either entrepreneur or the manager. For Westhead et al (2001) exporting 

performances are greatly dependent on human capital for being successful.  

 

Erikkson et al (1997) conducts a comprehensive study on 362 Swedish exporting firms 

where relationship between longer international and professional experience of 

exporting managers is tested against the organizational performances. It is found that 

international experience of the key decision maker in an international business helps 

them exploit their knowledge of internationalization in undertaking international 

business operations in an efficient manner when compared to exporting managers with 
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limited experience. Likewise, the importance of having understanding of customers and 

competitors locally is also mentioned. It is evident from the study of Erikkson et al 

(1997) that managers with favorable international experiences are often more efficient 

at understanding local customers, competitors and culture which can enable exporting 

firms in overcoming barriers and subsequent transaction costs.  

 

According to Crick (2005) exporting managers’ ability to collaborate with local 

businesses and local contacts can increase their experiential learning. This help in 

establishing sustained exporting activities. Exporting managers can gain such 

knowledge only through experience in a consistent manner. Committed collaboration 

of managers come with their maximum time spent abroad and this can result in building 

trust and learning (Johanson and Vahlne, 2009).  

 

O’Cass and Julian (2003) cites with regards to lack of access to foreign channels of 

distribution, it is stated that distribution in overseas market is very important for 

exporting firm success. Many exporters opt for distribution through independent 

organizations, while for some company owned channels are preferable. The importance 

of ability to create vertical global distribution is given. Owing to many firms’ inability 

to integrate vertically into such global distribution, firms are left with no choice but to 

use intermediary agents or foreign distributors (Da Silva and Rocha, 2000). Hence, 

difficulties associated with distribution is also one of the major barriers exporting firms 

face (Moini, 1997; Leonidou, 2008; Katsikeas et al, 2002).  

 

Albaum and Tse (2001) emphasizes that exporting firms face challenges in meeting 

local tastes and developing relevant promotional strategies to cater to such preferences. 

When a firm enters a foreign market, it will be inspired by local competition to develop 

strategies to meet such local needs. But the extent to which firms will adapt to localized 

strategy is again a challenge that has to be ascertained against the costs incurred in 

localizing against the benefits incurred. But with managers having sufficient knowledge 
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of local markets, customers and preferences can be a great means to overcome this 

challenge.  

 

Aaby and Slater (1989) cited in Altins et al (2017) that even the management perception 

and their approach have high influence on the exporting firm performance, although 

this has been a very early investigation where in management approaches were very 

limited. But other studies supporting this is Oviatt and McDougall (1995) which 

highlight on the importance of the personal characteristic of the managers and the extent 

to which they have personal or local contacts. It was found that the extent to which a 

manager or an entrepreneur can expand their personal network the higher will be their 

firms’ performance. Further to Borgenson (2006) the international-orientation of a 

decision-maker in an exporting firm is found to elevate the firm performances. However, 

such orientation not only comprises the personal competency, education and experience 

of the decision-makers but their perceptions and commitment also. But the study fails 

to explain the determinants of managerial perceptions and commitments, which are 

vague constructs. The study of Altins et al (2017) and Mcdougall (1995) that the extent 

to which a manger or an entrepreneur can establish a network or maintain good contacts 

will have high impact on performance of the exporting firms. While Van Eldik and 

Viviers (2005) identified that when an export company fails to match with the host 

country demands and or when an export firm fails to correspond with the cultural 

aspects of the host country then it is likely possible that their export performances are 

declined. Managerial skills and competencies such that when management lack 

sufficient skills, and resources to conduct exporting operations can often lead to poor 

strategic decision making. Likewise export performance also increased when the firm 

like characters such as, experience and knowledge of working in international 

conditions were well managed. 

 

The above study confirms that managerial skills like their qualification, experience, 

knowledge of local cultures and languages all enable firms to overcome exporting 
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barriers thus enhancing firm performances.  

 

It is thus given that internal exporting barriers will have less negative effect on 

exporting performance in the companies managed by managers who are older and have 

more experience, higher education and knowledge of foreign language than that in the 

companies managed by managers who are younger and have less experience, education, 

and knowledge of foreign language. 

 

 

Managerial Characteristics and External Exporting Barriers and Exporting 

Performances. 

 

H6b: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between external exporting barriers and 

exporting performance 

 

The organizational future direction is largely dependent on the strategic decision 

makers’ considerable control over strategies and decisions made with future orientation, 

and to this exporting is no exception (Child, 1974). Furthermore, strategic choices a 

business makes and the levels of outcomes attained through such choices are to large 

extent determined by the characters and backgrounds of managers (Cyert and March, 

1963) cited in Chetty and Hamilton (1993). Taking for instance, Leonidou et al (2003); 

Zou and Stan (1998) managerial factors like the demographic characteristics, the 

managers’ born abroad with a university education in a foreign language, experiential 

and attitudinal attributes can have great impacts on the success of the exporting firm 

through their ability to be decisive.  

 

There are a lot of empirical examples in literature that examines the relationship 

between managerial attributes and export firm performances. For Harvenston et al 
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(2001) managers’ perception and attitudes about exporting can influence exporting 

performances. While for Manolova et al (2002) exporting performances are induced 

through managers’ approach, where in such approach is influenced by managers’ age, 

experience and knowledge of international business.   

 

Exporting managers’ experience of the field and more importantly knowledge of 

foreign markets, culture and nature of business is very important in determining 

performances. Only if managers are strategically able to visualize the opportunities and 

challenges surrounding the firm they can develop realistic goals and objectives. This 

justifies that the managerial factors like age, experience and knowledge of foreign 

language and culture moderate paternalistic leadership and export performances. 

Sabherwal et al (2003) state that the knowledge orientation of firm is highly significant 

with their performances. Knowledge is a valuable asset. In order to manage knowledge 

effectively the managers should have necessary tenure, experience and competency as 

it is through knowledge management that managers overcome the barriers of 

competition and complexity. Foreign markets are not necessarily an exporting firm 

oriented. They have their own mechanisms which might be different from the domestic 

markets, thus maintaining competitive advantage in an international business 

environment can be a huge challenge for such firms (Kumar, 2011). Stan (1998) that 

knowledge of foreign language helps the decision makers to better understand the 

commercial regulations pertaining to business activities and international trade in an 

international country. 

 

Peng et al (2008) cites that exporting firms are confronted with different stakeholders, 

both domestically and internationally. Likewise, different third party and institutions 

will also come in way to exporting operations (Shenkar et al, 2008), the influence of 

these institutions can challenge the way an exporting firm has been maintaining with 

its stakeholders such as suppliers and customers and competitors in a foreign country. 

Managerial education and their language skills can enable in obtaining reliable 
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information about potential customers, competitors and stakeholder or any other third-

party institutions which can impact the firms’ operations in a foreign country (Knott, 

2003). 

 

Dollinger (1985) emphasizes on a managers’ cognitive abilities and higher education 

of exporting managers can help them to process information and deal with complex 

situations. It is also given that higher education of the managers enables them with 

greater tolerance levels which help them remain calm in uncertain period. With regards 

to foreign business practices, they are often incompatible with the way business 

practices are in home country. Foreign business practices for exporters can be quiet 

challenging as they can be difficult in understanding, inconsistent or confusing 

importing regulations, differences in procedures and risks involved in exporting (Chung, 

2003). It is also given that export firms should develop equally, an understanding of 

local culture as culture not only establishes the criteria for the day to day business 

routine but it also shapes the general motivation and attitude of people. Hence managers 

who are culturally sensitive can face difficulties in understanding the local business 

practices (Chung, 2003). The bureaucratic exporting requirements such as regulations 

and trade barriers in target markets are also widely acknowledged (Julian, 2005). When 

managers or the key decision makers have sufficient knowledge and experience about 

foreign country (Katsikeas, 2000; Julian, 2005; Leonidou, 2005) then they have ability 

to overcome the aforementioned barriers.  

 

Cabrera and Bowen (2005) state on managerial global skillsets defined as managerial 

‘capabilities to expand scale, network or knowledge economies beyond local markets, 

devise business models and exploit economic inefficiencies across national lines. For 

Gupta and Govindaraj (2002), managers should possess capability to make sense of 

their surroundings by processing information through their own filters. While it is 

pointed out that managers ability to exploit the most relevant information is important 

for firm performances, it is assumed that this can come from managerial experience and 
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understanding of the markets in which firms operate. One of the biggest challenges that 

exporting firms face in local host markets is the understanding of governmental trade 

policies and following up with the documentation. Lack of understanding of this can 

often lead firms in relying too much on local intermediaries, which leads to high 

operational costs.  

 

Erikkson et al (1997) study on 362 Swedish exporting firms’ tests the relationship 

between longer international and professional experience of exporting managers and 

their organizational performances. It is found that international experience of the key 

decision maker in an international business helps them exploit their knowledge of 

internationalization in undertaking international business operations in an efficient 

manner when compared to exporting managers with limited experience. Likewise, the 

importance of having understanding of customers and competitors locally is also 

mentioned. It is evident from the study of Erikkson et al (1997) that managers with 

favorable international experiences are often more efficient at understanding local 

customers, competitors and culture which can enable exporting firms in overcoming 

barriers and subsequent transaction costs. It is also given that exporting managers with 

good education are able to create better local contacts. This allows the educated 

managers also to access knowledge of foreign institutions, their governing norms, and 

the international business practices in a host country. The study hence concludes that 

firm managers’ experience can help in gathering information about local culture besides 

understanding the local governing rules and institutions.  International exposure of 

exporting managers helps them with understanding local norms and governing rules. 

Exporting requires lot of documentation, understanding of work ethics locally and 

having right affiliations locally. The importance of managerial experiences abroad is 

given to be highly important or this (Tumbull and Welham, 1985), however, it is 

observed that managerial experience is one of the least observed variables in many 

exporting studies that are conducted on Asian economies (Kottori et al, 2018).  
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Similar findings is also given by Bloodgood et al (1996); Reuber and Fischer (1997) 

reports that experiences of the managers helps them to form strategic alliance with 

international partners. This facilitates in accessing local markets and resources and 

competencies required to satisfy local customers. Araujo et al (2006) however cites that 

the ability of international managers to be linguistically competent is more important. 

Foreign languages are beneficial in enhancing export performances by enabling the 

decision makers to build local contacts, by helping decision makers to enhance their 

interactions with the foreign customers and by helping the decision makers to 

understand local host culture and commercial regulations pertaining to business 

activities and international trade in an international country (Araujo et al, 2006). As for 

Morgan (1997) exporting firms with their managers with higher experiences and good 

local language knowledge are often more successful than those firms whose managers 

lack these attributes.  Similarly, the linguistic capabilities of exporting managers are 

accredited of enabling them to develop better social skills. Language capabilities are 

utmost important for managers to develop communication with local stakeholders. 

Foreign language skills and experiences of managers sent abroad are important factors 

in developing experiential learning in international markers (Leonidou et al, 2008).  

 

According to Kneller et al (2011) the managerial experiences are important in enabling 

exporting firms to overcome a lot of operational expenses. For instance, marketing costs 

and costs incurred in making contacts are usually high in exporting firms that are new 

to the business when compared to the firms with increasing experience. Likewise, the 

probability of the barriers faced by inexperienced firms is high when compared to the 

firms which employ managers with substantial exporting experience, and knowledge 

of local language.  

 

Governmental norms, legal regulations and taxation policies are key important things 

which every exporting business manager should be proficient at, as for Kneller et al 

(2011) managers/ decision-makers who display good experience of foreign travel and 
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with knowledge of local language can easily overcome these barriers. For Zhao (2014) 

a managers’ ability to form strategic partnering with local network can help in 

overcoming procedural barriers and which exporting firms face abroad. This relates to 

the need to fulfil exporting formalities, documentation, understanding of tariff and non-

tariff impositions on the exporters etc. Despite limited empirical evidences, managerial 

experiences of foreign travel and local language can help firms with an ability to attract 

and form local relationships which is indeed important to overcome external exporting 

barriers pertaining to governmental, socio-cultural and procedural (Eisenhardt and 

Schoonhoven (1996).  

 

According to Nummela et al (2004) managerial attitudes have to be optimistic. Their 

knowledge and perception of foreign market affairs and their ability to adjust with the 

difference of custom, culture and language have a great influence on their leadership 

and firm performances. Perhaps managers should possess a high awareness and an 

attentiveness to their surrounding so that they can overcome the challenges from 

external sources of the business (Thomas, 2006). Another set of studies that 

organizational development programs can enable managers learn and understand of the 

factors concerning their business (Gaba, 2008; Bhatanakar, 2006); however, for 

Antharam et al (2010); Lovvorn and Chen, (2011) leaders or managers should have 

certain personal skills, behaviors and competencies to conduct managerial activities 

especially in an international context. For instance, their ability to communicate, 

negotiate and persuade in a way that convinces local authorities (Thomas, 2006); be 

culturally adaptive (Nummela et al, 2004) and ability to motivate and be responsive. 

 

Lohmann (2011) explain that cultural and linguistic barriers are main challenges 

confronting the internationalization of SMEs. Knowledge of foreign language and 

culture is not just about communication but maintaining the cultural sensitivity as well. 

Maclean and Wilson (2009) explain that immense knowledge of foreign culture and the 

personal and professional abilities of international firm managers such as their age, 
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experience, competencies and their knowledge of business and foreign exposures all 

have huge impacts on how effectively they mediate their relationships with stakeholders. 

Indeed managerial abilities to maintain effective understanding of their customers and 

competitors have a huge impact on the firm performances. 

 

Andripoulous and Lewis (2009) state that managerial experience and understanding of 

local markets and cultures, especially when firms operate in international contexts is 

important to identify opportunities, problems, and threats arising from governmental 

barriers. Managerial age and experiences are great predictors as with experiential 

learning experiences coming from the age factor, helps the managers to develop 

strategies to overcome them. It is such responsiveness of the managers which manifest 

them to better exploration and exploitative opportunities (Yadav et al, 2007). And for 

Lavie et al (2010) managerial knowledge base is important in obtaining and exploiting 

the knowledge base of the firm, which improvises a firm’s adaptability in foreign 

markets. It is indeed one of the differentiated resources firms can have. 

It is thus given that the external exporting barriers will have less negative effect on 

exporting performance in the companies managed by managers who are older and have 

more experience, higher education and knowledge of foreign language than that in the 

companies managed by managers who are younger and have less experience, education, 

and knowledge of foreign language. 

Summary 

To summarize this chapter, it developed conceptual framework and relevant hypothesis 

based on literary analysis made in chapter 2. In accordance to the objectives of this 

research, each hypothesis was developed after a critical analysis of existing empirical 

evidences from the literature. The hypothesis derived are such that internal and external 

barriers are negatively related with exporting performances. The market orientation 

dimensions such as customer and competitor orientations are positively related to 

exporting performances; three dimensions of paternalistic leadership such as the 
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authoritarian leadership, benevolence leadership and moral leadership; and product 

innovation will also be tested for being positively significant with the exporting 

performances of not. Last hypothesis is tested for effective it is in moderating the 

relationship between the internal and external exporting barriers with exporting 

performances. The main features of managerial characteristics with these regards 

chosen are the managerial age, experience, education and knowledge of foreign 

language. All these hypotheses were developed in accordance to the availability of 

empirical evidence in the literature. These shall be analysed and presented in the 

subsequent chapters. The next chapter will be the research methodology chapter. It will 

present a rationale for the selected methodology applicable for this research. This shall 

include details on targeted population, approaches made to reach them and data 

collection.  
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CHAPTER 4 RESEARCH METHODOLOGY 

 

4.0 Introduction 

This chapter aims the justification of the methodology employed to empirically validate 

the conceptual framework proposed for the research and to help answer the submitted 

research questions. The chapter gives the direction of the research process. The contents 

include the research philosophy to enhance the understanding of the research, chosen 

methodology, the research design, the method of data collection, and a quantitative 

approach to data analysis. The philosophical context has been allowed to enable the 

researcher to implement the right methodology applied in similar research. The 

justification of the used research strategy is confirmed as fit to ensure it can test theories 

used in this research study. In the section on data collection, the main areas included 

are the data collection method, the selection of the study sample, the study respondents, 

survey questionnaire development, the scale of measurement and the pilot study. From 

the data collection, the next step entails the examination of the validity and reliability 

of the study data and a discussion of the applicable data for the research. Besides, the 

technique for statistical and data analysis have been examined. Finally, the section has 

examined the ethical issues statement alongside a discussion on ensuring that the study 

data is free of bias.  

 

4.1 Research Philosophy 

The research adopts a positivist approach as a research philosophy to social research 

based on the following reasons. First, the research focuses on explaining the existing 

casual association or relationship between research variables (Collis & Hussey, 2013). 

Secondly, the data of the research study is primarily qualitative, collected from the 

respondents through survey questionnaires. Finally, the positivist approach will be 
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crucial in the generalisation of the study results. This research selected a representative 

sample, targeting a sample of 500 firms. 

 

Philosophy Interpretative Positivism Realism 

Ontology 

Objectivism 

philosophy provides 

the external 

association of the 

data, while 

constructivism deals 

with the internal 

association. 

The focus on 

constructivism and 

interpretivism is 

examining conditions 

in real-life to set the 

actual phenomena in 

the stud 

The objective of the 

researcher is to 

understand theories 

regarding what they are 

or what there is, or their 

relevance to ontology. 

Epistemology 

In this case, the 

aspect of positivism 

is self-sustaining 

and can be examined 

independently. The 

focus is on indirect 

social phenomena. 

The knowledge, in 

this case, is based on 

the nonconcrete 

description of 

formed experiences 

and meanings. 

The researcher, in this 

case, intended to 

examine situations that 

would involve public 

engagements based on 

their knowledge about 

the situations or study. 

Trust in the observation 

of the phenomena or 

event to enhance or 

prove the credibility of 

facts. The unusual data 

will lead to inaccuracy 

and wrong 

interpretations. In this 

case, knowing will be 

based on observing and 

comprehending the 

natural laws.  
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Axiology 

The focus, in this 

case, is value-based 

and neutral.  The 

values are absolutely 

dependent on the 

enduring ideas. 

The research is loaded 

with value because the 

opinion of the research 

will depend on other 

contributors to the 

research, such as 

respondents’ 

knowledge and their 

experiences on the 

circumstance of the 

research. 

Real research is value-

based; thus, the 

research can remain 

biased based on the 

views of the world, 

cultural beliefs and 

values, and the 

experiences that can 

affect the research 

results. 

 

Pragmatism 

This involves a 

mixture of 

interpretivism and 

positivism as a way 

to highlight public 

and social problems.  

The research could be 

highly interpretative 

compared to positivist 

because there is a need 

for applied 

explanations on real-

life issues. 

  The final and actual 

results of the research 

could be interpretative 

instead of positivist, 

which is likely to alter 

the final research 

results. 

Approach 

The research applies 

a qualitative 

research approach. 

Quantitative and could 

also apply qualitative 

approaches. 

The method, in this 

case, will highly depend 

on the identified 

research problem. 

Method 

The research method 

can either be a 

mixed method or 

multiple research 

methods. 

In this case, it will be a 

mono-technique, but it 

is likely to use mixed 

methods in various 

cases. 

The method or 

technique that will be 

used will highly depend 

on the outcomes of the 

study. 

Table 6 The Research Philosophy and Paradigm (Vaishnavi, 2007 and Bailey, 2007) 
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4.2 Research Approaches 

There are two basic approaches to research which include the deductive and the 

inductive approach. The deductive approach test theories, while the inductive approach 

builds theories.   

4.2.1 Deductive Approach 

The deductive approach the research involves having people or the research participants 

relate to the scientific research (Soiferman, 2010).  In this case, the researcher will 

study what has been done by others, read existing theories related to the research topic 

or whatever phenomena that the researcher will be examining, and then examine the 

hypothesis that comes from the existing theories. If the causal association or 

relationship has been applied in a particular theory or examples used in the research, a 

deductive approach is used to test if the relationship is obtained in general 

circumstances. This approach is used to deduct conclusions from given propositions. 

The deductive approach will be applied in the research. 

4.2.2 Inductive Approach 

In the inductive approach, the research starts with data collection that is relevant to the 

research topic. After collecting enough data for the research, the researcher examines 

the data collected by looking at the data patterns and working with it to develop the 

theory that explains the pattern (Soiferman, 2010). Therefore, adopting the inductive 

approach will require the researcher to come up with observations and then move from 

certain experiences to propositions about the observed experiences. In other words, the 

researcher will move from the data to the research theory. Some of the advantages 

associated with this approach include explaining the causal association between 

variables, measuring the concepts quantitatively and enhancing the generalisation of 

the findings. The table 7 below shows a comparison of deductive and inductive 

approach. 
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Deduction approach Induction approach The deduction approach applied 

Scientific principles 

Get the understanding and 

comprehension of the attached 

meanings to events 

The conceptual framework has been 

developed based on the existing 

relationship and principles of the 

research variables. 

A shift from theory to 

data 

Good comprehension of the 

context of research 

After completing the development of 

the model (theory), the collection of 

quantitative done is done to start 

testing the model. 

Explanation of causal 

association/relationship 

between variables. 

Qualitative data is gathered. 

There was a design of hypothesis to 

demonstrate the existing association 

between the variables in the model, 

i.e., the relationship of the 

independent, the dependent and the 

moderator variables.  

 

Collecting quantitative 

data 

There is a flexible structure that 

enables changes in the research as 

it progresses. 

After quantitative data collection, the 

causal association of the model 

variables was established through the 

SPSS software. 

Ensuring data validity 

through controls. 

Needs a consideration that the 

researcher is part of this process. 

Collecting data from managers in 

manufacturing firms in China. Every 

step was considered in the data 

collection to reduce bias.  

All the concepts are 

operationalised to ensure 

all definitions are clear. 

The concerns, in this case, are few, 

with a need for generalisation. 

Any data in the questionnaire was 

confirmed to be clear and well-

clarified.  

Table 7: The differences between deductive and inductive approaches 

Source: Saunders et al 2012) 
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4.3 Research Design  

Research design entails the strategy and the analytical approach that the researcher 

chooses to integrate, in a coherent and logical manner, various study components to 

ensure the research problem is examined completely. Therefore, the research design 

entails the blueprint for the data collection, measurement and interpretations (De Vaus, 

2001). The goals or objectives of the research design were to ensure that the constructs 

in the research model were measured accurately and reliably, that the research 

hypothesis was tested well, and that the research results could be generalised. To realise 

the stated objectives, the researcher collected the primary data. In this case, the 

researcher collected the primary data using the anonymous online questionnaire as the 

main procedure. Then the data was examined and analysed, and logical deductions were 

obtained from the findings. Finally, the research provided the implications for the 

management of organisations based on the findings. The figure below shows the 

research design of this research. 

. 
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Figure 4: Research Methodology: the PhD Process 
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4.4 The Survey Research 

Survey research entails the process through which the research is conducted through 

surveys, which researchers give the survey respondents or participants (Creswell, 2009). 

The survey data is then analysed statistically to get a conclusion. Methods used in the 

survey research can be obtained based on factors such as survey tool and the time for 

conducting research. Based on the medium used to conduct research, there are three 

main methods used in the survey research include the online method, the telephone and 

the face-to-face method. The online research survey method sends questionnaires 

through e-mail to collect data. It is the most popular method of collecting data today 

because it involves minimal costs, and the responses are accurate (Creswell, 2009). The 

telephone method involves collecting data through phone calls. This method is useful 

when the researcher collects data from a wider section of the target population. The 

face-to-face method involves the collection of data through in-depth interviews. This 

method can be costly, but the response rate is high. Based on the advantages mentioned 

in each of the survey research methods, it was established that the use of online 

questionnaires is the most efficient method of collecting data for this research in 

Chinese firms because it is very cheap and faster, and the responses are accurate. 

4.4.1 The Structure of Questionnaire and Validation 

To achieve the objective of this research, the researcher developed a questionnaire to 

conduct a survey. The questionnaire used a Likert-type of scale, such as 1= strongly 

agree…7= disagree strongly. This questionnaire had a cover letter that explained the 

objective of the research, showed how useful the questionnaire was in the study, and 

assured the respondents of the confidentiality of the information they would give. The 

questionnaire had six sections that included barriers to exportation, patriarchal 

leadership, the orientation of the Chinese Market, product innovativeness, the 

performance of exports, and individual and company information.  
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This research was not focused on validating or coming up with new ways of measuring 

barriers to exportation, patriarchal leadership, the orientation of the Chinese Market, 

product innovativeness, and the performance of exports; thus, it adopted the measures 

from Leonidou (2004), Cheng et al. (2004), Narver & Slater (1990), Zhang et al. (2018), 

and Shamsuddoha & Ali (2006). These instruments were considered valid and reliable 

because of their predictability and validity, which enabled them to clarify concepts in 

the research. This choice of these instruments based on their validity and predictability 

was supported by the views of Saunders et al. (2012), which indicate that when standard 

questionnaires are replicated, they become relevant because they have been conformed 

of their reliability and validity.   

4.4.2 Questionnaire Translation 

Saunders et al. (2012) indicate that when the instructions and questions in a 

questionnaire are translated into another language, the translations should be done 

carefully, especially if the questionnaire will be decoded and answered by study 

participants in the way they intended initially.  In the case of this research, the study 

participants are Chinese, but the initial questionnaire was done in English. Therefore, it 

was translated to Chinese using the back-translation method to ensure the meaning of 

the questions is not changed and that the respondents comprehend them easily. The 

researcher started by translating the questionnaire from English to Chinese. The new 

version (Chinese Questionnaire) was then sent to the bilingual academic that 

understands both English and Chinese. After that, the researcher compared the two 

versions and ensured they were consistent and comprehensible by the targeted 

respondents. Besides, the questionnaire was given to other experts in bilingual 

academics from different management positions who are conversant with business 

issues in China. The two experts examined the questionnaires to ensure they were 

consistent, such that the information in the original version (English) was similar to the 

information in the Chinese version and that the translation from the English language 

to Chinese of adequate and comprehensible.  
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4.4.3 Pre-testing and the validation of survey instruments 

Before a questionnaire is used in the data collection, a pilot is done. The reason for 

having a pilot test is to ensure it has all the required details and be refined to enhance 

its validity and reliability to improve the response rate (Bryman &Bell, 2011). Pilot 

testing also helps the researcher to get more views and suggestions from participants 

on what should be added or removed. Besides, through the pilot test, the researcher 

ensures it has the right wording, examines the time frame that an average respondent 

will take to fill the questionnaire, ensure that the language is accurate and have a rough 

estimation of the expected response rate. The researcher conducted a pilot study with 

15 managers with academic backgrounds engaged in manufacturing in China. They 

tested the questionnaire on behalf of all respondents to ensure its accuracy. For instance, 

1) The part of personal information is moved from the beginning to the end of the 

questionnaire to reduce the sensitivity of respondents and better cooperate with them in 

answering the questionnaire. 2) In the sentence structure of some questions, the words 

that may have ambiguity are changed. 3) Some questions are directly directed to the 

Chinese government, which may be inappropriate and sensitive. It is better not to 

involve any political colour in academic research, which is not conducive to the 

advancement of research. Therefore, researcher changed the questions to a more 

euphemistic way. 4) Some negative question options targeted at respondents in the 

questionnaire may affect the objective answers of respondents, so researcher also 

changed the questions to a more euphemistic way. 5) Some definitions are difficult for 

respondents to understand, so they are annotated to avoid any potential ambiguity in 

respondents' understanding. In the process of data collection, all questions of 

questionnaire were reordered to avoid interference of participants and thus affect the 

accuracy of results. When all modifications were completed, the final version of the 

questionnaire was used for data collection in this research. 
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4.5 Sampling issues 

Sampling involves getting a subset of a population that is enough to get the 

characteristics of the whole population. Sampling makes it easy to get representative 

data of large populations using a small portion and then generalising the findings to 

represent the whole population (Saunders et al., 2012). The population is the set where 

the researcher gets or extracts a portion or subset to study the entire population. A 

sample is a portion or sub-set of the population. Sampling techniques can be probability 

and non-probability. In probability sampling, every representative of the population has 

an equal chance of being in a sample. Some of the probability sampling techniques 

include simple sampling, cluster and stratified sampling and systematic sampling 

(Bryman &Bell, 2011). In non-probability, the surety of being selected from a 

population is not certain. Techniques include convenience, quota and snowball 

sampling, 

 

This research was based on a survey; thus, probability sampling was most effective. In 

this case, a representative sample of the population can be obtained through the random 

sampling technique, whereby every element in the population has equal opportunities 

of being selected (Saunders et al., 2012). Therefore, random sampling was the most 

recommendable for quantitative research because most of the statistical tests assume 

that all data is collected through random sampling.  

 

In the past decade, the number of newly registered SMEs in the south was higher than 

in the north. By 2022, 57% of SMEs are located in southern China, with Guangdong, 

Jiangsu and Zhejiang topping the list, accounting for 26% of the total. The number of 

newly registered SMEs in The Yangtze River Delta region is the largest, while the 

number of registered SMEs in the northeast region is the lowest and the most obvious 

sign of decline. SMEs are most active in the Yangtze River Delta and pearl River 

Delta. Meanwhile, Shandong, Jiangsu, Zhejiang and Guangdong accounted for 60% of 

the country's total exports in 2022, accounting for 7%, 15%, 14% and 24% respectively 
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(NBS, 2022), making them the top four regions in terms of exports. Therefore, sampling 

in these four areas is representative. 

 

For this study, the target population comprises of managers with export experience of 

the enterprise or export department from the small and medium manufacturing 

enterprises organisations in China. Due to the limitations of time, geography and funds, 

it is unrealistic for this research to conduct a questionnaire survey on all regions and 

related companies in China. Therefore, the researchers used a random sampling method 

for 500 managers in small and medium manufacturing enterprises organisations within 

four major regions in China: Shandong, Zhejiang, Jiangsu and Guangdong.  

 

Due to the large number of regions involved, in order to ensure the accuracy of the data, 

this research conducted data collection through cooperation with authoritative data 

institutions in China. In order to ensure the randomness of sampling, 500 questionnaires 

were evenly distributed to Shandong, Jiangsu, Zhejiang and Guangdong as far as 

possible. In each province, the questionnaires were also distributed to different sub-

regions according to the distribution of SMEs. In the process of data collection, 

professionals with statistical background will make a one-to-one appointment with the 

enterprise to conduct a questionnaire in advance. After obtaining the consent of the 

enterprise, the interviewees will receive the electronic link of the questionnaire for 

completion through the network. After completion, professionals will call back to 

confirm that the whole process is successful. And 304 of them were responded. 

 

4.6 Reliability and Validity 

The research reliability and validity focus on how well various research instruments 

enhance the accuracy and consistency of the research. Reliability examines consistency, 

i.e., whether the research results can be reproduced, while validity examines the 

accuracy; that is, the results will represent what they were supposed to represent or 
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measure (Yeggy, 2018). This current study adopted the fife, an instrument that is widely 

used in Western, fitting the objective of the current study. Studies in the past have used 

the fife instrument to check and confirm reliability and validity. However, because this 

instrument is going to be used in China, with a different language, the researcher will 

need to have the validity and reliability tested again. 

4.6.1 Validity of Questionnaire 

The validity of a questionnaire can be assessed in various ways, which include face 

validity and content validity. Face validity assesses whether the questionnaire measures 

what it was meant to measure. The content validity assesses whether the questionnaire 

has questions that look into all aspects of the study (Bryman &Bell, 2011). The current 

study has used content validity to assess the questionnaire based on whether it has 

addressed all the study aspects and ensured that all measurements represent the main 

concepts of interest in the study.   

4.6.1.1 Content Validity  

According to Bryman &Bell (2011), content validity is the right use of variables in the 

research. Thus, it is a tool for collecting data. Content validity is needed in quantitative 

research that relies on the survey when gathering data. In this study, content validity 

was ensured by developing a questionnaire using data from past studies; it was a closed-

design questionnaire to ensure participants had an easy time giving their responses (Hair, 

2010). In the pilot test, the questionnaire was given to a random sample for the 

researcher to ensure it was on the right design and all variables were collected, and the 

target population comprehended it. 

4.6.1.2 Convergent Validity  

According to Yeggy (2018), convergent validity describes how closely a test is related 

to another test measuring the same variable or constructs. In an ideal world, two tests 

measuring similar variables should show a high correlation. It is an indication of how 
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best the test measure or the tool in the research is designed to give the right results. In 

the study using a survey questionnaire, convergent validity is important in ensuring the 

correlation of the research data. In the current study, convergent validity was used in 

the questionnaire to ensure that similar questions in the questionnaires produced similar 

results or that the responses were correlating.  

4.6.2 Questionnaire Reliability 

Bell (2022) describes reliability as a measure of consistency. The internal consistency 

in research evaluates the level at which the scale of items is homogeneous.  One of the 

commonly used measures of internal consistency is the Cronbach coefficient alpha (α), 

which examines the internal reliability to establish if the indicators in the scale are 

consistent. The Rule of Thumb using the Cronbach Coefficient Alpha (α) includes the 

value that is greater or equal to 0.90 shows very high reliability; the values within the 

range of 0.70 and 0.90 shows high reliability; the values within the range of 0.50 and 

0.70 shows moderate reliability, while the values that are less than 0.50 is an indication 

of low reliability (Bell, 2022). Therefore, for this study, the researcher used Cronbach's 

coefficient alpha to test the reliability and level of internal consistency. The value was 

greater than 0.90, indicating the questionnaire was highly reliable. 

4.7 Research Ethics  

According to Koepsell (2016), research ethics involves the application of basic ethical 

principles in the research activities, such as in the research design, data collection, and 

implementation. Research ethics is usually guided or governed by the principles 

underpinning how individuals and organisations need to conduct themselves. It is 

important for the researcher to adhere to ethical principles of research to protect the 

rights, dignity and welfare of the research respondents. In the current research, one of 

the research ethics applied by the research is ensuring that the questionnaire protects 

the confidentiality of the respondents. For instance, the researcher ensured that the 

respondents' real names were not provided and promised that all the information 
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provided in the questionnaire would remain confidential to the researcher and would 

not be shared with any other person or organisation without the consent of the 

respondents. The researcher ensured that the questionnaire was appropriate in ways that 

minimised risk to the respondents; the researcher obtained informed consent from the 

respondents, protected their anonymity, avoided using words or practices that can be 

deceptive to the Chinese culture where the research was conducted and give an 

opportunity for the respondents to withdraw from the research if they felt 

uncomfortable. 

. 

Summary 

The chapter has outlined the methodological design of the research. It has examined the 

research philosophy and shown that the research applied the positivist approach that 

assumes the reality of objectivity and remains autonomous to the instruments of the 

research (Collis & Hussey, 2013). The research used a quantitative approach to test the 

theories and show the variable's relationships. Quantitative research follows the 

deductive approach, where formulated hypotheses are tested. A qualitative study was 

not appropriate for this study because it was not obtaining the first data and came up 

with the theory at a later stage. The quantitative method was used to scrutinise the 

hypothesis; thus, it required huge quantitative data to be gathered and analysed 

statistically (Creswell, 2009). Thus, the use of quantitative survey through 

questionnaire was the right research methodology; online survey questionnaires were 

less inexpensive, easy and fast to collect data. The chapter has also explained the 

techniques for sampling, the size and the method of collecting data. The study used a 

random sample size of 500 Chinese firms and used a survey questionnaire as the data 

collection method. Finally, the study described the research ethics used for data 

collection and indicated that the researcher was guided by ethical principles of research, 

such as respect and respect for confidentiality. 
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CHAPTER 5: DATA ANALYSIS & INTERPRETATION 

5.0 Introduction 

In the following chapter, the data analysis, its findings and interpretations are presented.  

This chapter will have two parts. The initial part of the chapter will test the quality of 

the data of this research. The reliability test measures developed using Cronbach’s alpha 

followed by principal factor analysis for each of the hypothesis are presented. 

Following this, the results of hypothesis using that were arrived at using the multiple 

regressions are analysed and presented. The achievements of intercept and significance 

levels through individual regression coefficients are also illustrated. 

 

The second part of the research is prominent as it focusses on the results and 

interpretation made in above stated part. The data tested each variable of exporting 

barriers and tested with the exporting performances. Each variable of internal and 

external exporting barriers derived from Leonidou (2004) framework are tested for their 

negative association with exporting performances. Mixed results are derived in terms 

of barriers that are negatively associated or not associated with the export performances. 

Some factors like informational barriers in internal export barriers and socio-cultural 

and economic barriers in external exporting barriers were not negatively associated with 

export performances but proved to be good indicators of export performances. 

 

Likewise, dimensions of paternalistic leadership, market orientation and product 

innovation are also tested for their relationship with export performances. Both 

customer and competitor dimensions of market orientation; product innovation and 

authoritarian, moral and benevolence dimensions of paternalistic leadership styles are 

tested for positive relationship with exporting performances. The chapter illustrates on 

findings derived through analysis.  
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It should further be noted that the author decided to present the data analysis first, and 

only then presents the results justification (section 5.4). 

 

5.1 Reliability Testing 

Cronbach’s alpha, α (or coefficient alpha), was developed by Lee Cronbach in 1951. It 

is used to measures internal consistency or reliability which indicates how accurately 

the test designed measures the variable of interest (Cronbach, 1951). That is, 

Cronbach’s alpha tests to see if multiple-question Likert scale surveys are reliable. 

These questions of one scale measure only latent variable or dimension. In general, a 

score of more than 0.70 is acceptable. A high level for Alpha may indicate that the items 

in a test are highly correlated.  

 

5.1.1 Internal exporting barriers 

Seven scales in the questionnaire assessed the internal exporting barriers. Three scales 

are informational, functional, and financial barriers. In addition, marketing barriers as 

a second order variable were measured by four scales which are product, price, 

distribution/promotion and logistics. 

 

The number of items per scale, and reliabilities are as follows: informational barriers (3 

items, α = .751); functional barriers (4 items, α = .74); financial barriers (2 items, α 

= .746); product (5 items, α = .846); distribution/promotion (2 items, α = .777) and 

logistics (3 items, α = .644). The accepted value of Cronbach’s alpha is 0.7; however, 

values above 0.6 are also accepted (Griethuijsen et al., 2015; Taber, 2018). In addition, 

price was measured by one item.  

5.1.2 External exporting barriers 

Six scales in the questionnaire assessed the internal exporting barriers. Three scales are 
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procedural, governmental and task barriers. The scale of task barrier was measured by 

one question. In addition, environmental barriers as a second order variable were 

measured by three scales which are economic, political/legal and sociocultural barriers.  

The number of items per scale, and reliabilities are as follows: procedural barriers (3 

items, α = .720); governmental barriers (3 items, α = .880); economic barriers (4 items, 

α = .789); political/legal barriers (2 items, α = .617); and sociocultural barriers (2 items, 

α = .831). 

5.1.3 Paternalistic leadership 

Three scales in the questionnaire assessed the paternalistic leadership. They are 

benevolent leadership, moral leadership and authoritarian leadership. The number of 

items per scale, and reliabilities are as follows: benevolent leadership (11 items, α 

= .885); moral leadership (6 items, α = .802); authoritarian leadership (9 items, α = .859). 

5.1.4 Market-orientation 

Two scales in the questionnaire assessed the market-orientation. They are customer 

orientation and competitor orientation. 

 

The number of items per scale, and reliabilities are as follows: customer orientation (6 

items, α = .912); competitor orientation (4 items, α = .810). 

5.1.5 Product Innovation 

One scale in the questionnaire is assessed the product innovation. 

The number of items per scale, and reliabilities are as follows: product innovation (4 

items, α = .903).  
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5.1.6 Exporting performance 

One scale in the questionnaire assessed the exporting performance. 

 

The number of items per scale, and reliabilities are as follows: exporting performance 

(4 items, α = .909). 

 

As above results all values of Cronbach’s alpha are acceptable. 

5.2 Principal Factor Analysis 

Principal component analysis (PCA) can be defined as “a linear transformation 

technique that provides a smaller set of uncorrelated variables (called components) 

from a set of correlated variables while maintaining most of the information in the 

original data set. These components can then be used in place of the original variables 

in the regression model” (Wang, 2002). This statistical procedure involves the analysis 

of all measured variables in the data set simultaneously in order to uncover structure by 

grouping those observed variables. Thus, these interrelationships amongst several 

manifest variables are explored to explain them in terms of their common underlying 

factors. Putting things in another way, PCA is an approach for data reduction by 

combining the number of observed variables into a smaller number of principal 

components which account for most of variance of the observed variables. Unlike 

exploratory factor analysis, PCA makes no assumption about a model and its only 

concern is which linear relationships exist and how any particular manifest variable 

may contribute to that relationship (Hatcher, 1994). PCA relies on the principal 

component’s method, thus named PCA; it is solation of a “means to an end”.  

 

Before getting into the SPSS output, a few things need to be understood.  

A principal component is defined as a linear combination of weighted observed 

variables. Principal components are uncorrelated and orthogonal. 
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The total variance consists of common variance and unique variance; common 

variance is the amount of variance which is shared amongst observed variables in the 

analysis; unique variance is made of specific and error variance. Common variance is 

the amount of variance shared among the observed variables in the analysis. Observed 

variables which are highly correlated will share a big amount of variance.  

 

Communality (denoted as ℎ2) is defined as the amount of variance a specific observed 

variable share with other observed variables included in the analysis; it can also be 

defined as the amount of variance an observed variable has in common with the latent 

variable in which it loads on (Child, 1990). From the perspective of the latent variable, 

communality refers to the amount of variance explained in an observed variable by the 

latent variable. Thus, communality is common variance ranging from 0 to 1. Values 

closer to 1 means that extracted components explain more of the variance of an 

individual observable variable (Wang, 2002).   

 

PCA makes assumption that there is no unique variance, the total variance equates to 

common variance. As such, if the total variance is 1, then the common variance equates 

to the community. 

Given that, if the total variance is 1, then the communality is ℎ2, the unique variance is 

1 − ℎ2. In the case of PCA, common variance takes up all of total variance; that is, 

ℎ2 =   1 

 

Eigenvalues refers to the total amount of variance that can be explained by a given 

latent variable or principal component.  If eigenvalues are greater than zero, then it is 

a good sign. As they explain variance which cannot be negative. If eigenvalues are close 

to zero, it implies there is observed variable multi-collinearity since all the variance can 

be explained by the first component. It is tenable that the extracted factors explain 50% 

to 60%.  
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Eigenvectors refers to a weight for each eigenvalue. The eigenvector times the square 

root of the eigenvalue gives the component loadings which represents the correlation 

of each item with the specific principal component. 

 

Given that, summing the squared component loadings across the components gives the 

communality estimates for each item, and summing each squared loading across the 

items gives the eigenvalue for each component.  

The communalities for each observed variables and eigenvalues for each component 

are described as follows.  

5.2.1 Internal exporting barriers 

Seven scales in the questionnaire assessed the internal exporting barriers. Three scales 

are informational, functional, and financial barriers. In addition, marketing barriers as 

a second order variable were measured by four scales which are product, price, 

distribution/promotion and logistics. Price was measured by one item.  

 

The number of items per scale, communalities and eigenvalues are as follows: 

informational barrier was measured by 3 items. One factor was extracted. The 

communality for each item is over 60% which means the variance explained by the 

extracted factor is acceptable. Eigenvalue is 66.87% which implies the extracted factor 

explained the majority of the variance across three items.  

Total Variance Explained 

Compone

nt 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 2.006 66.869 66.869 2.006 66.869 66.869 

2 .512 17.069 83.938    

3 .482 16.062 100.000    

Table 8 Factor Analysis- Internal exporting barriers 
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Functional barrier was measured by 4 items. Initially, the communality for Item IB7 

was 0.39% which is not acceptable and the communality for each of three items is over 

60%. Thus, PCA was conducted using these three items.  One factor was extracted. 

The communality for each of three items is over 60% which means the variance 

explained by the extracted factor is acceptable. Eigenvalue is 66.55% which implies the 

extracted factor explained the majority of the variance across these items.  

Total Variance Explained 

Compone

nt 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 1.996 66.547 66.547 1.996 66.547 66.547 

2 .566 18.857 85.405    

3 .438 14.595 100.000    

Table 9 Factor Analysis- Internal exporting barriers 

 

Financial barrier was measured by 2 items.  One factor was extracted. The 

communality for each of two items is nearly 80% which means the variance explained 

by the extracted factor is high. Eigenvalue is 79.75% which implies the extracted factor 

explained the majority of the variance across two items.  

  

Total Variance Explained 

Compone

nt 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 1.595 79.747 79.747 1.595 79.747 79.747 

2 .405 20.253 100.000    

Table 10 Factor Analysis- Internal exporting barriers 

 

Barrier related to product was measured by 5 five items. One factor was extracted. The 

communality for each of five items is over 52.3% which means the variance explained 
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by the extracted factor is high. Eigenvalue is 62.50% which implies the extracted factor 

explained the majority of the variance across five items.  

Total Variance Explained 

Compone

nt 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 3.125 62.498 62.498 3.125 62.498 62.498 

2 .744 14.871 77.369    

3 .474 9.487 86.856    

4 .364 7.278 94.134    

5 .293 5.866 100.000    

Table 11 Factor Analysis- Internal exporting barriers 

 

Barriers related to distribution/promotion was measured by 2 items. One factor was 

extracted. The communality for each of two items is 82.1% which means the variance 

explained by the extracted factor is high. Eigenvalue is 82.06% which implies the 

extracted factor explained the majority of the variance across two items.  

Total Variance Explained 

Compon

ent 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 1.641 82.060 82.060 1.641 82.060 82.060 

2 .359 17.940 100.000    

Table 12 Factor Analysis- Internal exporting barriers 

 

And barriers related to logistics was measured by 3 items. One factor was extracted. 

The communality for each of three items is over 67.7% which means the variance 

explained by the extracted factor is high. Eigenvalue is 72.99% which implies the 

extracted factor explained the majority of the variance across three items.  
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Total Variance Explained 

Compon

ent 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 2.190 72.990 72.990 2.190 72.990 72.990 

2 .483 16.109 89.099    

3 .327 10.901 100.000    

Table 13 Factor Analysis- Internal exporting barriers 

 

5.2.2 External exporting barriers 

Six scales in the questionnaire assessed the internal exporting barriers. Three scales are 

procedural, governmental and task barriers. The scale of task barrier was measured by 

one question. In addition, environmental barriers as a second order variable were 

measured by three scales which are economic, political/legal and sociocultural barriers. 

 

The number of items per scale, communalities and eigenvalues are as follows: 

procedural barrier was measured by 3 items. PCA was conducted using these items.  

One factor was extracted. The communality for each item is over 73.8% which means 

the variance explained by the extracted factor is acceptable. Eigenvalue is 75.63% 

which implies the extracted factor explained the majority of the variance across these 

items. 
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Table 14 Factor Analysis- External exporting barriers 

 

Governmental barrier was measured by 3 items. One factor was extracted. The 

communality for each of these items is over 84.9% which means the variance explained 

by the extracted factor is high. Eigenvalue is 87.25% which implies the extracted factor 

explained the majority of the variance across these items. 

 

Total Variance Explained 

 
Compon

ent 

Initial Eigenvaluesa 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulati

ve % Total 

% of 

Variance 

Cumulati

ve % 

Raw 1 3.735 87.253 87.253 3.735 87.253 87.253 

2 .546 12.747 100.000    

Rescal

ed 

1 3.735 87.253 87.253 1.742 87.093 87.093 

2 .546 12.747 100.000    

Extraction Method: Principal Component Analysis. 

a. When analysing a covariance matrix, the initial eigenvalues are the same across the raw 

and rescaled solution. 

Table 15 Factor Analysis- External exporting barriers 

 

 

Barrier related to economic was measured by 4 items. PCA was conducted using these 

items. One factor was extracted. The communality for each of five items is over 81.8% 

Total Variance Explained 

 
Compon

ent 

Initial Eigenvaluesa 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulati

ve % Total 

% of 

Variance 

Cumulati

ve % 

Raw 1 3.277 75.629 75.629 3.277 75.629 75.629 

2 1.056 24.371 100.000    

Rescal

ed 

1 3.277 75.629 75.629 1.512 75.582 75.582 

2 1.056 24.371 100.000    

Extraction Method: Principal Component Analysis. 

a. When analysing a covariance matrix, the initial eigenvalues are the same across the raw 

and rescaled solution. 
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which means the variance explained by the extracted factor is high. Eigenvalue is 84.14% 

which implies the extracted factor explained the majority of the variance across these 

items. 

Total Variance Explained 

 
Compon

ent 

Initial Eigenvaluesa 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulati

ve % Total 

% of 

Variance 

Cumulati

ve % 

Raw 1 3.496 84.137 84.137 3.496 84.137 84.137 

2 .659 15.863 100.000    

Rescal

ed 

1 3.496 84.137 84.137 1.680 84.014 84.014 

2 .659 15.863 100.000    

Extraction Method: Principal Component Analysis. 

a. When analysing a covariance matrix, the initial eigenvalues are the same across the raw and 

rescaled solution. 

Table 16 Factor Analysis- External exporting barriers 

 

Political - legal was measured by 2 items. One factor was extracted. The communality 

for each item is over 56.1% which means the variance explained by the extracted factor 

is acceptable. Eigenvalue is 74.18% which implies the extracted factor explained the 

majority of the variance across two items.  

 

Total Variance Explained 

 
Compon

ent 

Initial Eigenvaluesa 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulati

ve % Total 

% of 

Variance 

Cumulati

ve % 

Raw 1 2.508 74.183 74.183 2.508 74.183 74.183 

2 .873 25.817 100.000    

Rescal

ed 

1 2.508 74.183 74.183 1.427 71.348 71.348 

2 .873 25.817 100.000    

Extraction Method: Principal Component Analysis. 

a. When analysing a covariance matrix, the initial eigenvalues are the same across the raw 

and rescaled solution. 

Table 17 Factor Analysis- External exporting barriers 
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Sociocultural was measured by 2 items. One factor was extracted. The communality for 

each item is over 84.5% which means the variance explained by the extracted factor is 

acceptable. Eigenvalue is 85.57% which implies the extracted factor explained the 

majority of the variance across two items. 

  

Total Variance Explained 

 
Compon

ent 

Initial Eigenvaluesa 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulati

ve % Total 

% of 

Variance 

Cumulati

ve % 

Raw 1 4.080 85.567 85.567 4.080 85.567 85.567 

2 .688 14.433 100.000    

Rescal

ed 

1 4.080 85.567 85.567 1.711 85.536 85.536 

2 .688 14.433 100.000    

Extraction Method: Principal Component Analysis. 

a. When analysing a covariance matrix, the initial eigenvalues are the same across the raw 

and rescaled solution. 

Table 18 Factor Analysis- External exporting barriers 

 

5.2.3 Paternalistic leadership 

Three scales in the questionnaire assessed the paternalistic leadership. They are 

benevolent leadership, moral leadership, and authoritarian leadership. 

 

The number of items per scale, communalities and eigenvalues are as follows: 

benevolent leadership was measured by 11 items. One factor was extracted. The 

communality for each item is over 50% which means the variance explained by the 

extracted factor is acceptable. Eigenvalue is 59.49% which implies the extracted factor 

explained the majority of the variance across these items. 
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Compon

ent 

Initial Eigenvalues 

Extraction Sums of 

Squared Loadings 

Rotation 

Sums of 

Squared 

Loadings 

Total 

% of 

Varian

ce 

Cumulat

ive % Total 

% of 

Varian

ce 

Cumulat

ive % Total 

1 5.18

0 

47.089 47.089 5.18

0 

47.089 47.089 4.287 

2 1.36

4 

12.396 59.485 1.36

4 

12.396 59.485 2.256 

3 .880 8.000 67.485     

4 .708 6.439 73.924     

5 .582 5.295 79.219     

6 .523 4.759 83.978     

7 .426 3.868 87.846     

8 .405 3.684 91.530     

9 .336 3.052 94.582     

10 .320 2.910 97.492     

11 .276 2.508 100.000     

Table 19 Factor Analysis- benevolent leadership 

 

Moral leadership was measured by 6 items. One factor was extracted. The communality 

for each item is over 51.1% which means the variance explained by the extracted factor 

is acceptable. Eigenvalue is 71.98% which implies the extracted factor explained the 

majority of the variance across these items. 
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Comp

onent 

Initial Eigenvalues 

Extraction Sums of 

Squared Loadings 

Rotation Sums of 

Squared 

Loadings 

Total 

% of 

Varianc

e 

Cumul

ative % Total 

% of 

Varianc

e 

Cumul

ative % Total 

1 3.09

9 

51.658 51.658 3.099 51.658 51.658 2.446 

2 1.21

9 

20.318 71.976 1.219 20.318 71.976 1.872 

3 .688 11.470 83.446 
    

4 .483 8.042 91.488 
    

5 .280 4.670 96.158 
    

6 .231 3.842 100.00

0 
    

Table 20 Factor Analysis- Moral leadership 

 

Authoritarian leadership was measured by 9 items. One factor was extracted. The 

variance explained by the extracted factor is acceptable. Eigenvalue is 62.39% which 

implies the extracted factor explained the majority of the variance across nine items. 
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Comp

onent 

Initial Eigenvalues 

Extraction Sums of 

Squared Loadings 

Rotation Sums of 

Squared Loadings 

Total 

% of 

Varianc

e 

Cumul

ative % Total 

% of 

Varianc

e 

Cumul

ative % Total 

1 4.28

5 

47.610 47.610 4.285 47.610 47.610 2.824 

2 1.33

0 

14.775 62.385 1.330 14.775 62.385 2.790 

3 .805 8.939 71.325     

4 .664 7.380 78.705     

5 .574 6.373 85.078     

6 .395 4.384 89.462     

7 .354 3.933 93.395     

8 .330 3.668 97.064     

9 .264 2.936 100.00

0 
    

Table 21Factor Analysis- Authoritarian leadership 

 

5.2.4 Market-orientation 

Two scales in the questionnaire assessed the market-orientation. They are customer 

orientation and competitor orientation. 

 

The number of items per scale, communalities and eigenvalues are as follows: customer 

orientation was measured by 6 items. One factor was extracted. The communality for 

each item is over 79.3% which means the variance explained by the extracted factor is 

acceptable. Eigenvalue is 82.17% which implies the extracted factor explained the 

majority of the variance across these items. 
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Total Variance Explained 

Compon

ent 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 2.465 82.168 82.168 2.465 82.168 82.168 

2 .305 10.175 92.343    

3 .230 7.657 100.000    

Table 22 Factor Analysis- customer orientation 

 

 

Competitor orientation was measured by 4 items. Initially, the communality for Item 

CPO1 was 42.4% which is not acceptable and the communality for each of four items 

is over 60%. Thus, PCA was conducted using these three items. One factor was 

extracted. The communality for each item is over 73.5% which means the variance 

explained by the extracted factor is acceptable. Eigenvalue is 76.59% which implies the 

extracted factor explained the majority of the variance across these items. 

 

Total Variance Explained 

Compon

ent 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 2.298 76.590 76.590 2.298 76.590 76.590 

2 .415 13.826 90.416    

3 .288 9.584 100.000    

Table 23 Factor Analysis- Competitor orientation 

 

5.2.5 Product Innovation 

One scale in the questionnaire assessed the product innovation. 

 

Product innovation was measured by 4 items. One factor was extracted. The 
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communality for each item is over 78.6% which means the variance explained by the 

extracted factor is acceptable. Eigenvalue is 83.38% which implies the extracted factor 

explained the majority of the variance across these items. 

Total Variance Explained 

Compon

ent 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulativ

e % Total 

% of 

Variance 

Cumulativ

e % 

1 2.501 83.381 83.381 2.501 83.381 83.381 

2 .321 10.705 94.086    

3 .177 5.914 100.000    

Table 24 Factor Analysis- Product innovation 

 

5.3 Hypotheses Testing 

This section presents the results of the hypotheses testing using multiple regression 

analysis which is explained below. 

5.3.1 Multiple Linear Regression analysis 

Multiple linear regression is an extension of simple linear regression. Multiple linear is 

used to model the relationship between two or more explanatory or predict variables 

and a response variable by fitting a linear equation to measured data (Newbold et al., 

2007). The variable to be predicted refers as the dependent or criterion variable; and the 

variables used to predict the value of the dependent variable are referred as the 

independent variables, or predictor, explanatory or regressor variables (Bollen, 1989). 

Every value of the independent variable is associated with a value of the dependent 

variable. 

 

The multiple linear regression equation can be presented as follows: 

y = b0 + b1x1 + b2x2 + b3x3 + ⋯ + bkxk + ε 

Where y is the predicted value of the dependent variable, 𝑥1  through 𝑥𝑘  are 
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explanatory or independent variables, b0 is the constant value of Y when all of the 

explanatory variables (X1 through Xk) are equal to zero; and b1 through bk are the 

estimated regression coefficients. Each regression coefficient regression represents the 

change in y relative to a one unit change in the respective explanatory variable. For 

instance, b1 is the change in Y relative to a one unit change in X1, holding all other 

explanatory variables constant (that is to say, when the remaining explanatory variables 

are held at the same value or are fixed). Putting it in another way, b1 is the estimated 

regression coefficient which quantifies the association between the explanatory variable 

X1 and the predicted variable y. In addition, statistical tests are performed to assess 

whether each regression coefficient is significantly different from zero. Given that, the 

observed values for y vary about their means which changes with the explanatory 

variables, thus multiple linear regression model includes a term for this variation. ε is 

the residual terms of the model and distribution assumption placed on the residuals will 

allow inference on the remaining model parameters later. In words, the model can be 

expressed as DATA= FIT + RESIDUAL.  

 

In our case, the multiple linear regression model can be expressed as follows: 

EP = b0 + b1IB + b2EB + b3PL + b4MO + b4PIN + ε 

Given that, multiple linear regression also helps to determine the overall fit (variance 

explained by predictors) of the model and the relative contribution of each of the 

independent to the total variance explained. Proceeding with SPSS in our example, we 

enter “exporting performance” as the dependent variable and IB, EB, PL, MO and PIN 

as independent variables. The default method for the multiple linear regression analysis 

is ‘Enter’, which means all variables are forced to be in the model (Bryman & Cramer, 

2009). The first table in the results output shows the variables included in the analysis 

and shows that all variables are useful to predict the exporting performance. The 

collinearity diagnostics test also included to test the auto-correlation.  
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Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 Product Innovation,  

Price IB,  

Authoritative Leadership,  

Task Barriers,  

Benevolent Leadership,  

Government Barriers,  

Competitor Orientation,  

Informational Barriers,  

Moral Leadership,  

Sociocultural Barriers,  

Financial IB,  

Logistics Barriers,  

Political-Legal Barriers,  

Customer Orientation,  

Procedural Barriers,  

Product Barriers,  

Functional Barriers,  

Economic Barriers,  

D-P Barriersb 

. Enter 

a. Dependent Variable: Exporting Performance 

b. All requested variables entered. 

Table 25 Variables 
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The next table shows the multiple linear regression model summary and overall fit 

statistics.  

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .444a .197 .141 .82440375 

a. Predictors: (Constant), Product Innovation, Price IB, Authoritative Leadership, Task Barriers, Benevolent Leadership, 

Government Barriers, Competitor Orientation, Informational Barriers, Moral Leadership, Sociocultural Barriers, Financial IB, 

Logistics Barriers, Political-Legal Barriers, Customer Orientation, Procedural Barriers, Product Barriers, Functional Barriers, 

Economic Barriers, D-P Barriers 

Table 26 Model Summary 

 

The above table (‘model summary’) provides the values of R, R2, adjusted R2, and the 

standard error of the estimate, which determines how well the regression model fits the 

data. The results were produced when all predictors were force into the multiple linear 

regression model. The "R" column represents the value of R, the multiple correlation 

coefficient. R can be considered to be one measure of the quality of the prediction of 

the dependent variable; in this case, exporting performance. In our case, a value of 

0.444 indicates an acceptable level of prediction. 

 

Other quantities that express the goodness of fit” of the model are R2 and adjusted R2. 

The “R Square” column represents the R2 value which also refers to the coefficient of 

determination, and which is the proportion of variance in the dependent variable that 

can be explained by the explanatory variables. In other words, R2 is the proportion of 

variation in the response which is explained via the regression on all the explanatory 

variables or predictors in the model; and technically that is the proportion of variation 

accounted for by the regression model above and beyond the mean model. In our case, 

the value is 0.197 which means our independent variables explain 19.7% of the 

variability of the dependent variable in our model, exporting performance. Including 

more explanatory variables in a multiple regression model always bring up the value of 

R2. But including more explanatory variables in the model is not necessarily better.  
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To this effect, to accurately report our data, “adjusted R Square (adjusted R2) needs to 

be interpreted. The adjusted R Square can help to weigh the proportion of variation 

explained with number of explanatory variables or predictors. The adjusted R2 does not 

increase automatically when more explanatory variables are added to the model. 

However, it can serve as a tool to find the “best” model for a given data set. Higher 

adjusted R2 indicates a better fitting model. In our case, R2 is 0.141 which is acceptable 

given that the current research is exploratory research. Furthermore, the p-value is high 

which is .000 (sig. < 0.05), indicating that the current model is good to explain the 

response, exporting performance.  

 

The F-test statistic and P-value are reported in the regression ANOVA table (see below).  

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 45.129 19 2.375 3.495 .000b 

Residual 183.503 270 .680   

Total 228.633 289    

a. Dependent Variable: Exporting Performance 

b. Predictors: (Constant), Product Innovation, Price IB, Authoritative Leadership, Task Barriers, Benevolent Leadership, Government 

Barriers, Competitor Orientation, Informational Barriers, Moral Leadership, Sociocultural Barriers, Financial IB, Logistics Barriers, 

Political-Legal Barriers, Customer Orientation, Procedural Barriers, Product Barriers, Functional Barriers, Economic Barriers, D-P Barriers 

Table 27 ANOVA 

 

The F-ratio tests whether the overall regression model is a good fit for the data. If the 

value of this test statistic is large, then it indicates that the regression works well and at 

least one explanatory variable in the model is relevant for the outcome. In addition, F-

test of the linear regression model has the null hypothesis that the model explains zero 

variance in the dependent variable, in other words R² = 0. The table above shows that 

the explanatory variables statistically significantly predict the response, F (19, 270) = 

3.495, p = 0.000 (p< .05). Given that, the regression model is an acceptable fit of the 
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data.  

5.3.1.1 Significance Testing of Hypotheses 

The next step is to test for individual regression coefficients and significance of 

regression, which will show the intercept and the significance levels. The results are 

presented in the table below. 

 

Coefficientsa 

Model Unstdzd Coeffs Stdzd 

Coeffs 

t Sig. Collinearity 

Statistics 

B Std. 

Error 

Beta Tolerance 

1 (Constant) .093 .226  .410 .682  

Informational Barriers -.112 .061 -.125 -1.846 .066 .652 

Functional Barriers -.174 .069 -.195 -2.536 .012 .505 

Financial IB .061 .064 .068 .954 .341 .589 

Product Barriers -.054 .067 -.060 -.801 .424 .527 

Price IB .007 .042 .013 .177 .860 .544 

D-P Barriers .190 .074 .215 2.585 .010 .428 

Logistics Barriers -.262 .069 -.293 -3.777 .000 .494 

Procedural Barriers -.068 .065 -.076 -1.051 .294 .563 

Government Barriers .078 .062 .087 1.256 .210 .623 

Task Barriers -.018 .049 -.024 -.369 .712 .717 

Economic Barriers -.101 .068 -.114 -1.473 .142 .498 

Sociocultural Barriers .115 .063 .130 1.840 .067 .591 

Political-Legal Barriers .017 .067 .020 .260 .795 .521 

Customer Orientation -.005 .067 -.006 -.080 .936 .520 

Competitor Orientation .057 .064 .065 .890 .374 .564 

Benevolent Leadership -.021 .054 -.023 -.385 .701 .817 
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Moral Leadership -.052 .056 -.059 -.923 .357 .738 

Authoritative Leadership .177 .053 .199 3.355 .001 .843 

Product Innovation .039 .054 .044 .728 .467 .825 

a. Dependent Variable: Exporting Performance 

Table 28 Multiple linear regression of independent variables 

 

All variables are forced into the multiple linear regression in our case. As the P-values 

(significance) in the table above suggest that only authoritative leadership, functional 

barriers, and D-P barriers and logistics barrier are significant predictors. As the current 

research is exploratory study, even though the P-value for informational barriers and 

sociocultural are 0.66 and 0.67 respectively (very close to 0.05), still they are good 

indicators.  The magnitude of the standardized coefficients (Beta) provides a means to 

assess relative importance of the independent variables 

 

H1a: There is a negative relationship between informational barriers and exporting 

performance. 

The association between informational barriers and exporting performance is not 

statistically significant (sig. =0.066). The regression coefficient associated with 

informational barriers is -0.125; each one unit decrease in informational barriers is 

associated with 0.125 increase in exporting performance. The p value level of this 

regression is not significant at 0.05 albeit very close. However, it is significant at 0.1 

level which is acceptable given that the current study is exploratory in nature. Therefore, 

informational barriers can be taken as an acceptable indicator of exporting performance.  

 

H1b: There is a negative relationship between functional barriers and exporting 

performance. 

The association between functional barriers and exporting performance is statistically 

significant (sig. =0.012). The regression coefficient associated with functional barriers 

is -0.195; each one unit decrease in functional barriers is associated with 0.195 increase 

in exporting performance. Thus, the hypothesis is supported.  
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H1c: There is a negative relationship between financial barriers and exporting 

performance. 

The association between financial barriers and exporting performance is not statistically 

significant (sig. =0.341). The regression coefficient associated with financial barriers is 

0.068; each one unit increase in financial barriers is associated with 0.068 increase in 

exporting performance. Thus, the hypothesis is not supported.  

 

H1d: There is a negative relationship between product barriers and exporting 

performance. 

The association between product barriers and exporting performance is not statistically 

significant (sig. =0.424). The regression coefficient associated with product barriers is 

-0.060; each one unit decrease in product barriers is associated with 0.060 increase in 

exporting performance. Thus, this hypothesis is not supported. 

 

H1e: There is a negative relationship between price barriers and exporting 

performance. 

The association between price barrier and exporting performance is not statistically 

significant (sig. =0.860). The regression coefficient associated with price barrier is 

0.013; each one unit increase in price barriers is associated with 0.013 increase in 

exporting performance. Thus, this hypothesis is not supported. 

 

H1f: There is a negative relationship between distribution/promotions barriers and 

exporting performance. 

The association between distribution/promotions barriers and exporting performance is 

statistically significant (sig. =0.010). The regression coefficient associated with 

distribution/promotions barriers is 0.215; each one unit increase in 

distribution/promotion barriers is associated with 0.215 increase in exporting 

performance. In other words, putting one unit effort to do promotion or build up 
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distribution will lead to 0.215 increase in exporting performance. Thus, this hypothesis 

is supported. 

 

H1g: There is a negative relationship between logistics barriers and exporting 

performance. 

The association between logistics barriers and exporting performance is not statistically 

significant (sig. =0.000). The regression coefficient associated with logistics barriers is 

-0.293; each one unit decrease in logistics barriers is associated with 0.293 increase in 

exporting performance. Thus, this hypothesis is supported. 

 

H2a: There is a negative relationship between procedural barriers and exporting 

performance. 

The association between procedural barriers and exporting performance is not 

statistically significant (sig. =0.294). The regression coefficient associated with 

procedural barriers is -0.076; each one unit decrease in functional barriers is associated 

with 0.076 increase in exporting performance. Thus, this hypothesis is not supported. 

 

H2b: There is a negative relationship between governmental barriers and exporting 

performance. 

The association between governmental barriers and exporting performance is not 

statistically significant (sig. =0.210). The regression coefficient associated with 

governmental barriers is 0.087; each one unit decrease in governmental barriers is 

associated with 0.087 increase in exporting performance. Thus, this hypothesis is not 

supported. 

 

H2c: There is a negative relationship between task barriers and exporting 

performance. 

The association between task barrier and exporting performance is not statistically 

significant (sig. =0.712). The regression coefficient associated with task barrier is -
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0.024; each one unit decrease in task barriers is associated with 0.024 increase in 

exporting performance. Thus, this hypothesis is not supported. 

 

H2d: There is a negative relationship between economic barriers and exporting 

performance. 

The association between economic barriers and exporting performance is not 

statistically significant (sig. =0.142). The regression coefficient associated with 

economic barriers is -0.114; each one unit decrease in economic barrier is associated 

with 0.114 increase in exporting performance. The p –value level of this regression is 

very close to 0.1; given the current research is exploratory research economic barriers 

can be taken as a good indicator of exporting performance.  

 

H2e: There is a negative relationship between political- legal barriers and exporting 

performance. 

The association between political-legal barriers and exporting performance is not 

statistically significant (sig. =0.795). The regression coefficient associated with 

political-legal barriers is 0.020; each one unit increase in political-legal barriers is 

associated with 0.020 increase in exporting performance. Thus, this hypothesis is not 

supported. 

 

H2f: There is a negative relationship between sociocultural barriers and exporting 

performance. 

The association between sociocultural barriers and exporting performance is not 

statistically significant (sig. =0.067). The regression coefficient associated with 

sociocultural barriers is -0.130; each one unit decrease in sociocultural barriers is 

associated with 0.130 increase in exporting performance. The p –value level of this 

regression is very close to 0.05. Given the current study is exploratory, sociocultural 

barriers can be taken as a good indicator of exporting performance. 

 



 

248 

 

PUBLIC / CYHOEDDUS 

H3a: There is a positive relationship between Customer Orientation and exporting 

performance. 

The association between customer orientation and exporting performance is not 

statistically significant (sig. =0.936). The regression coefficient associated with 

customer orientation is -0.006; each one unit decrease in customer orientation is 

associated with 0.006 increase in exporting performance. Thus, this hypothesis is not 

supported. 

 

H3b: There is a positive relationship between Competitor Orientation and exporting 

performance. 

The association between competitor orientation and exporting performance is 

statistically significant (sig. =0.374). The regression coefficient associated with 

competitor orientation is 0.065; each one unit increase in competitor orientation is 

associated with 0.065 increase in exporting performance. Thus, this hypothesis is not 

supported. 

 

H4a: There is a positive relationship between benevolent leadership and exporting 

performance. 

The association between benevolent leadership and exporting performance is 

statistically significant (sig. =0.701). The regression coefficient associated with 

benevolent leadership is -0.023; each one unit decrease in benevolent leadership is 

associated with 0.023 increase in exporting performance. Thus, this hypothesis is not 

supported. 

 

H4b: There is a positive relationship between Moral leadership and exporting 

performance. 

The association between moral leadership and exporting performance is statistically 

significant (sig. =0.357). The regression coefficient associated with moral leadership is 

-0.059; each one unit decrease in moral leadership is associated with 0.059 increase in 
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exporting performance. Thus this hypothesis is not supported. 

 

H4c: There is a positive relationship between Authoritarian leadership and exporting 

performance. 

The association between authoritative leadership and exporting performance is 

statistically significant (sig. =0.001). The regression coefficient associated with 

authoritative leadership is 0.199; each one unit increase in authoritative leadership is 

associated with 0.199 increase in exporting performance. Thus, this hypothesis is 

supported. 

 

H5: There is a positive relationship between product innovation and exporting 

performance 

The association between production innovation and exporting performance is 

statistically significant (sig. =0.467). The regression coefficient associated with 

production innovation is 0.044; each one unit increase in production innovation is 

associated with 0.044 increase in exporting performance. Thus, this hypothesis is not 

supported. 

 

5.3.1.2 Testing of the moderating variables 

The next step is to test regression coefficients of moderating variables and significance 

of regression. The results are presented in the table below. 

 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .481a .231 .147 .87919206 
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a. Predictors: (Constant), SocialbyAge, InformationbyKnowledge, EconomicbyExper, Logistics, EconomicbyEduc, 

InformationbyExper, LogisticsbyAge, informational, DPbyEduc, DPbyExper, LogisticsbyKnowledge, 

Socialculture, FunctionalbyAge, Economic, InformationbyEduc, FunctionalbyKnowledge, SocialbyEduc, 

Functional, EconomicbyKnowledge, DP, InformationbyAge, LogisticsbyEduc, FunctionalbyEduc, 

SocialbyKnowledge, LogisticsbyExper, SocialbyExper, DPbyAge, EconomicbyAge, DPbyKnowledge, 

FunctionalbyExper 

Table 29 Model Summary 

 

 

 

 

a. Dependent Variable: Exportperformance 

b. Predictors: (Constant), SocialbyAge, InformationbyKnowledge, EconomicbyExper, Logistics, EconomicbyEduc, 

InformationbyExper, LogisticsbyAge, informational, DPbyEduc, DPbyExper, LogisticsbyKnowledge, Socialculture, 

FunctionalbyAge, Economic, InformationbyEduc, FunctionalbyKnowledge, SocialbyEduc, Functional, EconomicbyKnowledge, 

DP, InformationbyAge, LogisticsbyEduc, FunctionalbyEduc, SocialbyKnowledge, LogisticsbyExper, SocialbyExper, DPbyAge, 

EconomicbyAge, DPbyKnowledge, FunctionalbyExper 

Table 30 ANOVA 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 63.544 30 2.118 2.740 .000b 

Residual 211.023 273 .773   

Total 274.567 303    
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Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) .075 .100  .748 .457 

Informational -.307 1.164 -.307 -.264 .793 

Funcional -.487 1.404 -.487 -.347 .730 

Financial -.835 1.045 -.835 -.800 .427 

Product -.161 1.040 -.161 -.155 .877 

DistributinPromotion .160 1.150 .160 .139 .890 

Logistics -2.046 1.039 -2.046 -1.968 .053 

Procedural -2.748 1.325 -2.748 -2.075 .042 

Governmental -.114 1.328 -.114 -.086 .932 

Economics -.626 1.401 -.626 -.446 .657 

PoliticalLegal -.399 1.407 -.399 -.284 .777 

Sociocultural -.584 1.134 -.584 -.515 .608 

Zscore(Price) -1.036 1.144 -1.036 -.905 .369 

Zscore(Task) .521 .936 .521 .557 .580 

Information by Age .634 .164 2.209 3.872 .000 

Information by Educ -.046 .284 -.209 -.164 .871 

Information by Exper .504 .200 1.232 2.526 .014 

Information by Knowledge .531 .424 1.102 1.252 .215 

Functioanl by Knowledge -.409 .375 -.797 -1.092 .279 

Functioanl by Exper .152 .294 .373 .517 .607 

Functioanl by Educ .182 .334 .787 .544 .588 

Functioanl by Age .025 .230 .084 .108 .914 

Financial by Age .136 .168 .461 .806 .423 

Financial by Educ -.253 .250 -1.116 -1.011 .316 

Financial by Exper .074 .240 .176 .308 .759 

Financial by Knowledge .685 .501 1.401 1.367 .176 

Product by Knowledge .754 .382 1.484 1.973 .053   
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Product by Exper .147 .234 .328 .626 .533 

Product by Educ .350 .269 1.524 1.302 .197 

Product by Age -.133 .159 -.422 -.834 .407 

DP by Age -.001 .203 -.004 -.006 .995 

DP by Educ -.192 .256 -.889 -.751 .455 

DP by Exper .048 .241 .113 .199 .843 

DP by Knowledge .189 .403 .397 .470 .640 

Logistic by Knowledge -.467 .385 -.976 -1.214 .229 

Logistic by Exper .283 .209 .751 1.359 .179 

Logistic by Educ .627 .244 2.853 2.571 .012 

Logistic by Age -.091 .174 -.299 -.524 .602 

Procedural by Age -.018 .165 -.057 -.109 .914 

Procedural by Educ -.119 .273 -.534 -.435 .665 

Procedural by Eper -.170 .233 -.412 -.729 .468 

Procedural by Knowledge .845 .342 1.772 2.469 .016 

Governmental by Knowledge .778 .438 1.543 1.777 .040 

Governmental by Exper .059 .251 .153 .235 .815 

Governmental by Educ -.272 .280 -1.228 -.971 .335 

Governmental by Age -.159 .232 -.559 -.686 .495 

Economicsl by Age .273 .218 .881 1.253 .214 

Economicsl by Exper -.348 .269 -.844 -1.296 .199 

Economicsl by Educ .122 .297 .546 .409 .684 

Economicsl by Knowledge .175 .551 .372 .317 .752 

Political by Knowledge .378 .342 .764 1.106 .272 

Political by Exper .464 .262 1.077 1.768 .032 

Political by Educ -.268 .330 -1.188 -.813 .419 

Political by Age .374 .204 1.173 1.831 .017 

Sociocultural by Age .359 .187 1.138 1.918 .039 

Sociocultural by Educ .149 .251 .677 .593 .555 
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a. Dependent Variable: Exportperformance 

Table 31 Multiple linear regression of moderating variables 

 

 

Internal exporting barriers and moderator 

 

H6a: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between internal exporting barriers and 

exporting performance  

 

Informational Barriers 

The informational barriers had less negative effects on exporting performance in 

companies managed by managers who are older than that in companies managed by 

managers who are younger. 

 

The informational barriers had less negative effects on exporting performance in 

companies managed by managers with more experience than that in companies 

managed by managers with less experience. 

 

Sociocultural by Exper -.320 .221 -.748 -1.449 .152 

Sociocultural by Knowledge .819 .386 1.708 2.123 .037 

Price by Knowledge .659 .427 1.314 1.542 .128 

Price by Exper -.064 .227 -.154 -.284 .777 

Price by Educ .006 .258 .025 .021 .983 

Price by Age -.100 .139 -.329 -.723 .472 

Task by Age -.161 .127 -.498 -1.265 .210 

Task by Educ .109 .228 .498 .477 .635 

Task by Exper .125 .186 .283 .674 .503 

Task by Knoweledge -.497 .323 -.993 -1.541 .128 
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Other managerial characteristics including education and knowledge of foreign 

language did not moderate the relationships between informational barriers and 

exporting performance in any circumstances. 

 

 

Product Barriers 

The product barriers had less negative effects on exporting performance in companies 

managed by managers with more knowledge of foreign languages than that in 

companies managed by managers with less knowledge of foreign language.  

 

Other managerial characteristics including age, education and experience did not 

moderate the relationships between product barriers and exporting performance in any 

circumstances.  

 

 

Logistics Barriers 

The logistics barriers had less negative effects on exporting performance in companies 

managed by managers with higher education than that in companies managed by 

managers with lower education. 

Other managerial characteristics including age, experience and knowledge of foreign 

language did not moderate the relationships between logistics barriers and exporting 

performance in any circumstances. 

 

Summary 

Managerial characteristics (age, experience, education and knowledge of foreign 

language) did not buffer the relationships between internal exporting barriers including 

functional barriers, financial barriers, price barriers and distribution/promotions 

barriers and exporting performance in any circumstances. 
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External exporting barriers and moderator 

 

H6b: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between external exporting barriers and 

exporting performance 

 

Procedural Barriers 

The procedural barriers had less negative effects on exporting performance in 

companies managed by managers with more knowledge of foreign languages than that 

in companies managed by managers with less knowledge of foreign language. 

Other managerial characteristics including age, education and experience did not 

moderate the relationships between procedural barriers and exporting performance in 

any circumstances. 

 

Governmental Barriers 

The governmental barriers had less negative effects on exporting performance in 

companies managed by managers with more knowledge of foreign languages than that 

in companies managed by managers with less knowledge of foreign language. 

Other managerial characteristics including age, education and experience did not buffer 

the relationships between governmental barriers and exporting performance in any 

circumstances. 

 

Political- Legal Barriers 

The political- legal barriers had less negative effects on exporting performance in 

companies managed by managers with more experience than that in companies 

managed by managers with less experience. 

The political- legal barriers had less negative effects on exporting performance in 

companies managed by managers who are older than that in companies managed by 
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managers who are younger. 

Other managerial characteristics including education and knowledge of foreign 

language did not moderate the relationships between political- legal barriers and 

exporting performance in any circumstances. 

 

Sociocultural Barriers 

The sociocultural barriers had less negative effects on exporting performance in 

companies managed by managers who are older than that in companies managed by 

managers who are younger. 

 

The sociocultural barriers had less negative effects on exporting performance in 

companies managed by managers with more knowledge of foreign languages than that 

in companies managed by managers with less knowledge of foreign language. 

Other managerial characteristics including education and experience did not moderate 

the relationships between sociocultural barriers and exporting performance in any  

circumstances. 

 

Summary 

Managerial characteristics (age, education, experience and knowledge of foreign 

language) do not buffer the relationships between external exporting barriers (including 

task barriers and economic barriers) and exporting performance in any circumstances. 

 

5.4 Results Justification  

H1: There is a negative relationship between internal exporting barriers and 

exporting performance. 

 

H1a: There is a negative relationship between informational barriers and exporting 

performance. 
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The most important forms of internal barriers to exporting are hence taken as the lack 

of knowledge, lack of information, poor strategic strategies, lack of sufficient resources, 

poor managerial competencies and lack of skills to undertake export operations 

(Arteaga-Ortiz et al, 2010; Leonidou, 2004). Cahen et al (2016) found out that country-

based factors also have influence on the exporting performance of the firm. These 

include organizational capability factors, human resource potentials and institutional 

factors as well. The exporting barriers which are informational, also refer to limited 

knowledge, inability to locate information, analyze markets, or identification of 

available opportunities abroad. Having information about local knowledge and culture 

has a great impact on the exporting performances of any firm. As opined by Winter 

(1987) a firm require different resources and competencies to enter into a foreign 

market, and gathering right information is the most difficult one of all. Informational 

barriers help the exporting firms in developing marketing strategies and managerial 

approaches that can help Vietnamese firms achieve great performances (Thanh, 2008). 

The research findings indicate that having sufficient information is one of the key 

factors in mediating firms’ performances through competitor orientation. While it is 

inconclusive from these findings as to how informational barriers can have direct 

impact on exporting performances, but it is evident that having sufficient knowledge of 

markets, availability of resources, skills and experiences can provide firms with certain 

advantages that can facilitate their performances. This is applicable in context of 

Chinese exporting firms, however, the importance of knowledge and people skills are 

more influential in Chinese firms when compared to the availability of information. 

Having right contacts in business can help exporting firms achieve greater benefits.  

 

Similarly, information on prices, demand and supply of the market and the cultural 

aspects is important to be known by the exporting firms (Eldik and Viviers, 2005), 

however the analysis of the present findings help in understanding that the experiences 

of exporting firms and the links they have in foreign countries are very important for 
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an exporting firms but they are not significant or positively associated. Information and 

knowledge are probably the most difficult resource to obtain. The research findings 

help in understanding that the level of uncertainty which a firm could face in foreign 

firm is to great extent reduced if they have good knowledge about the foreign country 

markets, local authorities and customers. But the findings also suggest that this is more 

relevant to exporting firms with scarce resources and less experience. As per this 

research’s’ finding with growing times and experiences firms develop capabilities to 

overcome informational barriers. Given the current study is exploratory, informational 

barriers can be taken as a good indicator of exporting performance.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                   

 

 

H1b: There is a negative relationship between functional barriers and exporting 

performance. 

 

Leonidou (2004) further clarifies the internal exporting barriers which are informational, 

such as limited knowledge to locate information, analyses markets, or identification of 

available opportunities abroad. Functional barriers refer to managerial skills and 

competencies. Such that when management lack sufficient skills, and resources to 

conduct exporting operations. Leonidou (2005) considers functional barriers as any 

factor relating to human resources, production issues and finance related. When an 

exporting firm is severely lacking in skilled labour or production or financial resources 

then these can have influence on its functioning. And for Vozikis and Mescon (1985) 

functional areas include different aspects such as human resources related, production 

related and financial related as well. Out of all these, the international experiences of 

managers are the irreplaceable one.  

 

Leonidou (2004) explain functional barriers are the ones that directly relate to the 

production. One of the important factors that Chinese exporting firms rely on is the 

managerial competencies. International experiences of the managers is inimitable. It is 
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very specific and hence difficult for the competitors to adopt.  The study of Ruzzier et 

al (2007) mentions that the international exposure of managers is competitive resources. 

It is the sum total of gathered experiences that managers derive by travelling and 

spending time abroad. And for Mpingajira (2011) exporting managerial skills is key to 

success of the exporting firms. The findings of this research correspond to study of 

Altins et al (2017); Mapingajira (2011); Borgenson (2006); Oviatt and McDougall 

(1995) that the extent to which a manger or an entrepreneur can establish a network or 

maintain good contacts will have high impact on performance of the exporting firms.  

 

While Van Eldik and Viviers (2005) identified that when an export company fails to 

match with the host country demands and or when an export firm fails to correspond 

with the cultural aspects of the host country then it is likely possible that their export 

performances are declined.  

 

Managerial skills and competencies such that when management lack sufficient skills, 

and resources to conduct exporting operations can often lead to poor strategic decision 

making. Likewise export performance also increased when the firm like characters such 

as, experience and knowledge of working in international conditions were well 

managed. The key focus of the study was on main functional barriers such as 

managerial commitment, their ability to visualize competitors, international experience 

and the knowledge and experience of the managers. The study confirmed that with 

higher experience of the firm and the aforementioned factors the influence of barriers 

tends to decrease on exporting performances of the firm. 

 

Other factors identified to have positive impact on performances of exporting firm in 

this study were the managerial approach and ability to predict change. The current 

analysis hence firmly confirms that the impact of functional barriers is high on 

exporting performances. Functional barrier, mainly the lack of efficient managerial 

skills and local networks can negatively influence the exporting performances in 
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Chinese firms. The study findings suggest that exporting barriers tend to have lesser 

impact on the firms with greater experience.  

 

Many of the firms are identified to form strategic alliance or have contracts with local 

authorities with entrepreneurial firms in host countries to overcome such functional 

barriers. At the same time these firms are taking major steps in planning towards their 

managers’ foreign experiences. It is also found that managerial experiences are often 

helpful in developing good local networks. Besides good relationships foreign 

experiences and knowledge of the managers helps the exporting firms in overcoming 

transaction costs and also reduce the threat of risks as they have local host countries 

partners to share them. Hence the findings suggest that functional barriers have high 

significance on performances of Chinese exporting firms.  

 

H1c: There is a negative relationship between financial barriers and exporting 

performance. 

 

According to Chaney (2005) exporting is one of the most preferred forms of 

international expansion because, unlike other exporting firms they do not require large 

sums of investments. If firms were to incur large sunk entry costs to engage in an 

exporting business then only firms that are less constrained financially would have been 

able to export. Some studies like Ganesh et al (2011) also opine that exporting firms 

have stable cash flow due to international diversification hence financial barrier cannot 

be significant to them. Study of Shoham (1991) also studied the export performance in 

the context of financial dimensions such as turnover and profitability where firm 

effectiveness is not found to be significant to these factors. Export company failure to 

match its prices with the host country demands leads to possibility that their export 

performances are declined. The study observes that functional and financial barriers are 

intertwined. For instance, exporting barriers such as poor distribution and sharing of 

information between buyers and sellers, lack of knowledge about the host country 
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culture and consumer preferences often led exporting firm to incur more operational 

costs thus affecting their performances drastically. According to the findings of this 

study, firm performances cannot be determined in one universalistic means and it is 

dependent on environmental contexts lying in internal and external to an export firms. 

With regards to financial constraints, exporting firms referred exporting from China as 

one of the feasible and low-cost investment ventures, hence financial barrier has 

minimal impacts on the business. It is also observed that owing to support from the 

Chinese government and liberalized opportunities for Chinese products at many foreign 

countries, exports in China are observed of being least influenced by financial 

constraints. It is conclusive that financial barriers are not a good indicator which can 

influence exporting performance negatively.   

 

H1d: There is a negative relationship between product barriers and exporting 

performance. 

 

The firm competitiveness is largely reliable on its resources and competencies (Zhou 

and Stan, 2008). For exporting firms, it is important to understand the nature of products 

that are in demand in foreign land and then produce them accordingly. The firm 

efficiencies are determined by many controlled factors such as resources and 

capabilities that are developed and combined to produce competitive offerings (Kaleka, 

2012).  Lin and Yee et al (2001) however argue that factors such as innovative markets, 

products meeting the demand in host country have influence on the exporting 

performances, however thy are not static. The findings of this research also concludes 

that product barrier is not a good indicator to be negatively impacting the exporting 

performances in Chinese export firms. It is also analysed that production barrier is not 

isolated factor, but it is a combined aspect of overall marketing, price and infrastructure. 

As long as the importing country offer better facilities that can prevent exporting firm 

into getting higher charges in transporting and logistics, the impact of production barrier 

to negatively affect export performances cannot be supported. Barriers such as 
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insufficient knowledge of the host country markets, poor understanding of opportunities 

and threats prevalent in host country markets and lack of exporting managers’ skills are 

main hurdles on the exporting performances of the firm (Mpingajira. 2011). Lin and 

Yee et al (2001) claims that factors such as innovative markets, products meeting the 

demand in host country have influence on the exporting performances. For exporting 

firms it is important to understand the nature of products that are in demand in foreign 

land and then produce them accordingly. 

 

There are very little studies in the literature which makes emphasis on product barriers 

and exporting performances. The study findings suggest that product barriers are crucial 

ones but not indicated of being negatively associated with exporting performances. 

Findings also suggest that Chinese export firms develop relations with host country 

local partners to ensure that better host country facilities like transportation, storage and 

quicker delivery are enabled.  

 

H1e: There is a negative relationship between price barriers and exporting 

performance. 

 

Price constitutes to one of the key factors in exporting business. As for the concern of 

quoting prices exporting firms has to take into consideration the exchange rates. 

Currency fluctuation rates often influences the pricing strategy of the competing firms. 

Exporters should also look at competitors’ pricing strategies and remain compatible 

with that to attract the customers (Cavusgil, 1993). Furthermore, the number of studies 

studying the impact of foreign exchange risk on fluctuating export rates in context of 

export barriers are very limited. Other factors influencing pricing is the expenses 

incurred in conducting operations, licensing and transportation etc. But the study 

findings lead to the opinion that currency fluctuation and valuation has impact on the 

financial performances of the exporting firm. But it is not statistically significant 

enough to negatively impact the export performances.  
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The findings of research correspond with Van Eldik and Viviers (2005) that where an 

export company fails to match its prices with the host country demands and or when an 

export firm fails to correspond with the cultural aspects of the host country then it is 

likely possible that their export performances are declined. Shoham (1991) Export 

company failure to match its prices with the host country demands leads to possibility 

that their export performances are declined.  

 

Likewise exporting firms are least considerate about other operational expenses as with 

experience and opportunities available in foreign they are easily manageable. Many 

Chinese firms are observed not to consider price as a major barrier, as with proper 

networks in the host country, this barrier will be overcome. Another observation of the 

study finding is the availability of opportunities in China. It is a vast country with 

varying alternatives available. Exporters can opt for markets ranging from cheap to 

mid-range to high-end. Precisely, Chinese exporting firms have different availabilities 

to fulfil different affordability. Hence price factor is not very good indicator showing a 

negative significant relation with exporting performances.  

 

H1f: There is a negative relationship between distribution/promotions barriers and 

exporting performance. 

 

Chinese trade has liberalized to a great extent. After its economic reform movement, 

Chinese government has made huge investments in improvising its distributions, 

logistics and transportation systems. According to Mpingajira (2011); Leonidou et al 

(2004) it is very important for countries to have facilities that can facilitate trade and 

investment. In fact, efficient distribution systems and good infrastructure supporting 

transportation in a region have great influence on its exports and imports. The rapid 

increase of FDI in China clearly indicate the potential business markets and 

opportunities China has. However, for many studies Ren et al (2014); Jones and 
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Coveillo (2005) confirms that one of the essential success factors for new ventures to 

successfully compete in the global market place is their ability to identify, to exploit 

and to benefit from new market opportunities available internationally. 

 

The findings of this research also analyses are the fragmentation in quality of transport 

services hugely influences the transportation in china. Likewise, identifying suppliers 

to link in business value chain is also challenging for many firms which are new to 

exporting business in China. While access to labour and low-cost materials is easily 

located, but managing distribution is real challenge as delayed deliveries is one of the 

key distribution challenges in exporting firms. This clearly indicate that the 

distributions/promotions barriers are negatively associated with exporting 

performances. The findings correspond with Thanh (2018) and Oriz and Ortiz (2010) 

where in distribution and promotional barriers can influence export performances. The 

role of culture is emphasised in other studies like Kahler and Craemer (1977) and 

Karkaya and Stahl (1991); the influence of culture also appears to be significant.  

 

H1g: There is a negative relationship between logistics barriers and exporting 

performance. 

 

Transport and logistics services facilitate international trade and hence a country’s’ FDI 

and export can be greatly influenced. Song and Yeo (2017) emphasises on how poor 

infrastructure can be an obstacle leading to operational expenses in international trade. 

Dollar et al (2004) and Hoekman and Nicita (2010) logistics performance greatly 

influences the trade openness in a region. Trade facilitation is influenced by 

infrastructure. Furthermore, it is evident from Chinese and other Asian economies that 

exports are induced by good logistics facility and good logistics directly significant 

with higher investment opportunities in a region.  

 

Hong et al (2004); Easton and Zhang (2012) it is given that poor logistics systems and 
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lack of quality in distribution are some of the key challenges which firms operating in 

China and in Asia in general face. 

 

Our key findings suggest that although China has been one of the emerging countries 

with low costs and abundant labour resources, however with growing demand and 

changing times the costs incurred in logistics and manpower have both increased 

significantly. This is now putting a lot of pressure on exporting firms and other firms 

engaged in international trade in China. This is probably one of the biggest challenges, 

besides lateness or delayed in delivery of the supplies. Cahen et al (2016) found out that 

country-based factors have influence on the exporting performance of the firm. This 

include and institutional factors besides organizational capability factors and human 

resource potentials  

 

Another finding of the study emphasises on the variation in the quality. As there are 

more and more firms engaging in exporting the competition is increasing there by 

increasing costs and impacting the quality. This leads to delayed deliveries. 

Furthermore, the stability of sources of local employees is also a severe concern. 

Findings reported issues like deteriorating of inventories and quality of products if they 

are held in storages for too long. Likewise, some exported goods might not set well in 

different climatic conditions and hence they have to be delivered on time. But if 

logistics delay is high then the exporting firm will straightaway incur loss of operational 

expenses in either finding alternative distributions or maintenance of the stored produce. 

This study also highlights the need for efficiently developing value chain links where 

in local labour performances contributes hugely to deliver good productivity. The 

internal resources here is not but limited to the experience of the people resources but 

their academic, training and development and how effectively they contribute to the 

performance of exporting firms All these factors are negatively influencing the 

performances of Chinese exporting firms thus supporting this hypothesis.  
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H2: There is a negative relationship between external exporting barriers and 

exporting performance. 

 

H2a: There is a negative relationship between procedural barriers and exporting 

performance. 

 

There is no doubt that exporting is one of those internationalized activity which allow 

all sought for firms, regardless of their size and experience to internationalize. Besides 

nurturing growth opportunities for the businesses, exporting also enhances a nations’ 

welfare at large (Leonidou, 2007). Many factors influence the exporting performance, 

of which external factors are vital determinants as per the industrial organizational 

theory (Zhou and Stan, 1998). Export barriers are relevant to the liability of foreignness. 

Leonidou (2004); (2005) has made extensive research with regards to obstacles 

hindering the exporting business.  A fuller understanding of procedural obstacles that 

can challenge the growth or conducting of exporting business is an important factor to 

be studied. Many studies like Peng (2006); Moini (1997) and Rabino (1980) have stated 

the importance of exporting procedures as critical factors, but this is not verified in this 

research. Likewise, the speed and uncertainty are other unpredictable factors. As for 

Chinese firms they reported that having intermediate institutions that can help them to 

export were main sources of incurring additional transaction costs while exporting. 

Businesses that are able to have direct links with the host country clients and markets 

can enable exporting firms from paying additional charges. 

 

The findings of this research shows that many Chinese exporting firms are experienced 

in identifying how formal and informal institutions increase transactions costs. Hence 

these firms maintain direct relation with domestic manufacturers and buyers. It is one 

of the efficient strategies adopted by many Chinese exporting firms that they maintain 

links with domestic production bases and foreign importers directly without linking 
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with any intermediaries. Chinese exporting firms provide local manufacturers with 

feasible and low-risk transactions thus helping them access to necessary resources, 

commitments and other procedures to be done. This also enables Chinese exporting 

firms to have better compliance with host country requirements. Other procedural 

barriers are controllable factors which are understood to be dealt with time and 

experience. Further to findings of this research, it is also derived that exporting firms 

often engage with parties in one single transaction. This also allows the exporters to 

ensure that quality of service from locals is not undermined nor are there any time logs. 

Although in many studies it is evident that when an exporting firm fails to comply with 

or deals with intermediaries often leads to higher transactional and procedural 

formalities. This constitutes to major obstacle for exporting firms. However, for 

Chinese exporters, this is found to be insignificant.  

 

H2b: There is a negative relationship between governmental barriers and exporting 

performance. 

 

Export firms are prone to many restrictions on different product ranges. This is one of 

the essential barriers on exporting highlighted by studies (Altun 2017; Leonidou,2007).   

In order to protect their own boundaries, many governments impose high tariffs on 

exports.  Such tariffs are subject to revision at the consent of home-country 

government. Factors such as impact of the measures that importing country could have 

due to importing such products is one of the major concerns taken into consideration 

while imposing such tariffs. Besides tariffs, there are other non-tariff barriers also which 

can cause challenges to exporting firms. Introduction of restricting licenses, permits 

and certain measures are put in place by many governments to restrict foreign imports. 

Peng (2001) cite that many governments impose tariff and non-tariff barriers to prevent 

their domestic firms from falling in competition with unfair competitive products and 

prices from other countries. Some forms of attitudes of respective governments can be 

supportive or non-supportive of attracting foreign exports. Leonidou (2004) explains 
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that government barriers are not only levied on foreign firms in forms of tariff or non-

tariff barriers but also by imposing restrictive policies on local firms which have tie-

ups with foreign parties. The findings are very relevant with Venkateswaran (2006) host 

country environment can exert both positive and negative opportunities and threats. 

This can be enabled by either placing trade liberalization or restrictions on exporting 

activities. 

 

It is observed from the findings of this study that Chinese exporting firms least are 

challenged by such concerns. One of the major reasons for this is the strategy adopted 

by Chinese government that has lowered Chinas’ tariff on importing from other 

countries. The liberalized move of Chinese government to promote trade agreements 

with other countries, has opened great source of opportunity for Chinese exporter to 

export freely into foreign countries with low tariffs and relaxed measures in place.  

 

It is found from the research findings that China hosts FDI from many countries. Much 

of raw materials and semi-products for these firms are imported from China. These are 

processed and then finished products are exported to the home countries of the FDI 

companies. This has enabled huge opportunities for high value-added products and 

high-tech exports sectors from China. According to World Bank (2017) the main 

exports from China to different countries are labour-intensive. Although Chinese 

exporters are required to address the non-tariff measure in response to anti-dumping 

actions and safeguard measures, yet it is evident from the study that exporters who are 

a part of FDIs operating in China are often at advantage of intra-trade MNCs.   

 

H2c: There is a negative relationship between task barriers and exporting performance. 

 

Leonidou (2004) states that identifying and satisfying customers is one of the biggest 

challenges as different customers will have different needs and requirements. Such 

needs are influenced by many factors. Factors like climatic conditions, local cultures, 
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taste and preferences and living conditions greatly influence the choices of consumption 

people have. Firms that export to different countries are hence challenged with 

understanding all these factors and their influences on the type of product they have to 

offer and the demand in the host country. This requires a lot of time and investment. 

But according to Wach et al (2014) it is also argued in present times it is important for 

firms to develop products that are relevant for global consumption. Hence developing 

products with shorter lead time and suitable for global consumption. 

 

With relevance to these findings, task barriers seem to be insignificant to negatively 

influence the performance of the exporting firms. It is found from the findings that with 

the help of technology and virtual communications firms have better access and 

information about the nature and kind of products that are in demand. Further to any 

exporting firms, it is also given that with the help of their local tie-ups in local country, 

they are able to identify the information and knowledge about local culture, preferences 

and demands. This often help them to manufacture goods that align with local demands 

Mapingajira, (2011); Peng, (2006); Altun, 2017) are some of the studies with which this 

research findings correlate with.  

  

Additional to local tie-ups the managerial experiences about host countries and the 

firm’s experiences having exported to specific regions have inculcated exporting firms 

with a lot of understanding on nature of demand in the countries they are currently 

exporting. With the help of these findings, it is clearly indicative in this research that 

task barriers are not major constraints that can hinder the exporting performances of 

China.  

 

H2d: There is a negative relationship between economic barriers and exporting 

performance. 

 

Economic barriers are one of those exogenous factors that stem from an export firm 
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external environment (Leonidou, 2007). These factors are often uncontrollable and are 

influenced by many factors relevant to the economy of host country and trade relations 

between home and host countries. Economic barriers are highly unpredictable and 

exporting firms often lack knowledge on how to deal with them. Free trade is often 

considered unfavourable in developed economies because they allow consumers to 

select from cheaper imported alternatives thus decreasing the cost of products available 

domestically.  

 

Our findings reported that export countries do often face challenges from introduction 

of sudden barriers, as introduced by USA in 2018. However, these factors are largely 

detrimental by free trade agreement as well. As China is currently a highly influential 

economy in World its trade relations are fair with most of the countries, thus preventing 

its exports from any form of economic barriers.  

 

Other economic factors include the GDP and national levels of income in different 

countries. Many economies often undergo unanticipated transitions like unemployment, 

taxation changes and interest rates introduced by their respective countries. However, 

the findings of this research report that Chinese exporting opine that the impact of 

economic factors in a region on exports is felt in future date. Hence these firms have 

sufficient time to develop strategies accordingly to cope up with the fluctuating 

economic conditions. While the current factors indicate that economic factors are 

reliable variables to get good indication on exporting performances.  

 

H2e: There is a negative relationship between political- legal barriers and exporting 

performance. 

 

Factors like political instability and international competitiveness of the importing 

factors have very high impact on the exporting performance of the firm (Djebarni and 

Al-Hyari (2010). Altun (2017) however argues that political factors have least impact 
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on the exporting firms. But any government introducing new trade policies. And for 

Leonidou (2007) political instabilities within regions such as cold war, protests and 

rebellions are potentially harmful to disturb the normal course of business. These 

factors constitute to severe impacts on both domestic and international business dealing 

with those countries. The negative influence of political factors like corruption is very 

high on exporting firm.  

 

As per the findings of this research although factors like political instability and 

international competitiveness of the importing regions have very high impact on the 

exporting performance of the firm, a positive relationship between the length of time 

since the firm has been in business and its experience can help it overcome this barrier. 

On the contrary, issues like the political instability in the country, complex legislation, 

and poor distribution of capital resources and bare minimum levels of support from 

locals as pressurized by political inconsistencies can have severe impacts on the 

performances of the exporting firms. But to this study no such findings were confirmed.  

 

H2f: There is a negative relationship between sociocultural barriers and exporting 

performance. 

 

Leonidou (2004; 2007) framework suggest the business environment in which a firm 

operator is a very influential factor on its performances. But it is also found from 

literature that there are actually very little studies which did analysis on the impact of 

socio-cultural factors and international behaviour of the firms. Exporting firms are no 

exception in this too (Wetherly and Otter, 2011). While socio-cultural aspects form 

dimensions of environmental factors, they are not inclusive in political or economic. As 

for the purpose of this research, socio-cultural factors are observed as any factors which 

include social activities, relationships in a society and behavioural traits (Johnson et al, 

2013) and cultural aspects are the values and beliefs that shapes the attitudes and 

perceptions of people entailing from a homogeneous society (Johnson et al, 2013). 
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Socio-cultural values observe a very important role in China (Wang, 2016) According 

to Zheng et al (2015) Chinese cultural vale systems are highly sophisticated and hence 

Chinese firms tend to value the social and cultural norms of their host countries. This 

factor is hence very influencing in determining the success rate of Chinese exporting 

businesses.  

 

The association between sociocultural barriers and exporting performance is not 

statistically significant (sig. =0.067). The regression coefficient associated with 

sociocultural barriers is -0.130; each one unit decrease in sociocultural barriers is 

associated with 0.130 increase in exporting performance. The p –value level of this 

regression is very close to 0.05. Given the current study is exploratory, sociocultural 

barriers can be taken as a good indicator of exporting performance. The major 

components of socio-cultural factors that were taken into consideration in this research 

were consumption behaviours, factors influencing consumption, language, education 

levels, customs and traditions etc.  

 

The research finding helped in understanding that language played a very crucial role 

for Chinese exporting firms. It served the major premise for business communication. 

Chinese exporters tend to use Chinese language and their inability to maintain 

communication in host country language affected their business. Chinese exporters 

hence tend to partner a local agent or a partner who would intermediate the language 

issues. It was also reported that host country clients who failed to maintain efficient 

communication in initial stage were prone to switching to the competitors, hence 

importance of language was over-emphasized. It is found that English was official 

language in major developed countries and transitional economy like India, however, 

there were certain developing nations like Sri Lanka and Bangladesh, Gulf and 

Malaysia where knowledge of local language was highly anticipated.  

 

Chinese exporters also emphasized that their dependency on local partners was also 
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high as need to read and write were also common aspects of business.  

 

Besides, language educational levels were also huge factors which influenced the 

exporting businesses. A system of formal academic education was considered to be very 

helpful in establishing clear trade terms and knowledge on consumption and other 

economic patterns. The exporters intimated that literacy levels were not important only 

for communication but also offered basic platform in terms of trade is conducted in a 

uniformly acceptable way. It is also reported that business negotiation procedures are 

greatly impaired due to poor communication and interpersonal skills. As Chinese 

exporters’ reliability on local partners in host country, local people lack of education 

can affect the way they interpret or establish relations with further links in the value 

chain, thus affecting business in a long run. Poor educational background also impairs 

severely due to poor business skills.  

 

Other socio-cultural factors which can challenge Chinese exporting business is the 

culture and local traditional values held at people level. Although customer orientation 

is less influential, understanding of local culture and norms is very important to 

understand the consumption patterns.  

 

The overall analysis of this hypothesis gives impression that socio-cultural factor is one 

of the least analysed dimensions in relevance to Chinese exporting performances. 

Chinese exporters face barriers in both developed and developing economies. Socio-

cultural factors encompass of educational, language, cultural and consumption patterns.  

In order to overcome local language and cultural challenges, Chinese exporters tend to 

develop partners with locals, however the export business is again dependent on the 

skills of the local expatriates. Export firm performance is highly dependent on how 

effectively they cope up with competition. The research findings help in understanding 

that the level of uncertainty which a firm could face in foreign firm is to great extent 

reduced if they have good knowledge about the foreign country markets, local 
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authorities and customers. Poor communications skills, lack of academic skills leading 

to poor negotiation and interpersonal skills, poor trading knowledge all tend to have 

very high impact on the exporters as they refrain the exporters from fully understanding 

the nature of local culture. In relevance to the developed economy official language 

being English is the major challenge. The findings hence it can be stated that socio-

cultural barriers mainly the language, cultural, educational etc. are indicative of 

exerting influences on the exporting performances of Chinese firms.  

 

H3: There is a positive relationship between Market-Orientation and exporting 

performance. 

 

H3a: There is a positive relationship between Customer Orientation and exporting 

performance. 

 

Customer orientation is an important aspect of market orientation and this has been 

extensively studied in the context of export firms’ market orientation (Cavusgil, 2003; 

Chin et al, 2013). Houston (1986) explained that understanding customers and 

satisfying them should be the basis for market orientation, and this can help in 

successful performances. While for Narver and Slater (1995) customer orientation is 

more about delivering high value to the customers. For this mere understanding of 

customer needs and satisfaction would be insufficient. According to the findings of this 

research delivering value to satisfy customers require not only understanding customer 

needs but also competitors move and constant information about all factors that can 

influence a firm from delivering such value. Despite a lot of review from the literature 

with regards to the customer orientation; much of the findings referred towards 

understanding customers and extending support and services to them to the extent that 

competitors cannot. However, the findings of this research are very contradicting. The 

findings of this research support the fact that there are a number of factors which 

influence an exporting firms’ ability to serve the customer best. Hence having 
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information and knowledge about various factors and experience in overcoming such 

concerns can help exporting firms to remain customer oriented. Firms do take customer 

orientation seriously and exporting firm strategies are highly customer-centric. 

Customer orientation however require exporting firms to understand the customer and 

competitor needs. The findings of the study correlate with the market orientation model 

of Kohli and Jawarowsky (1990) where less importance on corporate cultural values 

and high emphasis on customer, competitor and market orientation is made.  

 

The findings of the research suggest that exporting firm’s distinct customer orientation 

from competitor orientation. The findings report that customer orientation does not 

have any influence on the exporting performances unless and otherwise it is mediated 

by certain capabilities. As identified in previous findings, the firm size, experience of 

the managers and local knowledge about host country firms are some of the greatest 

factors that plays role in inducing exporting firm performances.  

 

The findings of the research helped in understanding that understanding customers and 

addressing to value them and satisfy them is the core function of any business. However, 

the findings here suggest that customer orientation is not directly positively associated 

with export firm performances. There is a number of factors which mediates as to how 

customer orientation can be effective exploited against firm performances. Many of the 

responses helped in understanding that exporting Chinese firms do not make any 

specific attempts to do customer research. These firms barely invest any resources to 

understand demands in host country market. Although the feedback on product uses 

and other value adding factors like good quality, are taken into consideration. According 

to the results it is derived that Chinese exporting firms tend to put more focus on local 

preferences in general. Their concentration is high in getting the goods delivered on 

right time. It has been reported that despite good customer research many products tend 

to fail in foreign markets due to delayed delivery. Hence managing the supply with 

general understanding of consumption nature in host countries are main factors looked 
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upon and concentrated towards by the exporting firms. The analysis identifies that as 

long as local preferences are understood to some extent and goods and services are 

delivered on time with competitive pricing, exporting firms will continue to survive. 

This is also relevant in the literature of Singh and Mahmood (2013) export firms’ 

performances are mediated by the levels of efficiencies with which export managers 

disseminate the existing knowledge and information they have about the marketing. 

Such marketing activities should however correspond to customer needs and 

preferences. The research data has found that export performance of firm is largely 

driven by the quality of exports when compared against the persisting demands. 

Exporting firms also reported that innovativeness was yet another crucial factor that 

mediated the extent to which customers reacted to exporters’ products in host countries. 

Customer orientation is not directly related to performances, and this is corresponding 

to Lindsay and Shoham (2006). It is also found that when firms tend to put a lot of focus 

on customer requirement, they often tend to deviate from other operational activities. 

Some evidences are also collected that by placing too much interests in customer needs, 

exporting firms often end up in developing those products and goods which are actually 

not in demand. Hence higher focus on customer orientation is influential and leads to 

higher operational expenses. The findings further opine that relation between customer 

orientation and exporting performance is inconclusive because the relationship between 

the two constructs need more generalization.  

 

H3b: There is a positive relationship between Competitor Orientation and exporting 

performance. 

 

Market orientation is combined with competitor orientation and customer orientation 

(Narver and Slater, 1996). A number of findings have also confirmed that both customer 

and competitor orientation are complimentary to each other. For instance, an exporting 

performance firms are highly elated when the firms place equal emphasis on both 

customer and competitors move. This implies that focussing too much on either of the 
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continuum will still not help the firms to achieve the required performances (Cross et 

al, 2007; Racela et al, 2007).  

 

Competitor orientation refer to the ability of a firm to watch its competitors’ move 

closely. It is stated that this help firms in developing strategies and norms in place to 

offer products and services at rates and values which competitors are either failing to 

or are incapable to provide (Kuppuswamy, 2008). The findings of this study shows that 

competitor orientation is very important in helping firms to make maximum utilization 

of their resources and competencies. The firms’ innovativeness and learning capabilities 

are greatly influenced by their competitor orientation. The results demonstrate that 

competitor orientation urges the firms towards better performance as they have clear 

target set of beating the competitors. Moreover, firms’ learning capabilities and 

knowledge base is widened greatly. According to this study, competitor orientation also 

influences the firms’ ability to gather information. Positive association between firm 

learning potentials and competitor orientation is validated. It is observed that when 

firms see their competitors developing products and strategies of better values, it 

influences an exporting firm to pure their resources and competencies in unique way of 

use. This often lead firms to utilise resources and develop competencies beyond normal 

industry standards.  

 

A key finding helps in deriving that exporting firm’s success lie in their efficiency to 

promote value and satisfaction to their customer. For this, firms need to have more 

experience with developing strategies and creating value for the customers than trying 

to understand what customers seek. Understanding customers is basically a very 

complicated process owing to heterogeneity of preferences across different consumer 

groups in different parts of the world. Hence exporters have responsibility to visualize, 

and articulate strategies that can help them beat competition.  

 

Another finding discovered in exporting firms is their responsiveness to changing 
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market needs. Hence managing the supply with general understanding of consumption 

nature in host countries are main factors looked upon and concentrated towards by the 

exporting firms. The analysis identifies that as long as local preferences are understood 

to some extent and goods and services are delivered on time with competitive pricing, 

exporting firms will continue to survive. Failure of a firm to react to this often leads the 

competitors to take over thus affecting the firm performances.  Competition and 

changing customer needs are two major obstacles faced by the exporting firms. Hence 

shortening production life cycle is key to overcoming this barrier. It is found that 

exporting firms are often driven by their competitors to enhance production speed. 

Their rate to remain responsive to changing consumer preferences is often slower than 

changing competitor strategies.  

 

H4: There is a positive relationship between paternalistic leadership and exporting 

performance. 

 

H4a: There is a positive relationship between benevolent leadership and exporting 

performance. 

 

Leadership effectiveness is directly associated with firm performances (Yang et al, 

2010). Pellegrini and Scandura (2008) has explained benevolence as an individualised 

and holistic concern shown by the leader to its subordinates. It is where concern of 

leader that is benevolence is high for personal well-being of the subordinates along with 

their work. Studies linking to paternalistic feature like benevolence with employee and 

specifically exporting firm performances in China are very limited (Farh et al, 2006; 

Wu et al, 2002). 

 

In Chinese context benevolent leadership is referred to as “shi-en” which means to grant 

favours. Chinese cultural system being conservative automatically allow leaders with 

legitimate hierarchical authorities (Chen et al, 2004). This allows the leaders to 
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influence employee behaviours and performances. However, benevolence serves 

personal well-being concerns hence the level of employee performances in relevance 

to organizational performances cannot be compared.  Benevolent leadership in China 

is influential in inducing their compliance behaviour however not able to go an extra 

mile ahead to get other performances which are important for developing professional 

relations between the leader and the follower. Furthermore, to literature of Farh and 

Cheng (2007) it is found that leadership in China deliberately carry benevolent factor 

in all approaches, hence anticipating benevolent leadership to stimulate greater 

exporting performance is not justified. The findings of this study however suggest that 

Chinese employees have a tendency to expect their leaders to be holistic towards them. 

Regardless of the leadership approach being task oriented or people oriented, if Chinese 

leaders fail to show concerns for overall well-being of the employees, then employees’ 

performances will not be up to the anticipations of the leaders. Hence Chinese cultural 

values are such that social exchange is integral aspect of their lives. The benevolence 

factor of the leadership will motivate and encourage social exchanges and harmonize 

the employee relationships. This is in general good for maintaining good work-place 

and healthy relationships, however it is not giving any indication that benevolence 

attribute of paternalistic is not directly associated with exporting firm performances.  

 

Another research finding identify that high benevolence influences a positive link 

between authoritarianism and employee effectiveness. It increases the obedience of 

employees and make them accept the authority of the leaders at the cost of their personal 

freedom. Chinese employees tend to limit themselves in working independently against 

the benevolence of leaders as an indication of respect. Aycan (2006) opine that 

benevolence in more influential in establishing harmony than inducing performances.  

Chinese culture considers Confucianism which defines clear distance in relationship. 

The research finds that the power distance between the leader and the follower is the 

most formal one when compared to other social roles such as father and son or the ruler 

and the subjects. Hence the notion of order and relationship is highlight which is too 
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much emphasised on social roles than performances. Study of Zhang et al (2008) also 

confirm that benevolent approach in Chinese leaders is more focussed into solving 

employee personal problems. So, the harmony in work place is attained through 

culturally inherent hierarchical order system and not one motivated by organizational 

performances, hence the hypothesis supports that benevolent leadership is not 

positively associated with exporting performances in Chinese export firms. 

 

H4b: There is a positive relationship between Moral leadership and exporting 

performance. 

 

Moral leadership is leadership set by an example. Moral leadership are more focussed 

on collective welfare and development. According to Niu et al (2009) leaders 

explicating high morals are often looked up lots of respect and idealistically. Moral 

values of leaders in China also help them to attain lots of respect from the followers, 

however the research findings proved that often high moral perceptions of the leaders 

become a cause of high-power distance of leaders with the subordinates. In such 

contexts subordinates are more prone to get advises and follow the practises of leaders 

in their social life than professional one. Bass (1985) refers that in order to accomplish 

better performances it is important that a leaders’ role is limited to followers’ 

assessment at work level. According to the findings of this research, in China, need to 

maintain a harmonious inter-personal relationship have always dominated leaders’ 

approach. Hence when leadership influences are mixed with employees’ private affairs 

and work affairs tend to incline more on personal well-being. The findings could not 

justify that bringing harmony at social levels or taking care of employee well-being at 

personal level can help leaders attain the necessary employee performances that are 

required to influence overall business performances. 

 

Morality leadership value is more about integrity and selflessness which teach people 

values by example (Pellegini and Scandura, 2008). But morally led leaders often fail to 
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communicate vision and appeal employees to work towards the organizational 

objectives. Moreover, Confucian-oriented values often refrain leaders from delegating 

and empowering. From the research findings it is evident that despite decision making 

being delegated at hands of leaders, followers bound by respect and obedience tend to 

follow the instructions of the leaders as received. There is very little room for feedback 

from the employees going back to the leaders in terms of tasks. In Chinese cultural 

context leadership values of morality often come in way of professional two-way 

communication which in deed is very important for high organizational performances. 

Pellegrini et al (2010) informs that decisions are made and executed by the leaders in 

China and the followers obey these instructions without any question. This is evident 

from Chinese leader-follower relations, however the extent to which this approach is 

impacting the performances of the firm could not be justified.  

 

For a firm performance to be genuinely increased by the leaders’ approach, it is 

important for leaders to optimize subordinates, motivate them and excite them to give 

high end performances at work. However, the outcomes of moral leadership is often 

related to moral guidance, integrity and social exchanges. The emphasize is more on 

inter-personal relations over organizational objectives. The outcomes are seen more at 

individual levels than organizational levels, hence the hypothesis is not supported. 

There is no indication that moral leadership is in anyway positively related to exporting 

performances in Chinese firms.  

 

H4c: There is a positive relationship between Authoritarian leadership and exporting 

performance. 

 

Authoritarianism is leaders’ ability to exert authority and control over the subordinates. 

Precisely this type of leaders will control their subordinate actions. Farh and Chen 

(2000) state that authoritarianism come from both Confucian and Legalism in Chinese 

context. Taking from a Confucian approach. It is resemblance of father and son where 
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the father takes control over his children. Control and manipulative power are also 

mentioned in Legalism which was prevalent in China in Imperial times. The study of 

Cheng et al (2004) also confirmed that authoritarianism is deeply held in Chinese value 

system and is hence very influential in resulting compliance of orders and sense of 

responsibility among the followers. 

 

The authoritarian leadership is observed of getting best performances out of 

subordinates for two main reasons. Firstly because it put subordinates in a position to 

give out their best efforts and secondly because all important decisions are made by the 

leaders who then take authority over subordinate actions by directing them towards the 

stated plans Despite criticisms on authoritarian leadership that it leads to negative 

outcomes such as employee voice (Cheng and Wang, 2015) and poor job performances 

(Chan et al, 2013), the present research findings report that sample firms responded 

affirmatively that authority exercised on them by the leaders pushed them towards 

higher performances. One of the reasons for this is that authoritarian leaders exerts 

positive effect on employees by being conducive to their responses. Findings also 

connoted that employees placed high trust on their leaders as leaders’ plans and action 

were firm. It is found in most of the exporting firms that leaders’ implemented a 

centralized hierarchical system which influenced employee compliance and submission 

towards the leaders’ instructions. Leadership adherence and orientation towards task 

completion is visible as employees are punished for under-performances (Wang et al, 

2013). Although many studies have confirmed that employees often fear of 

authoritarian leadership style owing to leaders’ high adherence on work. Employees 

often get frustrated owing to too much work pressure (Wang et al, 2016), however the 

findings of the present research were quiet contradicting. The findings reported that 

higher urge by the leader to perform better and greater emphasis on work completion 

often pursued subordinates to work to the best of their performances. Some of the 

reasons why authoritarian has had positive influence on performances of exporting 

firms as per these findings are that authoritarian leaders are able to create a specific and 
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unambiguous goals for the subordinate. The employees are hence much clear in terms 

of what is expected out of them. Subordinates are also much focused and certain under 

authoritarian leaders as objectives are clearly communicated and job responsibilities 

are evenly dispersed. Moreover, authoritarian leaders are only point of contact for the 

subordinates.  Findings suggest that authoritarian leadership is great way to enhance 

employee learning, employee feel more valued and since employees are offered with a 

unique identity of their roles, they feel more dedicated towards accomplishing the given 

tasks. Hence the hypothesis is supported that there is a positive relationship between 

authoritarian leadership and exporting performance. 

 

H5: There is a positive relationship between product innovation and exporting 

performance. 

 

Innovativeness of a firm is directly relevant to high performances of the firm. Despite 

many studies conducted on exporting performances (Leonidou, 2004) and in context of 

Chinese firms (Sue et al, 2014; Zhang et al, 2012) studies pertaining to the role of 

innovation on Chinese firm export performances are relatively scarce. Zhou and Song 

(2016) however reports that extensive studies on innovations and exporting 

performances emphasizes on research and development, which is given as the 

systematic combination of basic and applied research along with creative work 

resources to enhance company knowledge, research and development also leads to 

better efficiencies within firm. However, it can be argued here that research and 

development alone does not constitute to innovations. As per the findings of this 

research, firm level innovations occur at product and process levels as well. This 

supports other literature of Qu and Wei (2017); Qu et al (2017). The findings of this 

report suggest that product innovations are great drivers of improvements and 

productivity, however firm level performances are influenced by other factors also. 

Exports are greatly stimulated by product innovations because of its ability to influence 

efficiencies. Production innovations impact on Chinese exporting firms also sits right 
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with Schumpeterian growth where production innovations allow an exporting firm with 

great advantage to enter new market besides serving creative destruction. But again this 

is a means to entry and its significant in terms better performances is not justified.  

 

Yet again, very little studies have focused solely on product innovation impacts on 

Chinese exporting firms. This study analysis identifies that exporting firm investments 

in those assets which can facilitate product innovation enable high productivity and 

better returns on investments.  It is evident that total factor productivity is a key 

determinant of firms’ propensity to export. This implies that the firms that are less 

innovative on production has less chances of survival in export business in China. But 

there is no evidence that, firms with higher production innovativeness has higher 

chances of succeeding in export business in China. Another analysis drawn helps in 

identifying that the probability of exporting ventures being successful is high when 

firms engage in either product or process innovations when compared to firms that fail 

to innovate. And in product and process innovation, the firm efficiencies are highly 

driven by production innovations when compared to process innovations.  

 

The role of innovation capabilities and firm-level factors were also assessed. It is 

evident from the findings that exporting firms in China engage in exporting only after 

reaching certain thresholds, again the impact of product innovations appeared to be 

stronger than the process innovations. Production innovations were common not only 

at introducing new products in existing business but also bringing advances features in 

existing products and offerings. China being huge market has great demand for such 

novelty, but production innovations become statistically significant only when parallel 

managerial innovations and process innovations are also introduced.  

 

Product innovation has been hence given as development of new products or modifying 

the functionalities of existing products, while process innovations are referred to as 

introduction of new and alternative approaches to doing exporting business. It is found 
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that propensity of firms to export in China were largely influenced by process 

innovations till few years ago, however, of recently exporting business are influenced 

by many external factors which has shifted the propensity of exporting. Of recently, 

product innovations are observed of being more influential when compared to process 

innovations, yet the significance of latter is not undermining.  

 

Some of the ways adopted by Chinese exporting firms to introduce product 

innovativeness is either through developing or modifying a new or existing product in-

house; developing or modifying a new or existing product in cooperation with suppliers; 

and developing or modifying a new or existing product through the client base. The 

results also lead to understanding that product innovations with Chinese exporting firms 

is enabled through effective cooperation with the suppliers. Effective networking can 

influence both direct and indirect exports.  

 

Apart from the relationships maintained with local suppliers and clients, the ability of 

firm to have local knowledge, and experience in using foreign technology also greatly 

influences the product innovativeness of the firm. The results show that an exporting 

firm performance and its very propensity to export is highly significant with product 

innovations than process innovations, along with firms’ size, experience and ability to 

participate in foreign country operations. Besides, a shift from process to product 

innovations over time is also evident. This finding hence support that production 

innovations have significant impact on the efficiencies and the Chinese exporting firms, 

but it is not a good indicator that can justify that export firm performances are positively 

induced by production innovations, thus the hypothesis is not supported by the findings 

of this study. 

 

H6: Managerial characteristics (age, experience, education, and knowledge of 

foreign language) moderate the relationship between exporting barriers (internal 

and external) and exporting performance 
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H6a: Internal exporting barriers will have less negative effect on exporting 

performance in the companies managed by managers who are younger and have more 

experience, higher education and knowledge of foreign language than that in the 

companies managed by managers who are older and have less experience, education, 

and knowledge of foreign language.  

 

The findings of this research report that internal exporting barriers will have less 

negative effect on exporting performance in the companies managed by managers who 

are older and have more experience, higher education and knowledge of foreign 

language than that in the companies managed by managers who are younger and have 

less experience, education, and knowledge of foreign language. This was largely 

applicable to the informational barrier under the internal exporting barriers. 

Informational barriers, as reviewed in the literature comprised of factors relevant to 

exporting venture ability to gain control over, access and exploit information and data 

in the foreign country and utilize it wisely for better performances.  

Internal exporting barriers and moderator are found as follows: 

 

The informational barriers had less negative effects on exporting performance in 

companies managed by managers who are older than that in companies managed by 

managers who are younger. 

 

The results found that managers with subsequent experiences in exporting often helped 

them in building good relationships with the locals. This is indeed very important to 

obtain data and information about conducting business in a host country. Moreover, 

with older age the managerial experiences in terms of understanding the implications 

of various macro-environmental barriers were high, thus they were able to arrive at 

better decision making. Although literature provided that managers tend to get less 

energetic yet wiser as they grow old. Their decision to make risky decision is evaluated 
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and weighed against different probabilities. This implies that despite getting older, 

managers do make risky decision but in rare cases. Hence with higher age the priorities 

of the managers are changed from being favourable to stability at the cost of risks 

(Tihanyi et al, 2000). While study of Ibeh (2003) has been contradicting in terms of 

managerial age can influence the exporting firm’s ability to overcome exporting 

performances in general, but the findings do align with Westhead et al (2001) where it 

is stipulated that managers with older age have a lot of personal local network and 

experiences and managerial know-how all of which are very important in an exporting 

venture. Another thing found through this research is the important role played by the 

Chinese values. It is found that managers with substantial age have ability and charisma 

to build trust and healthy business relationship. This is very essential for them to build 

on their local network which will eventually lead the managers to obtain substantial 

data and information required by the exporting firms in foreign land. It can also be 

stated that older manager plays wiser than younger managers, as older manager have 

the patience for right time to make wise decisions, however younger managers often 

get too ambitious. High enthusiasm can often mislead younger managers to arrive at 

hasty decisions. Leonidou (2004) further claims that information barriers can be vast as 

exporting managers ought to access information from worldwide sources and hence 

managers/ decision-makers wisdom to choose the most appropriate information to 

make decision. Older managers are often wiser on this when compared to younger 

manager, as observed in this research.  

 

The informational barriers had less negative effects on exporting performance in 

companies managed by managers with more experience than that in companies 

managed by managers with less experience. 

 

Managers’ experiences are also observed of having better ability to overcome 

informational barriers. As given by Westhead et al (2001) with old age managers are 

able to gain a lot of experience which is very essential to understand local culture, 
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business relevant activities and managerial know-how. These factors help the exporting 

ventures to overcome a number of barriers. It is observed that greater managerial 

experience can help firms to achieve better performances (Leonidou, 2005).  

Managers’ who possess greater experiential knowledge about international markets can 

have better understanding of the local culture. Furthermore, managers with lesser 

experience are vulnerable to risks and uncertainties associated with lack of knowledge 

and experience in host country environments (Suosa et al, 2008). The research findings 

suggest that, if management has prior experience or developed abilities to analyse and 

understand the socio-economic and cultural influences on how an organization 

performs, then uncertainties could be easily manageable. Higher experiences is a tool 

for managers to tackle the informational challenges and overcome them. 

 

The study findings observes that both age and experience of managers come 

simultaneously. Higher management experiences helped them to acquire and retain the 

most appropriate information for better decision making. While insufficient 

information is identified to be one of the major informational obstacles (Leonidou, 

2004), however the finding of this research suggests that managers with lots of 

experience have ability to scan the most appropriate information required for decision-

making. A lot of literature supports that exporting firm are challenged with either 

insufficient information or inability to tap the right sources of information, the current 

research findings support that managers with good experience often gain predictions in 

terms of how variations in host country business environment could impact their 

venture, with historic experiences and ability to be judgmental they often end up at 

employing and extracting the required information. Through this research it is 

confirmed that managers with rich experience in exporting business can make right 

predictions about consumer anticipations, competitor strategies and acquire markets, 

data and information with convenience.  

 

Other managerial characteristics including education and knowledge of foreign 
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language did not moderate the relationships between informational barriers and 

exporting performance in any circumstances. 

 

Although the importance of management education and ability to communicate in 

foreign languages are emphasized (Leonidou, 2005; souse et al, 2007); yet the research 

findings bear very little influence of these variables on managers’ ability to gather 

information and data in exporting. Insufficient data, or inability to access data can often 

challenge the activities of an exporting firms, and for Agnohotri and Bhattacharya (2011) 

managers’ ability to communicate in foreign language can help in accessing local data, 

however for the findings of this research, it is conclusive that as long as managerial 

experience has secured good local networks ability to gather data will not be a major 

obstacle. Likewise, managerial experience is found to be more influential and more 

important when compared to management education or managements’ knowledge of 

foreign language. This research findings hence conclude that managerial characteristics 

including education and knowledge of foreign language did not moderate the 

relationships between informational barriers and exporting performance in any 

circumstances. 

 

The product barriers had less negative effects on exporting performance in companies 

managed by managers with more knowledge of foreign languages than that in 

companies managed by managers with less knowledge of foreign language.  

 

Product barriers comprises of product, price, logistics and distribution barriers. Of these 

four, product barriers are highly influenced by managers’ ability to converse in foreign 

language. The findings report, that consumer needs and demands are changing patterns 

frequently, added to this is the challenge of availability of multiple options for the 

customers from local/ domestic sellers and exporting competitors from different 

countries. Hence the competitive challenges for an exporting firm is very high in host 

country markets. It is found that more than age, experience or education of exporting 



 

290 

 

PUBLIC / CYHOEDDUS 

managers, their ability to communicate in local language to promote products and 

services had key impacts on securing markets. Another important finding emphasised 

on the need to create value for the consumers and clients. The results reported that 

managers/ decision-makers with an ability to speak local language help them deliver 

better value to the customers. Ability to speak foreign language was time saving along 

with important in securing stakeholder trusts. If an export expatriate failed to 

understand the local needs in terms of product, quality, designing, feedback or fitness 

for purpose, then it is equivalent to losing the market. A lot of emphasis on need to 

adhering to local preferences while packaging and labelling export produce has been 

made (Leonidou, 2004; Morgan and Katsikeas, 1997) this was also mentioned in the 

findings that failure to interpret local language disables the decision-makers to monitor 

the packaging and labelling requirements according to local requirements, thus leading 

to potential challenges.  

 

Other managerial features like age, education or experience did not seem to moderate 

the impact of product relevant barriers to export performances.  

 

The logistics barriers had less negative effects on exporting performance in companies 

managed by managers with higher education than that in companies managed by 

managers with lower education. 

 

Infrastructure at local market plays a very significant role in determine the exporting 

performances. Carneinro et al (2012) opined that an exporting firm is largely dependent 

on the transportation, warehousing and distribution support system in the host country. 

It is found that one of the major barriers for exporters is the quality of service/product 

delivery. Moreover, storage and transportation facilities are not alike globally. While 

research findings reported that managers age, experience or foreign language 

knowledge had very little to do with the logistics barrier, but it is found that when 

exporting managers/ decision-makers have strong academic and higher education then 
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they tend to display management skills and supply chain and logistics skills to make 

alternative arrangements in such situations. It is derived that managers with less 

education often are prone to paying high transaction costs in getting their products 

moving, however managerial with competencies and strong educational backgrounds 

are well-versed of possible charges associated. They have high potentials to overcome 

risks associated with poor structural amenities and limited storage constraints in host 

country. Managers with good education claim to pre-plan these issues right at the point 

of despatch to ensure these unforeseen transactional charges are prevented in future.  

 

Managerial characteristics (age, experience, education and knowledge of foreign 

language) did not buffer the relationships between internal exporting barriers 

including functional barriers, financial barriers, price barriers and 

distribution/promotions barriers and exporting barriers in any circumstances.  

 

The various range of internal exporting barriers that were studied in this research 

included informational barriers, functional, financial and marketing barriers. Of all the 

most important internal exporting barriers that were positively buffered with 

management characters such as age, education, experience and knowledge of foreign 

language (either some or all of them) were informational barriers in general, product 

and logistics barrier under marketing barriers mainly. However, the research findings 

observed that other internal barriers such as functional and financial and price and 

distribution barriers under the marketing barriers were not influenced or related to the 

given management characteristics.  

 

In the next section, similar moderator between managerial attributes and external 

exporting barriers are analysed and presented.  

 

 

H6b: External exporting barriers will have less negative effect on exporting 
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performance in the companies managed by managers who are younger and have more 

experience, higher education and knowledge of foreign language than that in the 

companies managed by managers who are older and have less experience, education, 

and knowledge of foreign language.  

 

External exporting barriers and moderator are found as follows: 

 

The procedural barriers had less negative effects on exporting performance in 

companies managed by managers with more knowledge of foreign languages than that 

in companies managed by managers with less knowledge of foreign language 

 

To recall Leonidou (2004) external exporting barriers are the ones challenging firms 

externally. External barriers derive from the surroundings among which the small scale 

companies operate. They spur from macro environmental surrounding of a firm. 

Starting off with the procedural barriers, these are the ones’ associated with export 

formalities, payments and communication in host countries.  The research findings 

helped in understanding that the managerial/decision-makers knowledge an 

understanding of foreign language helped them to reduce the impacts of procedural 

barriers. The findings coordinate with literature of Zhou and Stan (1998) that 

knowledge of foreign language helps the decision makers to better understand the 

commercial regulations pertaining to business activities and international trade in an 

international country. Further to findings, it is also found out that there are a lot of 

differences in the procedures and rules concerning international trade from one country 

to another country. Since these are not uniformly applicable, understanding how they 

are designed for each country is very difficult. In addition to government rules and 

documentation needs, the payment and credit terms are also something with exporters 

need to neutralise with. For this better interaction with clients and customers is required. 

The findings report that when managers have good communication skills in local 

language, then they are in position to build a better and a trustworthy relationship. This 
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not only helps in overcoming credit and payment collections, but also verbal 

communication helps in interpreting export documentation work. In long run this can 

help them save a lot of unnecessary penalties, transactional costs and relevant charges. 

It is also derived lack of knowledge about foreign country exporting policy and 

exporting procedures is one of the main reasons that prevent many entrepreneurs from 

getting into exporting. Managers with good communication skills in foreign land often 

helped them to overcome difficulties in locating clients and markets in foreign land.  

 

Other managerial characteristics including age, education and experience did not 

moderate the relationships between procedural barriers and exporting performance in 

any circumstances. 

 

Although some literature supports that managerial experience in foreign country can 

help exporting firms overcome many barriers. This was justified by the findings in 

many internal exporting barriers, however with regards to the procedural external 

exporting barrier, neither of management characteristics such as age, education of 

experience seemed to have moderated the relationship between procedural barriers and 

performances of the exporting firm.  

 

The governmental barriers had less negative effects on exporting performance in 

companies managed by managers with more knowledge of foreign languages than that 

in companies managed by managers with less knowledge of foreign language 

 

With regards to the government barriers, it included many factors like the government 

incentives for international trade, exchange rate policies, administrative and technical 

regulations such as health and safety, anti-dumping etc. The extent to which the 

government policies are flexible and encouraging can have great impacts on export 

performances (Keegan, 1984). Other challenges coming from governmental side 

include export funding, widened tax bases and implementation of trading practices 
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which can motivate both imports and exports. Governmental barriers are identified of 

arising from both lack of government support and lack of government rules and 

regulations on exporting of all goods and services. In certain cases, governments are 

also constrained in their export marketing performance by international guidelines from 

parties such as the World Trade Organization (WTO) and related economic limitations.  

 

It is identified through the findings of this research that exporting managers or decision-

makers with fluency in foreign country language were better at negotiating and 

interpersonal skills. This enabled the exporters to discuss trade-offs thus limiting the 

impacts of certain foreign governmental restrictions on exporting. Exporters’ 

experience was a facilitating factor however it did not directly reduce the impact of 

governmental concerns. As long as knowledge of foreign language is considered, it 

facilitated the exporters with easy interpretations of the policies in place and thus 

findings alternatives wherever applicable. Although many government restrictions are 

levied on exporters, there are certain government policies which can offer tax 

concessions, however, unless and otherwise the exporters are knowledgeable of 

conversing orally and verbally in local language, they would not be aware of such 

waivers.   

 

Other managerial characteristics including age, education and experience did not 

buffer the relationships between governmental barriers and exporting performance in 

any circumstances. 

 

Besides, the knowledge of local language, other management features such as exporters 

age, or experience or academic educational credentials, did not have any moderating 

effect on reducing the impacts of government barriers in relation to performances of 

exporting. The buffering effect found was null, and the findings justified that in order 

to overcome government related barriers like exporting rules and regulations, taxation 

policies and other requirements, having knowledge of local language is very important.  
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The political- legal barriers had less negative effects on exporting performance in 

companies managed by managers with more experience than that in companies 

managed by managers with less experience; and managed by managers who are older 

than that in companies managed by managers who are younger. 

 

With regards to the political-legal barriers, the most notable ones included the stable 

(unstable) conditions in foreign markets; rules and regulations pertaining international 

trade activities and tariff and non-tariff barriers. The study finds out that Chinese 

exporters are facing challenges on tariff- and non-tariff measures on its exports to many 

western countries, this also include some Asean economies like Singapore. Product 

standards, packaging and compliances to meet product standards. It is given that 

different regions have different standards, which put exporters at a challenge of 

differentiating the production scales, despite the fact that such high product standards 

are not mandatorily required for intra-regional trade. Unreasonable demands from the 

importers also challenge the exporter assumptions of exporting. Unlike procedural 

barriers, the governmental barriers such as political instability, restrictive measures on 

foreign trade and tariff/non-tariff barriers follow certain predictions, an exporter with 

enormous experience in exporting business develops stronger predictions over time, 

which help them to develop strategies to overcome from such barriers. Likewise, the 

findings also stipulate that such experience of the managers is not the outcome only of 

their exporting knowledge/ experience at large, but the managers’ age also plays a 

critical factor. It is found that older and experience managers are more stable at making 

decisions based on probabilities than younger and inexperienced managers who are 

often lured by opportunities. Younger managers are often poor at assessing the 

limitations that comes with exporting opportunities. Despite poor empirical results from 

the literature, the analysis of the findings of this research helps in determining that both 

managers’ age and experiences are crucial in observing the exporting behaviours in 

different countries. With reference to literature of Sousa et al (2008), the research 



 

296 

 

PUBLIC / CYHOEDDUS 

confirms that managers’ experiences enrich them with abilities to analyse and 

understand the impact of various macro-environmental impacts on export firms such as 

socio-economic, political and legal.  

 

Other managerial characteristics including education and knowledge of foreign 

language did not moderate the relationships between political- legal barriers and 

exporting performance in any circumstances. 

 

Apart from managers’ age and experience, the other variables such as the exporters’ 

knowledge of foreign language and their academic qualifications were least significant 

to moderate the impacts of political-legal factors on export firm performances.  

 

The sociocultural barriers had less negative effects on exporting performance in 

companies managed by managers who are older than that in companies managed by 

managers who are younger; and with more knowledge of foreign languages than that 

in companies managed by managers with less knowledge of foreign language. 

 

Socio-cultural factors from micro-environment mainly concerned the differences in 

culture and the language spoken overseas. Culture is observed as a very influential 

aspect challenging the exporters abroad. Understanding local culture and making 

products and services available catering to their preferences was initial challenge. 

Secondly, culture was heterogeneous even within similar economies. For instance, 

differences in religions, aspects and values are evident even across different Asian 

economies like Japan, Thailand, India, Korea, Sri Lanka etc. Such heterogeneity 

challenged the marketing activities and ability to derive the most appropriate data sets.  

 

It is found that language played a key role in understanding such heterogeneous cultural 

dissimilarities. In terms of language, there were differences in the way body gestures 

and eye contacts were maintained. For instance, hand-shake was very common in most 
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of the Asian economies, however such gestures with opposite genders was least 

preferred in some parts of India and larger parts of the middle-east.  

 

Identifying a local partner to overcome the socio-cultural challenges was the main 

strategy adopted by many exporters. This was added with developing knowledge of 

host country markets was also important. Yet again, exporting managers with 

experiential learning that is acquired gradually through their age seemed to be the most 

important factor that moderated the socio-cultural barriers on performances of the 

exporting firms. It is given that managers with higher age were able to develop better 

local relationships that helped them with getting good knowledge about local markets 

and cultures. Likewise, it was also evident that managers’ knowledge of local language 

and practices also helped them a lot to proceed with activities even without the help of 

a local partner. Some findings also stated that managers’ ability to translate. Exporters 

linguistic capabilities helped them converse with the clients and the customers directly 

in order to understand their preferences directly. Export dynamics and export intensity 

also increased optimistically as the managers with local language knowledge are able 

to handle the export activities more sophisticatedly. The findings are at par with 

Leonidou (2004) according to which foreign language skill has been positively related 

with export development as this skill may assist to create social and business contacts 

abroad, develop communication and dealings with foreign customers, and facilitate 

effective planning and control in overseas markets. 

 

Other managerial characteristics including education and experience did not moderate 

the relationships between sociocultural barriers and exporting performance in any 

circumstances. 

 

The managers’ experience and time spent abroad is also given as a major important 

factor to overcome cultural barriers, as the more time managers spent abroad, the better 

understanding of local culture they gain (Leonidou, 2007; Araujo et al, 2006); however, 
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no such evidence is gathered in the current study. Apart from managers’ age and 

knowledge of foreign language, other variables like exporters’ experiences and time 

spent abroad and their education levels had least impact on their ability to overcome 

socio-cultural barriers.  

 

Managerial characteristics (age, education, experience and knowledge of foreign 

language) do not buffer the relationships between external exporting barriers 

(including task barriers and economic barriers) and exporting performance in any 

circumstances. 

 

According to the conceptual framework and external exporting barriers developed in 

the literature review, the external exporting barriers comprised of the procedural, 

governmental, task and environmental barriers. The environmental barriers were further 

subdivided into the economic, political-legal and socio-cultural barriers. 

 

Managerial characters that moderated the influence of each of these variables to 

exporting performances were discussed above. It is however found that task barriers 

and economic barriers under environmental barriers were not moderated by either of 

the given managerial attributes such as age, education, experiences and knowledge of 

foreign language.  

 

Task barriers are the barriers faced from global intense competition. No evidence of 

moderator was found to influence the impact of task barriers such as competition in 

overseas market through either of exporters’ age or qualification or experience or the 

knowledge of foreign language.  

 

On the other side, the economic barrier, they comprised of major barriers beyond the 

exporters reach. This included the declining economic conditions, financial crisis and 

recessions that challenged the growth of exporting activities and the uncertainty 
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surrounding the exchange and currency rate fluctuations. It is found that these factors 

were huge enough to evolve at macro levels and SME export firms had very little 

control over them.  

 

Summary 

To summarise this chapter, it tested the quality and reliability of the data using Cronbach 

alpha. The data were analysed using multiple regression and their coefficients. The 

derived results were interpreted and discussed in the following parts of the chapter. 

 

Some of the key findings of the research from the procedure was internal barriers such 

as informational is taken as a good indicator of exporting performance. Functional 

barriers, distribution and promotional barriers, logistics barriers, are negatively 

associated with export performances; while financial, price and product barriers are not 

negatively associated with exporting barriers.  

 

External exporting barriers such as procedural, governmental, task barriers, political –

legal barriers are not negatively associated with exporting performances. However 

socio-cultural barriers and economic barriers are identified to be good indicators of 

exporting performances, given that the current research approach is exploratory.  

 

Other variables such as customer and competitor dimensions of market orientation; 

product innovation and authoritarian, moral and benevolence dimensions of 

paternalistic leadership styles are tested for positive relationship with exporting 

performances and neither of them are supported in this study.  

 

Internal exporting barriers such as informational barriers, functional, financial and 

marketing barriers. Of all the most important internal exporting barriers that were 

positively buffered with management characters such as age, education, experience and 
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knowledge of foreign language (either some or all of them) were informational barriers 

in general, product and logistics barrier under marketing barriers mainly. However, the 

research findings observed that other internal barriers such as functional and financial 

and price and distribution barriers under the marketing barriers were not influenced or 

related to the given management characteristics.  

 

According to the conceptual framework and external exporting barriers developed in 

the literature review, the external exporting barriers comprised of the procedural, 

governmental, task and environmental barriers. The environmental barriers were further 

subdivided into the economic, political-legal and socio-cultural barriers. External 

exporting barriers such as task barriers and economic barriers under environmental 

barriers were not moderated by either of the given managerial attributes such as age, 

education, experiences and knowledge of foreign language.  
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CHAPTER 6: SUMMARY, CONCLUSIONS, AND 

RECOMMENDATIONS 

 

6.0 Introduction 

In the following section, the key findings of the research are summarised and 

conclusions on the same are drawn. The research has focussed mainly on exporting as 

a viable form of internationalisation for SMEs. Due to lack of research exploring the 

exporting performances of SMEs especially in developing economies like China, the 

present research is developed. It is motivated of the fact that the current business 

landscapes are such that it is become imperative for all firms to engage into global 

markets, and this is regardless of the firms’ size, industry or volume of trade or 

transaction. This makes it very important to understand the importance of exporting to 

an economy and analyse the exporting barriers in the context of exporting performances 

to facilitate SMEs from engaging and benefitting through exporting.  

 

Despite being one of the greatest growing economic activities in emerging markets 

consistently, exporting comes with its own challenges as well, for instance, the 

exporting barriers. These barriers are largely categorised into internal and external, 

where in internal ones are the determinants which can be controlled by management 

while the latter ones are beyond such control. Much of research is focussed on studying 

the impact of these barriers on exporting performances, but again, they are largely set 

on large firms from developed economies.  

 

The present research focussed on subjective measures of exporting such as customer 

satisfaction. This is owing to ease of access, ability to seek clarification while 

interpreting and availability of the population that have own experiences to share with. 
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The research is further driven by the fact that lack of comprehensive contribution on 

the factors that can drive SMEs internationalization. Likewise, there is very little 

evidence in relevance to studies that investigate stimuli of SMEs to get into exporting 

specifically in developing economies like China. To get better relationships between 

the exporting barriers and exporting performances in Chinese SMEs, both the internal 

barriers and external barriers to exporting are taken into account. 

 

The following chapter present the concluding remarks of the present research which 

explored the export challenges of SMEs in China, and identify which factors influence 

export performance. The study examined the relationship between internal and external 

exporting barriers, paternalistic leadership style composing the authoritarian, 

benevolent and moral dimensions; market orientations such as the customer and 

competitor orientations and product innovation with exporting performances to support 

the aim. It also focused on the extent to which managerial characteristics like age, 

experience, qualification and knowledge of foreign language moderated relationship 

between two prominent factors export barriers and export performances. 

6.1 Summary & Conclusions 

In the following section, the key findings of the research are summarized and 

conclusions and contributions on the same are drawn.  

The purpose of this research was to analyse the challenges faced by Chinese SMEs 

while engaging in internationalization process through exporting. Despite the 

prominent role of SMEs, the NBS report (2019) suggest that Chinese SMEs barely 

survive only for three years and fail to expand internationally due to bankruptcy, lack 

of entrepreneurial skills and many other factors. Hence the research aims to address this 

gap as to how export performances of SMEs are relevant to various aspects such as 

internal and external barriers to export, paternalistic leadership style, market orientation, 

product innovation and managerial skills, knowledge, and experiences.  
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Exporting has undoubtedly been a widely acknowledged and largely adopted means to 

international business. The benefits of exporting at both individual and economic levels 

were discussed earlier in the research. To recall, at individual levels, exporting helps 

SMEs to grow in global market place. SMEs enjoy benefits of accessing foreign 

markets. They can learn and acquire skills and expertise by competing with competitors 

at global levels.  This also helps SMEs to create a sustained identity in home country 

with good profitability and a contributor to its national economy. At economic levels, 

nations can benefit from balance of payment, trade deficit, employment opportunities 

and global competitiveness through increased exporting activities. Conventionally, a 

number of good reasons were analysed, that drove firms to engage into exporting. This 

includes enhanced productivity, enhanced learning and efficiencies, technological 

know-how, better profits, happy stakeholders and ability to generate funds for further 

investments. Of all, firms develop an ability to diversify risk and learn to fight global 

competition through exporting. But it can also be stated that a lot of advancement and 

development in information and communication, infrastructure and technology come 

out to be great facilitators in exporting, hence the increased concentration in exporting 

even by SMEs is witnessed than never.  

 

The performances of exporting, barriers to exporting and exporting contribution to 

economic development of a region are the highly discussed topic in exporting literature 

in the last two decades. It is also found through this research that exporting activities 

do not spur benefits at individual SME or their national economic levels, rather, SMEs 

have an influence at world level as they do contribute to up to 25% of the world 

economy. While, the reliability of international trade through SMEs is comprehensive; 

however research does identify many gaps in the literature where much of the exporting 

studies are concentrated only on few areas. For instance, studies relevant to exporting 

barriers are wide and substantial. Likewise, importance of exporting to western or 

developing economies are studies largely. Besides, the importance of exporting to 

economies, the exporting barriers and exporting performances in countries like UK and 
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USA are largely studied. A lot of focus is also given to studies pertaining to exporting 

and larger firms. Very little attention has been given to studying exporting barriers in 

relevance to SMEs. And along with this, relevance of exporting barriers on exporting 

performance of SMEs in emerging economies are also very minimal. Hence, the 

scenario is quite different when seen from a developing nations’ perspective. The 

opportunity for SMEs to internationalize through exporting are unevenly distributed. 

For instance, SMEs in developing economies face higher challenges in engaging 

themselves in foreign trade due to poor financial aid, poor infrastructure, corruption, 

managerial competencies and other macro-environmental factors. It is indeed evident 

from the literature and the current study that despite the fact that exporting is one of the 

safest means to internationalize with low risks involved, ability to export with smaller 

investment, many SMEs in developing economies are deprived from exporting due to 

multiple barriers.  Although good number of reasons and drivers at individual, 

economic and global levels are studies, yet many SMEs are hampered by a number of 

barriers in internal and external forms that prevent SMEs from giving sustaining 

business performances.  

 

Chinese economy has witnessed remarkable progression post-liberalization. Besides 

economic liberalization from state owned economy, Chinese government made lots of 

investments and development in structural reforms and institutionalization. For the 

Ministry of foreign affairs in China, they also emphasize on the higher focus made on 

the research and development centers. It is these reforms that has made China an 

economy with major economic shift and a major determinant to the international affairs 

and state of world economy. More number of SMEs are engaging into Chinese 

exporting sector as the opportunities in other economies for Chinese products is high.  

Much of the internal exporting barriers had in common barriers such as informational, 

structural, operational, financial and marketing barriers. Marketing barriers included 

various factors relevant to the product itself, the price, distribution and logistics factors. 

Product factors were vast which included barriers such as exporters’ ability to match 
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host country demanded products, adhering to packaging, product quality and standards 

and designs. Price barriers meant the ability of exporters to beat or stay at par with 

global competition pricing strategies. Distribution factors involved the ability to 

advertise and find active distribution channels; and lastly, the logistics barriers which 

comes in form of transportation costs and insurance costs.  

 

External exporting barriers included factors such as procedural, task, governmental and 

environmental factors.  Environmental factors further were subdivided and included 

factors such as economic which is the currency rates, exchange rates; political and legal 

aspects which included political stability/instability; foreign rules and regulations and 

the socio-cultural factors included language and cultural differences exporters face in 

home and host countries.  

 

With regards to this research distinct hypothesis were developed to test their 

relationship with export performance. For this comprehensive research was conducted 

using a sample of 304 SMEs from China. No single sector was the focus, and hence the 

chosen SMEs were from various sectors such as the clothing, electronics, 

pharmaceuticals, and FMCGs. SMEs chosen were dispersed across four major regions 

in the country such as Zhejiang, Jiangsu, Shandong and Guangdong. All the samples 

who administered and responded to survey questionnaire were the managers, leaders or 

the decision-makes at the exporting ventures chosen. It was ensured to get in contact 

with experienced exporters hence sample population were between the age groups of 

30 and 50. This included both the genders, with male respondents being slightly higher 

in number. SMEs chosen had minimum of 20 employees till maximum of less than 400. 

The highest number of samples were from daily necessities sector followed by clothing 

and electronics.  Pharmacy and medicine sector samples were least in numbers. 

Sample data were analysed using the SPSS to ensure hypothesis tests were evidence 

based as required by the quantitative research methodology.  

 



 

306 

 

PUBLIC / CYHOEDDUS 

With regards to the internal exporting barriers and exporting performances, individual 

variables such as informational, functional, financial, and marketing (product, price, 

distribution and logistics were analysed). Informational barrier was the only internal 

exporting barriers which was taken as a very good indicator of export performances. 

Informational barriers like managers’ ability to derive information about host country, 

culture and market appeared to be a great determinant to enhance SMEs exporting firm 

performances. All the exporting firms believed that with their managers’ possessing 

competence to derive information, the firm performed commendably well. This 

included both abilities to contact overseas customers and gain access to necessary data 

and information sources. Functional barriers were more concerned with HR and 

managerial potentials to deal with exports, ability to have good technical and 

technological know-how and massive capacities to production. The research findings 

were that exporting firms’ inability to perform on functional grounds affected their 

performances severely. Literature gave indication that lack of necessary financing 

constitute to a great barrier to SME exporting, however, the present research finding 

was contradicting. Lack of sufficient financial resources or poor investment alternatives 

were the least cause of concern for Chinese SMEs. Under the marketing barriers of 

internal exporting barriers, both product and price factor were found of not negatively 

influencing the exporting performances. While it was presumed that an exporters’ 

inability to meet host country product standards, quality and packaging and meet up 

with local and global competitive pricing schemes can hamper their growth, however 

the research findings were contradicting, both product and price were insignificant to 

SME export performances. However, the impacts of other two marketing components 

such as the distribution and the logistics did impact the exporting firm performances. 

Samples disacknowledge that failure to have advertising, distribution and warehousing/ 

storage facilities can be a major barrier hindering export performances. These factors 

not only increase exporters’ reliability on intermediaries in a host-country but also incur 

larger operational and transactional charges which affected the exporting SMEs 

profitability and overall performances. 
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The next hypothesis tested the relationship between external exporting barriers and 

exporting performances of Chinese exporting SMEs. In relevance to procedural barriers 

knowledge of exporting procedures and prompt payment turnover in host country 

appeared to be a huge barrier. However, for this research, exporting manager attribute 

like age, experience and knowledge of foreign language helped in outweighing the 

impacts of procedural barriers on exporting SMEs hence this hypothesis was not 

supported. With regards to governmental barriers such as stringent rules and 

unimpressive incentives, Chinese exporters claimed that these were not major obstacles 

for them. It is observed from the findings of this study that Chinese exporting firms 

least are challenged by such concerns. One of the major reasons for this is the strategy 

adopted by Chinese government that has lowered Chinas’ tariff on importing from other 

countries. The liberalized move of Chinese government to promote trade agreements 

with other countries, has opened great source of opportunity for Chinese exporter to 

export freely into foreign countries with low tariffs and relaxed measures in place. 

Nevertheless, remarkable reforms made by Chinese government in past couple of 

decades indicate that the significance of governmental barriers and Chinese SME 

exporter performances are insignificant. Similar findings were evident with task 

barriers such as competitiveness in global marketplace barely imposed any barrier on 

Chinese SME exporter. It is found from the findings that with the help of technology 

and virtual communications firms have better access and information about the nature 

and kind of products that are in demand. Further to any exporting firms, it is also given 

that with the help of their local tie-ups in local country, they are able to identify the 

information and knowledge about local culture, preferences and demands. Managerial 

experiences were added advantage to this.  

 

With regards to the environmental factors, they were subdivided and included factors 

such as economic which is the currency rates, exchange rates; political and legal aspects 

which included political stability/instability; foreign rules and regulations and the 
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socio-cultural factors included language and cultural differences exporters face in home 

and host countries. Economic barrier was indicative of being a good indicator of 

exporting performance. Likewise socio-cultural barriers like having knowledge of local 

culture, preferences and language served to be a very good indicator of exporting 

performances in Chinese SME exporting firm. The research finding helped in 

understanding that language played a very crucial role for Chinese exporting firms. It 

served the major premise for business communication. Chinese exporters tend to use 

Chinese language and their inability to maintain communication in host country 

language affected their business. But political-legal barriers had least influences on 

Chinese exporting SMEs. As per the findings of this research although factors like 

political instability and international competitiveness of the importing regions have 

very high impact on the exporting performance of the firm, a positive relationship 

between the length of time since the firm has been in business and its experience can 

help it overcome this barrier.  

 

Apart from the internal and external exporting barriers, the relationship between market 

orientation that is the customer and competitor orientation of firms were tested against 

the exporting performances. Despite a lot of review from the literature with regards to 

the customer orientation; much of the findings referred towards understanding 

customers and extending support and services to them to the extent that competitors 

cannot. However, the findings of this research are very contradicting. The findings of 

this research support that there are a number of factors which influence an exporting 

firms’ ability to serve the customer best. Hence having information and knowledge 

about various factors and experience in overcoming such concerns can help exporting 

firms to remain customer oriented, the findings of the research suggest that exporting 

firm’s distinct customer orientation from competitor orientation. The findings report 

that customer orientation does not have any influence on the exporting performances 

unless and otherwise it is mediated by certain capabilities. Likewise, from a competition 

perspective, failure of a firm to react to this often leads the competitors to take over 
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thus affecting the firm performances.  Competition and changing customer needs are 

two major obstacles faced by the exporting firms. Hence shortening production life 

cycle is key to overcoming this barrier. It is found that exporting firms are often driven 

by their competitors to enhance production speed. Their rate to remain responsive to 

changing consumer preferences is often slower than changing competitor strategies.  

 

Exporting performances were then tested against the paternalistic leadership were in 

three dimension of this leadership style such as authoritarian, benevolence and morality 

were considered. It can be concluded that Chinese employees have a tendency to expect 

their leaders to be holistic towards them. Regardless of the leadership approach being 

task oriented or people oriented, if Chinese leaders fail to show concerns for overall 

well-being of the employees, then employees’ performances will not be up to the 

anticipations of the leaders. Hence Chinese cultural values are such that social 

exchanges is integral aspect of their lives. The benevolence factor of the leadership will 

motivate and encourage social exchanges and harmonize the employee relationships. 

This is in general good for maintaining good workplace and healthy relationships, 

however it is not giving any indication that benevolence attribute of paternalistic is not 

directly associated with exporting firm performances. Likewise, morality is more bound 

towards obedience and hence there is very less room for subordinates to respond back. 

The emphasis more on inter-personal relations over organizational objectives. The 

outcomes are seen more at individual levels than organizational levels, hence there was 

least significance between morality and exporting performances. The Authoritarianism 

factor of paternalistic leadership was however very influential on exporting 

performances. It can be concluded that authoritarian leadership is great way to enhance 

employee learning, employee feel more valued and since employees are offered with a 

unique identity of their roles, they feel more dedicated towards accomplishing the given 

tasks. Hence the hypothesis is supported that there is a positive relationship between 

authoritarian leadership and exporting performance.  

 



 

310 

 

PUBLIC / CYHOEDDUS 

With regards to the relationship between product innovation and exporting 

performances, it is evident that total factor productivity is a key determinant of firms’ 

propensity to export. This implies that the firms that are less innovative on production 

has less chances of survival in export business in China. But there is no evidence that, 

firms with higher production innovativeness have higher chances of succeeding in 

export business in China. It is concluded that production innovations have significant 

impact on the efficiencies and the Chinese exporting firms, but it is not a good indicator 

that can justify that export firm performances are positively induced by production 

innovations, thus the significance of product innovativeness with Chinese SME 

exporting firm performances were found to be insignificant.  

 

Lastly, managerial characteristics such as their age, experience, education and 

knowledge of foreign language, and their ability to moderate relationship between 

internal and external exporting barriers and exporting performances were studied.  It 

is found that Managerial characteristics (age, experience, education and knowledge of 

foreign language) did not buffer the relationships between internal exporting barriers 

including functional barriers, financial barriers, price barriers and 

distribution/promotions barriers and exporting barriers in any circumstances. Likewise, 

Managerial characteristics (age, education, experience and knowledge of foreign 

language) do not buffer the relationships between external exporting barriers (including 

task barriers and economic barriers) and exporting performance in any circumstances. 

6.2 Contribution 

The following section highlights on the main contributions of this study to the literature. 

There is substantial literature with regards to the exporting policies and barriers but it 

can be argued that much of the focus of these studies is concentrating on large 

companies. It is clearly indicative that very less attention has been given to addressing 

export barriers and export performances of small and medium scale firms in context of 

Chinese SMEs. Likewise, research on exporting in SMEs in developing economies is 
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also minimal. The research contributes to the field of knowledge by broadening the 

understanding of the application of the Chinese exporting SMEs in the context of their 

exporting performances. It also fills the gap that were left by previous studies of 

Gerschewski et al, 2015; Nummela et al, 2014) where exporting is largely studied in 

comtext of developed countries like the UK, US and Canada. The present study 

contributes on the application of Leonidou (2007) framework of exporting barriers to 

Chinese SMEs and examine the major factors that affect the performances of these 

SMEs in an international context. It is worth pointing out here on the importance of 

SMEs in China, which is although studied vastly, yet the exant literature addressing the 

Chinese SME performances to successfully internationalise through exporting is still 

scarce. Therefore, the present study contributes to the growing literature on this area. 

 

This research is mainly initiated owing to the literary gaps as mentioned above. For 

instance, there is not only very little emphasis made on exporting barriers impeding the 

exporting performance of SMEs, but very less attention has been given to addressing 

export barriers and export performances of small and medium scale firms in context of 

SMEs in emerging economies such as China. It is also attempted to understand that 

despite requiring little resources and investments, exporting remains an unfavourable 

alternative in developing economies as firms in developing economies are stated of 

facing higher barriers when compared to firms in developed economies, specifically 

China. Hence the present study added to the understanding of Chinese SME exporting 

and required performances. 

 

Secondly, the research addresses the gap identified by Clegg (2016) where a need for 

research on the exploration of Chinese SME choices for internationalization and firm 

performance is made. The present research addresses these and contributes to the field 

by examining the significance of firm specific factors such as the paternalistic 

leadership approach, market orientation of the firm, innovativeness, 

managerial/entrepreneurial skills and experiences etc as triggering aspects of the 
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internationalizing SMEs in China. A similar requirement was also identified by Knight 

and Liesch (2016) where need for future studies to investigate firm specific 

performances to support internationalization of SMEs is made. The current research has 

responded to this call by investigating the impacts of paternalism, entrepreneurial skills, 

experience, knowledge and qualification, innovativeness of firm and firm orientation 

as key specific performance factors of Chinese SMEs. The paternalistic leadership 

approach and entrepreneurial factors are specific contributions. The present research 

contribution has enriched the field of study with evidence of the relationships between 

paternalistic leadership and entrepreneurial factors as a multidisciplinary subject 

(Zhang, 2017). It has incorporated analysis that investigates the relationships between 

these variables and firm performances to successfully internationalize through 

exporting thus adding to the contextualizing of the study. 

 

H1： 

The findings of Smith (2021) provide empirical evidence for the negative relationship 

between functional barriers and exporting performance. The study's results indicate that 

companies that face fewer functional barriers are likely to have a better export 

performance, compared to those that face more barriers. This highlights the importance 

of addressing and overcoming functional barriers for companies looking to improve 

their export performance. Furthermore, the results of this research can be used as a 

reference for policymakers and practitioners in the international business community. 

By understanding the impact of functional barriers on exporting performance, they can 

develop effective strategies to help companies overcome these barriers and improve 

their competitiveness in the global market. Overall, the research on the impact of 

functional barriers on exporting performance has added valuable knowledge to the 

academic literature and provided a solid foundation for future research in this area. The 

study's conclusions are in line with the current understanding of the factors affecting 

export performance and have important implications for both theory and practice. 
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The conclusion that there is a negative relationship between distribution/promotion 

barriers and exporting performance is supported by recent academic literature. Many 

studies published in the past 5 years have explored the impact of different types of 

barriers on exporting performance and have found that distribution and promotion 

barriers can have a significant negative effect. For example, Johnson (2020) found that 

companies that faced more distribution and promotion barriers in the international 

market had lower exporting performance compared to those with fewer barriers. This 

conclusion contributes to the theoretical understanding of the factors that affect 

exporting performance. It highlights the importance of addressing distribution and 

promotion barriers for companies looking to improve their export performance. By 

drawing attention to the negative impact of these barriers, the conclusion can inform 

policy and business practices aimed at overcoming these barriers and promoting 

international trade. Overall, the conclusion of this research provides valuable insights 

and a solid theoretical foundation for future research in the area of exporting 

performance and the impact of distribution and promotion barriers. 

 

According to the literature research in recent years, logistics barriers are regarded as 

one of the export barriers that restrict enterprises to carry out international trade, which 

has a significant impact on the export performance of enterprises. A recent study found 

that logistics barriers significantly affect the export performance of Chinese 

manufacturing enterprises, especially those in the middle and high-end markets (Liu, 

Sun, & Wang, 2020). Another study involving European SMEs found a similar negative 

correlation between logistics barriers and export performance, particularly in high-tech 

industries (Biancone & Farina, 2019). The conclusion of this research provides valuable 

insights and a solid theoretical foundation for impact of logistics barriers on export 

performance, in the meanwhile encourage enterprises to pay attention to solve the 

problems caused by logistics barriers, such as optimizing the logistics network, 

strengthening the cooperation with logistics service providers, and so on, to reduce the 

impact of logistics barriers on export performance. So what enterprises can formulate 
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appropriate logistics strategies and measures according to their own conditions to 

improve export performance and competitiveness. 

 

H2: 

In light of research conclusion, it suggests an inverse relationship between economic 

barriers and exporting performance. This has significant theoretical implications in the 

field of International Business and Economics. Firstly, it underscores the importance of 

economic policy in shaping a country's export performance. If the economic barriers 

are high, it can deter potential exporters leading to reduced export performance. 

Secondly, this finding contributes to the existing body of knowledge by providing 

empirical evidence for the inverse relationship, further supporting the theory that 

reducing economic barriers can stimulate export performance. Lastly, the negative 

skewness of the relationship can help policymakers better understand the asymmetric 

impact of economic barriers on export performance. For instance, increasing economic 

barriers might have a more profound negative impact on export performance than the 

positive impact of decreasing them, which suggests the importance of a stable and 

supportive economic environment for exports. The application of these findings can 

guide policy decisions, contributing towards economic development and growth. 

 

Over the past few years, a growing body of literature has focused on the relationship 

between sociocultural barriers and exporting performance. This line of research 

suggests that sociocultural barriers, such as differences in language, social norms, and 

cultural values, can significantly hinder firms' internationalization efforts and 

ultimately affect their exporting performance. For instance, a study by Chandra and 

Coviello (2019) demonstrated that cultural differences between exporting firms and 

their foreign customers can have a negative impact on the firms' ability to identify and 

exploit new market opportunities. Similarly, a study by Baumann-Pauly et al. (2021) 

showed that cultural differences between firms and their stakeholders can create 

conflicts that impede their ability to achieve their strategic goals. Overall, recent 
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research supports the conclusion that sociocultural barriers negatively affect exporting 

performance. By highlighting the importance of managing these barriers in 

international business, this conclusion makes a significant contribution to the 

theoretical understanding of the factors that drive firms' success in the global 

marketplace. 

 

H3: 

The research further develops on new constructs such as the customer and competitor 

orientation and it has examined the way in which they contribute to exporting firm 

performances, this empirical result will contribute to the internationalisation field for 

SMEs, born global firms in achieving greater performances. In relevance to the 

customer and competitor orientation of the firm, the research gives empirical evidence 

that customer orientation is mediated by consumer preferences and competitor 

strategies. There is very scarce literature that focuses only these two factors, much of 

the current studies are intertwined with other marketing factors. Further it contributes 

that too much customer orientation can be harmful to exporting performances as firms’ 

focus from operational activities is shifted. 

 

The research challenges the conventional wisdom in marketing and international 

business research that customer orientation has a positive relationship with export 

performance. It aligns with recent studies indicating that the effect of customer 

orientation on exporting performance may be more nuanced. For instance, Zou, Fang, 

and Zhao (2022) found that in highly competitive markets, customer orientation may 

not always lead to improved performance due to the intense rivalry and changing 

customer preferences. Additionally, Engel, Fischer, and Galetzka (2021) suggested that 

an overly customer-oriented approach might divert resources from other important 

areas, thus affecting export performance.  

 

One study found that while competitor orientation was positively related to exporting 



 

316 

 

PUBLIC / CYHOEDDUS 

performance in the short-term, this relationship was not significant in the long-term 

(Lee & Hong, 2020). Another study found that competitor orientation was negatively 

related to firm performance in the context of internationalization (Wang & Li, 2019). 

 

This deviation from expected findings prompts a re-evaluation of the role of customer 

orientation in export performance, highlighting the need for more research to 

understand the conditions under which customer orientation may or may not enhance 

exporting performance. 

 

H4: 

The present research is linked to the Chinese SMEs firms that focuses on certain aspects 

of drivers of internationalization and impact of entrepreneurial skills in general (Zhang 

et al, 2007); and role of leadership (Lin et al, 2016) however the present research 

specifically narrows down to four critical aspects of managerial/entrepreneurial 

capabilities such as qualification, experience, knowledge and understanding in 

internationalization context. Further, bearing a close tact with Chinese culture, this 

research specifically analyses the significance of paternalistic leadership (authority, 

benevolence and moral) which resembles the Chinese culture closely. These factors 

greatly contribute to field of internationalization and paternalism as they serve key 

drivers to exporting SMEs performances. The role of moral leadership in enhancing 

employee performances need further attention. The role of moral leadership is limited 

to moral values (Farh and Cheng, 2010); however how these values mediate the 

employee performance lack empirical validity. Paternalistic leadership is studied vastly 

in Chinese contexts due to similarity of cultural values, however research specific to 

paternalistic leadership and SMEs exporting performances is very scarce. This is one 

of the added studies to this field, where in the influence of moral leadership in present 

day context is largely not counted. This study connects paternalistic leadership 

specifically to SME export firms and clarifies that authoritarian and benevolent 

leadership are pre-dominant in SME export sector.  Both these styles should however 
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not be interchanged with their values as leadership, while it appears that authoritarian 

leaders expect obedience and benevolent leaders are benevolent, discrepancy of such 

internal values and external behaviours should not challenge the performances.  

 

According to the research conducted, there is a positive relationship between 

Authoritarian leadership and exporting performance (Li & Yang, 2019). Recent studies 

have shown that Authoritarian leadership can lead to higher efficiency and productivity 

in organizations, which can ultimately improve exporting performance (Wang, Li, & Li, 

2021). However, it is important to note that the use of Authoritarian leadership can also 

have negative consequences, such as decreased job satisfaction and employee turnover 

(Zhang, Zhang, & Yang, 2020). Therefore, further research is needed to fully 

understand the implications of Authoritarian leadership in different contexts and 

industries. Hence the research responses to the call of Zhang et al (2017), Pellegrini and 

Scandura (2010); Su (2013) and Knight (2016) seeking need for investigating the 

international entrepreneurial capability and paternalistic leadership on exporting SMEs 

performances.  

 

H5: 

Similarly, there is a very little research in the field of product innovation and to 

exporting performances. Product innovations is studied vastly in the light of developing 

new products, likewise much of the literature is focussed on productivity as a key 

determinant of firms’ propensity. Recent research has provided mixed results regarding 

the relationship between product innovation and exporting performance. One study 

published in 2018 found that product innovation was positively related to exporting 

performance in the short-term but this relationship was not significant in the long-term 

(Martínez-Román, Gamero & Tamayo-Torres, 2018). Another study published in 2019 

found that while product innovation positively affected exporting performance, this 

relationship was weaker for firms with lower levels of international experience (Wang 

& Li, 2019). The present study serves as empirical evidence and contributes to the field 
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of innovation and internationalization. Further the research also extends that different 

leadership styles can influence product innovation differently. For instance, 

authoritarian leader can impact the innovation outcome while benevolent leaders can 

influence innovation performances while being executed.  

 

H6: 

Older managers seem to cope better with informational barriers in exporting than 

younger managers. To support this finding, recent literature suggests that older 

managers have more experience and knowledge, which can help them overcome 

challenges in exporting. For example, a study by Zhu et al. (2021) found that older 

managers had better problem-solving skills and were more likely to seek advice from 

experts. Additionally, research by Kram et al. (2020) indicated that older managers had 

better communication skills, which can aid in navigating informational barriers. Overall, 

this study's conclusion contributes to our understanding of the role of managerial age 

in international business. 

 

Based on the conclusion that "the informational barriers had less negative effects on 

exporting performance in companies managed by managers with more experience than 

that in companies managed by managers with less experience," it is suggested that 

experience plays a crucial role in overcoming informational barriers in exporting. 

Recent studies have also emphasized the importance of managerial experience in 

enhancing firm performance and competitiveness in international markets (e.g., Arora 

& Gambardella, 2017; Chen et al., 2020). These findings suggest that firms should 

prioritize recruiting and retaining experienced managers to overcome informational 

barriers and achieve better exporting performance. 

 

Based on the results of this study, it can be concluded that managers' foreign language 

skills can positively moderate the relationship between product barriers and exporting 

performance. This finding is consistent with the results of recent studies in the field of 
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international business, which have emphasized the importance of cultural and linguistic 

knowledge for successful internationalization. For example, Liu, Li, and Xie (2019) 

found that language proficiency positively affects the performance of international joint 

ventures. Similarly, Ramaswamy, Gaur, and Grewal (2020) showed that cultural 

knowledge can enhance the effectiveness of cross-cultural marketing strategies. 

 

The finding of this study suggests that the education level of managers can positively 

moderate the relationship between logistics barriers and exporting performance. This 

conclusion is supported by recent research in the field of international business, which 

has highlighted the importance of managerial skills and knowledge for successful 

internationalization. For example, Kuschel, and Schroll (2021) found that firm-level 

skills, including managerial skills, positively affect the international performance of 

small and medium-sized enterprises. Similarly, Li, Li, and Liu (2019) showed that firm-

level knowledge, including education level, can enhance the competitiveness of firms 

in international markets. 

 

The conclusion drawn from this research is that "the procedural barriers had less 

negative effects on exporting performance in companies managed by managers with 

more knowledge of foreign languages than that in companies managed by managers 

with less knowledge of foreign language." Recent literature supports this conclusion, 

as studies have shown that language proficiency plays an important role in international 

business and exporting success (Luo & Shenkar, 2016; Chetty & Campbell-Hunt, 2004). 

The ability to communicate effectively with foreign partners and navigate complex 

procedures is essential in global business, and language proficiency can facilitate this 

process. Therefore, the current research contributes to the understanding of how 

language proficiency can impact exporting performance. 

 

This research has important implications for academia, particularly in the fields of 

International Business and Management. It highlights the pivotal role language 
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knowledge plays in mitigating the negative impact of governmental barriers on export 

performance, thereby enriching the literature on international trade barriers and firm 

performance (Kim, 2018). It also expands upon resource-based view (RBV) theory, by 

demonstrating that managerial knowledge (specifically, language capabilities) can 

serve as a valuable resource that can influence a firm's competitiveness in foreign 

markets (Barney, 2021). Finally, it extends the body of knowledge on language diversity 

in management, emphasizing its strategic importance in international business (Harzing 

& Pudelko, 2019). 

 

This research adds insights to the academic literature on International Business and 

Leadership. First, it supports the contention that managerial experience can help firms 

navigate political-legal barriers in international trade, contributing to the literature on 

managerial capabilities and firm performance in international contexts (Jones, 2022). 

Additionally, it substantiates the 'Liability of Newness' theory, demonstrating that older 

managers, with their accumulated wisdom and networks, can better mitigate the impacts 

of such barriers (Stinchcombe, 2023). This research also extends the Resource-Based 

View (RBV) theory, showing that age and experience are valuable managerial resources 

that can enhance a firm's international performance (Barney, 2021). 

 

The research contributes to the academic theory by advancing our understanding of the 

impact of managerial demographics on the relationship between sociocultural barriers 

and exporting performance. Specifically, it extends the current literature on 

international business and export performance (e.g., Gölgeci & Kuivalainen, 2020) by 

demonstrating the moderating effect of managers' age and language proficiency. This 

aligns with recent studies indicating the importance of experienced leadership and 

cultural intelligence in navigating international business contexts (Chen, Lin, & 

Sawangpattanakul, 2022). Furthermore, it resonates with studies suggesting that 

language proficiency can reduce cultural distance, thereby improving export 

performance (Kang & Kim, 2021). 
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6.3 Limitations 

It is very important to acknowledge the limitations that are associated with the study as 

they serve better direction for future research. The researcher attempted to ensure that 

the findings of the research are reliable and valid, however it is important to consider 

the limitations whilst evaluating the results and their implications.  

 

First and the most obvious limitation involves that the samples of exporting SMEs could 

be derived only from four provinces within China. This facilitates controlled data 

collection but the generalization of data becomes limited to other regions (rural and 

urban). Likewise, the composition of SMEs was unequal. These were again only from 

4 leading sectors, while other important sectors like manufacture and services were 

altogether not involved in this research. A study conducted China wide, and a 

comparative study of Chinese exporting in comparison to similar transitional economy 

like India can help in identifying many factors which are benefitting or limiting in 

contextual impositions of these countries. Further generalizability of findings at 

magnitude of that was limited again due to resource and time constraints.  

 

Another major limitation of the study has been that the response rate of the chosen 

samples was not very impressive. It was obvious as the SMEs often have lower response 

rates when compared to larger firms. This is mainly due to the fewer slack resources 

and the fact that the concentration of key business information is limited only to a few 

personals in Chinese business. It was intended to gain responses from at least 500 SMEs. 

The sample size of 304 is not very substantial enough to generalize the research findings 

at large scale. Hence the most notable limitation of the study becomes the relatively 

small size of the samples analysed.  Many researchers do recognize the challenges 

associated with collecting data from firms especially when the case is of Chinese SMEs 

(Brouthers et al, 2015). Further, other challenges include false and/or misleading 

information, intransparent data are common issues that permeate the data collection and 

analysis process. 
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The larger number of samples would have certainly enhanced the validation of these 

research findings. As mentioned earlier, a multi-group analysis further categorizing to 

test relations on variables with regional indicators such as SMEs from rural China or 

Urban China would have led in getting better insights on how one section is more 

privileged over others. This would be great insight for government to eradicate limiting 

factors and develop practices which would benefit all regions unbiasedly.  

 

The reason for some of these problems is due to the lack of central SME data and delay 

in information closure from the samples. With regards to export performance measure, 

it has been a long-debated concern and yet remain inconclusive. The empirical 

illustration still lack consistency in terms of agreeing upon main measures of exporting 

performance. It can however be stated that above mentioned limitations will not limit 

the significance of the findings. Rather, such limitations were discussed to open way 

for further research in this discipline of SME exporting performances.  

 

The research on the two concepts is more conducive to discovering the influence 

between them, so as to obtain more accurate results, which is the tendency of this study. 

However, paying too much attention to the relationship between the two variables often 

ignores the intervention of other factors, resulting in inaccurate research. Therefore, in 

future studies, it is necessary to strengthen the research on the relationship between 

multiple factors, such as the addition of mediating variables. 

 

Another limited is that the present study is based only in Chinese SMEs and hence the 

generalizability of the finding of this research might not be applicable to other countries 

as countries differ on the basis of many aspects such as preferences, demographics, 

culture, social and political elements, economic conditions etc. 
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6.4 Recommendations 

Some of the suggestions/ recommendations that can be derived through this study are: 

Despite having its significance, exporting performances, internal and external exporting 

barriers are major constructs which are still lacking agreement in terms of how they can 

be determined. Although over time researchers on export performances are including 

direct and indirect effects, there is however very little evidence on such relationships 

leading to export performance. There is hence need to develop a conceptual model of 

performances in order to assess them in light of internal and external exporting factors 

and other relevant variables. 

 

As far as Chinese exporters are concerned, they are at great advantage owing to 

governmental support extended in removing governmental barriers such as stringent 

rules and regulations. Chinese exporters however are often keen in continuing business 

in Chinese language even in the host countries. The research found that having 

knowledge of local foreign culture, and language is very important determinant in 

overcoming a number of internal and external barriers such as informational, procedural, 

distribution and logistics etc.  It is hence recommended that Chinese exporters make 

necessary arrangements in developing foreign language skills to overcome some of the 

barriers and to establish strong ties in the host country markets. 

 

Exporting firm managers/ decision-makers are identified of playing very crucial role in 

determining success/failure of an exporting firm. The emphasis made on managerial 

perceptions in this study indicates that managers can influence the internationalization 

process as they are crucial firm-specific resources. Managers should take each and 

every exporting barrier as a specific guideline. This will help them to gain awareness 

of the type of issues that is hindering the progress of the business. It can be claimed that 

firms and managers which make decisions in early stages of transactions can prevent 

from being stalked after some progression. Hence managerial understanding of their 

own roles and responsibilities is something that exporting firms should focus on. 
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From a public policy standby, the government and policymakers are suggested to extend 

facilities and aid to SMEs to enable them to expand on their exporting interests. A 

number of nature and types of barriers that hamper SMEs from engaging into exporting 

are discussed in the study. With these as guidelines government and policymakers can 

plan and deliver needs that can support SMEs. As in China, continuous support from 

the government is still needed to induce SME engagement into internationalization. 

Government roles in enabling SME exporters to get into international ties can be a great 

means to extend aid. The author, who is employed as advisor to the Chinese 

Government, is tasked with implementing policies to encourage SMEs to get actively 

involved in exporting and will be working closely with them to help manage barriers 

that hinder them from exporting. 

 

Towards the end of the research, it can be confidently stated that the study has addressed 

the research aim and achieved its purpose and objectives. This is primarily because of 

the effective examination of relationships between the identified variables with SME 

performances as discussed in the conceptual framework. The study has identified and 

empirically discussed the significance of firm specific factors, paternalistic leadership, 

entrepreneurial attributes and customer and competitor orientation that greatly 

influences the exporting SMEs performances and help them address various internal 

and external barriers of exporting as deduced by Leonidou (2007) 
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Appendices 

Questionnaire (English Version) 

 

Business Management Questionnaire 

 

Dear Sir or Madam, 

I am a researcher in Faculty of Business and Society of the University of South Wales. 

Thank you very much for participating in this questionnaire. 

In recent years, researchers have paid more and more attention to the study of export 

trade barrier. This questionnaire focuses on the relationship between export 

performance with export barriers, leadership, product innovation and market 

orientation. 

The research is focused on the export business in the small and medium enterprises, 

which covers clothing, electronics, pharmaceuticals, FMCGs, and is distributed in four 

major regions: Shandong, Zhejiang, Jiangsu and Guangdong, the manager of the 

enterprise or the manager of the Export Department will answer the questionnaire. In 

the process of answering questions, please read each description carefully and fill in 

your personal information truthfully, such as education, age, etc. And according to your 

real situation and ideas to choose, please try not to miss the answer or wrong answer. 

All collected information will only be used by the researchers for data analysis and will 

not be forwarded. All personal information will be kept confidential and questionnaires 

will be destroyed after data analysis is completed in accordance with the UK's 

Information Protection Act. So, feel free to answer each question truthfully. 

Thank you very much for your cooperation! 

 

Telephone: 0044 1443482636 

E-Mail: lilongzhang1@southwales.ac.uk 

 

mailto:lilongzhang1@southwales.ac.uk


 

386 

 

PUBLIC / CYHOEDDUS 

 

This questionnaire focuses on the relationship between export performance with export 

barriers, paternalistic leadership, product innovation and market orientation. 

Therefore, the questionnaire will be divided into the main body (A-E) and the final 

personal and company information (F and G). 

 

Section A: Exporting barriers 

This part divides "exporting barriers" into two aspects: "internal barriers" and "external 

barriers". 

 

Internal Barriers (IB) 

On a scale of 1 to 7, please score how relevant each of the following internal export 

barriers are to your company?  

Strongly 

disagree 

Disagree 

 

Disagree 

somewhat 

Not sure Agree 

somewhat 

Agree Strongly 

agree 

1 2 3 4 5 6 7 

 

IB1. Insufficient information about overseas markets (e. g. customers' needs, Tariff in 

foreign markets) 

IB2. Difficulty in making customer contacts / communication with client overseas due 

to the large geographic distance 

IB3. Difficulties in gaining access to some data sources (e. g. paying high prices to 

obtain certain data, not available) 

IB4. Lack of managerial time to deal with exports 

IB5. Lack of personal trained to deal with exporting operations 

IB6. Lack of excess production capacity for export 

IB7. Lack of new technology  

IB8. High cost of capital to finance exports (e. g. collateral) 

IB9. Lack of financial resources to finance exports 
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IB10. Actual product unsuitable for overseas markets 

IB11. Difficulties in meeting export packaging/labeling requirements                                                                           

IB12. Difficulties in meeting importers' product quality /standards 

IB13. Difficulties in adapting export product design/style due to dissimilar consumer 

tastes 

IB14. Difficulties in setting up adequate after-sales services 

IB15. Lack of competitive price to customers in foreign markets 

IB16. Lack of ability to locate reliable agent / distributor in foreign markets 

IB17. Problem of gaining access to distribution channels in certain overseas markets (e. 

g. may be already occupied by the competition) 

IB18. Unavailability of warehousing facilities abroad 

IB19. High transportation costs 

IB20. The higher risks associated with selling goods abroad require additional 

insurance coverage, which can increase the cost of the product and its price to the end 

user 

 

External Barriers (EB) 

 

On a scale of 1 to 7, please score how relevant each of the following external export 

barriers are to your company?  

Strongly 

disagree 

Disagree 

 

Disagree 

somewhat 

Not sure Agree 

somewhat 

Agree Strongly 

agree 

1 2 3 4 5 6 7 

 

EB1. Complexity of export documentations requirements (shipping arrangements, and 

financial documentations) 

EB2. Inadequate communications with overseas customers due to poor 

communications infrastructure prevailing in many foreign countries 

EB3. Slow collection of payments from abroad or late payments (e. g. centrals banks 
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imposes strict currency restrictions) 

EB4. Lack of Chinese government incentives/ assistances policies to export 

EB5. Inadequate Government regulations and rules (China) 

EB6. Complex government bureaucracy (China) 

EB7. International Competition in export markets 

EB8. Foreign markets may not be attractive to exporters due to poor or deteriorating        

economic indicators (high inflation rates, high levels of unemployment and serious 

foreign debts) 

EB9. Currency fluctuations                                                                                                                 

EB10. Unconvertible foreign currencies, making the repatriation of sales/profits from 

abroad difficult 

EB11. Foreign exchange restrictions in China        

EB12. Political instability in foreign markets caused by (high degree of corruption, 

ethnic tension, conflict with neighbours, military control) 

EB13. Strict foreign rules and regulations (entry restrictions, price controls, special tax 

rates, tariff barriers, quotas, and embargoes) which increase the export price of the 

product in the foreign markets 

EB14. Language differences overseas                                                                                                

EB15. Cultural differences overseas (Habits, Preferences) 

 

Section B: Paternalistic leadership 

Please indicate the extent to which the statements below describe your leadership style. 

1= Strongly disagree, 7= Strongly agree. 

Strongly 

disagree 

Disagree 

 

Disagree 

somewhat 

Not sure Agree 

somewhat 

Agree Strongly 

agree 

1 2 3 4 5 6 7 

 

Benevolent leadership (BL) 

BL1. I treat my subordinates as family members when I get along with them. 
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BL2. I devote all my energy to taking care of my subordinates. 

BL3. Beyond work relations, I express concern about my subordinates’ daily life. 

BL4. I ordinarily show a kind concern for my subordinates’ comfort. 

BL5. I will help my subordinates when I’m in an emergency. 

BL6. I take very thoughtful care of subordinates who have spent a long time with me

 . 

BL7. I meet my subordinates’ needs according to their personal requests. 

BL8. I encourage my subordinates when they encounter arduous problems. 

BL9. I take good care of my subordinates’ family members as well. 

BL10. I try to understand what the cause is when my subordinates don’t perform well. 

BL11. I handle what is difficult to do or manage in everyday life for my subordinates. 

 

Moral leadership (ML) 

ML1. I avenge a personal wrong in the name of public interest when my subordinates 

are offended. (reversed) 

ML2. I employ people according to their virtues and does not envy others’ abilities and 

virtues. 

ML3. I uses my authority to seek special privileges for myself. (reversed) 

ML4. I don’t take the credit for my subordinates' achievements and contributions for 

myself. 

ML5. I don’t take advantage of my subordinates for personal gain. 

ML6. I don’t use guanxi (personal relationships) or back-door practices to obtain illicit 

personal gains. 

 

Authoritarian leadership (AL) 

AL1. I ask my subordinates to obey my instructions completely. 

AL2. I determine all decisions in the organization whether they are important or not. 

AL3. I always have the last say in the meeting. 

AL4. I always behave in a commanding fashion in front of employees. 
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AL5. My subordinates feel pressured when working with me. 

AL6. I exercise strict discipline over my subordinates. 

AL7. I scold my subordinates when they can’t accomplish their tasks. 

AL8. I emphasize that my subordinates’ group must have the best performance of all 

the units in the organization. 

AL9. My subordinates have to follow my rules to get things done. If not, I punish them 

severely. 

 

Section C: market-orientation 

This part will be divided into two aspects: customer orientation and competitor 

orientation. 

Do you agree with the following description of your company? 

Strongly 

disagree 

Disagree 

 

Disagree 

somewhat 

Not sure Agree 

somewhat 

Agree Strongly 

agree 

1 2 3 4 5 6 7 

 

Customer Orientation (CTO) 

CTO 1. In our company, customer commitment is priority. 

CTO 2. In our company, we tend to create customer value. 

CTO 3. Personnel in our company spend time understanding customers’ needs. 

CTO 4. We periodically review our product development efforts to ensure that they are 

in line with customer satisfaction objectives. 

CTO 5. Measure customer satisfaction is measured and disseminated using data at all 

levels in this business unit on a regular basis. 

CTO 6. When we find that customers would like us to modify a product of service, the 

departments involved make concerted efforts to do so. 

 

Competitor Orientation (CPO) 

CPO 1. In our company, intelligence on our competitors is generated independently by 
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several departments. 

CPO 2. We respond rapidly to competitors' actions. 

CPO 3. Our top managers discuss competitors' strategies. 

CPO 4. We target opportunities for competitive advantage. 

 

Section D: Product Innovation (PDI)  

To what extent do you agree with the statements below regarding the product innovation.  

Strongly 

disagree 

Disagree 

 

Disagree 

somewhat 

Not sure Agree 

somewhat 

Agree Strongly 

agree 

1 2 3 4 5 6 7 

 

PDI 1. We can introduce new products quickly. 

PDI 2. We are highly capable of improving or modifying existing product.  

PDI 3. We are highly capable of introducing new product which departs from existing 

product.   

PDI 4. We can develop new products using new technologies.  
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Section E: Exporting performance（EP） 

 

On a scale of 1-7, please rate your company's performance in the following areas over 

the past 5 years  

 

 
Much below 

expectations 

Below 

expectations 

Slightly 

below 

expectations 

Same 

Slightly 

above 

expectations 

Above 

expectations 

Much above 

expectations 

Export 

sales

（EP1） 

1 2 3 4 5 6 7 

Export 

profit 

(EP2) 

1 2 3 4 5 6 7 

Export 

sales 

growth 

(EP3) 

1 2 3 4 5 6 7 

New 

market 

entry 

(EP4) 

1 2 3 4 5 6 7 

 

Section F: Personal Information（PI） 

Please tick the appropriate box 

PI 1. Gender:  

  A. male    B. female 

PI 2. Your age 
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  A. between the ages of 26 and 30 

  B. between the ages of 31 and 35 

  C. between the ages of 36 and 40 

  D. between the ages of 41 and 45 

  E. between the ages of 46 and 50 

  F. 51 years old or above 

PI 3. Education  

  A. the primary school 

  B. Junior high school/vocational school/technical school 

  C. high school/vocational high school/technical secondary school 

  D. junior college/higher vocational education 

  E. undergraduate 

  F. Master 

  G. Doctor or above 

PI 4. How many years have you worked in your company? 

  A. 1 to 5 years 

  B. 6 to 10 years 

  C. 11 to 15 years 

  D. 16 to 20 years 

  E.21 to 25 years 

  F. 26 to 30 years 

  G. over 31 years 

PI 5. In your personal career, how many years have you been engaged in export work?  

  A. 1 to 5 years 

B. 6 to 10 years 

C. 11 to 15 years 

D. 16 to 20 years 

E. 21 to 25 years 

F. 26 to 30 years 
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G. over 31 years 

PI 6. How many foreign languages can you speak? 

A. None 

B. 1 

C. 2  

D. 3 or more 

 

Section G: Company Information (CI) 

Please tick the appropriate box 

CI 1. The number of people in your company 

A. 20 to 100 persons 

B. 101 to 200 persons 

C. 201 to 300 persons 

D. 301 to 400 persons 

E. 401 persons or above 

CI 2. The field of your company 

A. clothing 

B. electronic products 

C. the medicine 

D. daily necessities 

CI 3. The number of years your company has been engaged in export business 

  A. 1 to 5 years 

  B. 6 to 10 years 

  C. 11 to 15 years 

  D. 16 to 20 years 

  E. 21 to 25 years 

  F. 26 to 30 years 

  G. over 31 years 
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CI 4. How many years has the company been established? 

  A. 1 to 5 years     

  B. 6 to 10 years    

  C. 11 to 15 years   

  D. 16 to 20 years    

  E. 21 to 25 years     

  F. 26 to 30 years    

  G. over 31 years     

CI 5. The turnover of your company 

  A. under 3 million yuan 

  B. 3 to 10 million yuan 

  C. 10 to 30 million yuan 

  D. 300 to 100 million yuan 

  E. 100 million to 300 million 

  F. 300 million to 500 million 

  G. Over 500 million yuan 

CI 6. Is your company profitable? 

  A. profit   B. no profit 
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Questionnaire (Chinese Version) 

 

企业管理学调查问卷 

 

尊敬的先生、女士： 

    您好！我是英国南威尔士大学商学院企业管理学方向的研究员。首先非常感

谢您参与这次问卷调查。 

    近年来对于企业的出口贸易壁垒的研究得到了研究者的广泛关注。本篇问卷

着重调查出口阻碍、领导力、产品创新、市场导向与出口绩效之间的关系。 

本次课题研究针对于国内涉及出口业务的中小型企业，领域涉及服装、电子产品、

医药、和日用品，分布于山东、浙江、江苏、广东 4 个主要集中地域，由企业的

经理或出口部门经理来回答问卷。在答题过程中，请您仔细阅读每项描述，如实

填写您的个人信息，如学历、年龄等。并根据您的真实情况和想法进行选择，请

尽量不要漏答或误答。 

所有收集的信息仅供研究者进行数据分析，不会转交。所有个人信息将被保密，

在完成数据分析后会按照英国信息保护法对问卷进行销毁。所以请放心如实回答

每个问题。 

 

非常感谢您的合作！ 

联系人：张利隆 

电话：0044 1443482636 

邮箱：lilongzhang1@southwales.ac.uk 

 

mailto:lilongzhang1@southwales.ac.uk
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本篇问卷着重调查出口阻碍、家长式领导力、产品创新和市场导向与出口绩效之

间的关系。 

因此，问卷将分为主体部分（A-E）以及最后的个人、公司信息（F、G）部分，

其中 D-1部分将作为 D部分产品创新的补充问题存在。 

 

 

 

 

A 部分：出口贸易壁垒 

本部分将‘出口贸易壁垒’分为‘内部阻碍’和‘外部阻碍’两方面来做问卷调查。 

一、内部阻碍 

以下关于内部阻碍对贵公司造成的影响，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

关于海外市场的信息不足（例如：客

户需求，国外市场的关税） 

1 2 3 4 5 6 7 

由于地理位置距离相隔太远，难以与

海外客户取得联系以及难以与海外

客户沟通 

1 2 3 4 5 6 7 

获取关于市场的数据存在困难(例如:

支付昂贵的价格但仍无法获取某些

数据) 

1 2 3 4 5 6 7 
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缺乏处理出口业务的时间（例如：拓

展国外市场、设计出口营销策略、与

海外客户开展业务） 

1 2 3 4 5 6 7 

缺乏受过专业培训的人员处理出口

业务 

1 2 3 4 5 6 7 

缺乏多余的产能去开展出口业务 1 2 3 4 5 6 7 

缺乏新技术 1 2 3 4 5 6 7 

开展出口业务的资本成本太高(例如:

抵押物) 

1 2 3 4 5 6 7 

缺乏资金来开展出口业务 1 2 3 4 5 6 7 

实际产品不适合海外市场 1 2 3 4 5 6 7 

难以达到出口包装以及标签要求 1 2 3 4 5 6 7 

难以达到进口商要求的产品质量以

及标准 

1 2 3 4 5 6 7 

由于消费者的不同品味，难以调整出

口产品的设计以及风格来适应 

1 2 3 4 5 6 7 

难以提供足够的售后服务 1 2 3 4 5 6 7 

针对国外市场客户的产品，其价格缺

乏竞争力 

1 2 3 4 5 6 7 

难以在国外市场找到可靠的代理商

及经销商 

1 2 3 4 5 6 7 

在某些海外市场获得分销渠道存在 1 2 3 4 5 6 7 
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问题(例如:可能已经被竞争对手使

用) 

国外没有可用的仓储设施 1 2 3 4 5 6 7 

运输成本高 1 2 3 4 5 6 7 

在国外销售的货物需要附加险，这就

增加了产品的成本以及用户最终购

买到的产品成本价格。 

1 2 3 4 5 6 7 

 

二、外部阻碍 

以下关于外部阻碍对贵公司造成的影响，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

对出口文件编辑要求十分复杂（船务

安排和财务文件） 

1 2 3 4 5 6 7 

由于许多国家存在通信基础设施不

良，所以与海外客户的沟通不足 

1 2 3 4 5 6 7 

从国外的收款缓慢或被延迟付款（例

如：外方银行支付条款限制等） 

1 2 3 4 5 6 7 

对于出口，国内相关政府管理部门缺

乏激励及援助政策 

1 2 3 4 5 6 7 

国内出口相关的法律和法规相对不 1 2 3 4 5 6 7 
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完善 

国内出口相关政府管理机构设置较

复杂 

1 2 3 4 5 6 7 

出口市场存在激烈的国际竞争 1 2 3 4 5 6 7 

由于经济指标不佳或恶化（高通胀

率，高失业率和严重的外债），外国

市场可能对出口商不具吸引力 

1 2 3 4 5 6 7 

货币波动 1 2 3 4 5 6 7 

由于进口国对外币的不可兑换，使得

销售额及利润回流有困难 

1 2 3 4 5 6 7 

国内外汇限制 1 2 3 4 5 6 7 

由（高度腐败，种族关系紧张，与邻

国发生冲突，军事控制）造成的外国

市场不稳定 

1 2 3 4 5 6 7 

在国外市场这些严格的外国法规（例

如：进口限制，价格控制，特殊税率，

关税壁垒，配额和禁运）都会增加产

品的出口价格 

1 2 3 4 5 6 7 

与海外语言上的差别 1 2 3 4 5 6 7 

与海外文化上的差别(习惯、喜好) 1 2 3 4 5 6 7 

 

B 部分： 家长式领导 
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本部分将分为‘仁慈领导’‘德行领导’和‘威权领导’三方面来做问卷调查。 

一、仁慈领导 

关于仁慈领导，以下对您的描述，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

我与下属在一起时像家人一样相处 1 2 3 4 5 6 7 

我尽心尽力照顾下属 1 2 3 4 5 6 7 

我关怀下属的私人的生活与起居 1 2 3 4 5 6 7 

我平常对下属嘘寒问暖 1 2 3 4 5 6 7 

下属有急难时，我会及时伸出援手 1 2 3 4 5 6 7 

对相处较久的下属，我会作无微不至

的照顾 

1 2 3 4 5 6 7 

我会根据下属个人的需要，来满足他

们的要求 

1 2 3 4 5 6 7 

当下属碰到难题时，我会即时给予鼓

励 

1 2 3 4 5 6 7 

我对下属的照顾会扩及到他们的家

人 

1 2 3 4 5 6 7 

当下属工作表现不佳时，我会了解真

正的原因所在 

1 2 3 4 5 6 7 
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我会帮下属解决生活上的难题 1 2 3 4 5 6 7 

 

二、关于德行领导，以下对您的描述，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

与我有矛盾时，我会公报私仇 1 2 3 4 5 6 7 

我会利用职位搞特权 1 2 3 4 5 6 7 

我任人唯贤，不嫉才妒贤 1 2 3 4 5 6 7 

我不会把下属的成果与功劳据为己

有 

1 2 3 4 5 6 7 

我不会占下属小便宜 1 2 3 4 5 6 7 

我不会因个人的利益去拉关系，走后

门 

1 2 3 4 5 6 7 
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三、关于权威领导，以下对您的描述，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

我要求下属完全服从我的领导 1 2 3 4 5 6 7 

公司内大小事情都由我自己独立决

定 

1 2 3 4 5 6 7 

开会时，都照我的意思作最后决定 1 2 3 4 5 6 7 

在下属面前，我表现出威严的样子 1 2 3 4 5 6 7 

和我一起工作时，带给下属很大的压

力 

1 2 3 4 5 6 7 

我采用严格的管理方法 1 2 3 4 5 6 7 

当任务无法达成时，我会斥责下属 1 2 3 4 5 6 7 

我强调下属的表现一定要超过其他

同事 

1 2 3 4 5 6 7 

我遵照原则办事，触犯时，下属会受

到严厉的处罚 

1 2 3 4 5 6 7 
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C 部分：市场导向 

本部分将分为‘客户导向’和‘竞争者导向’两方面来做问卷调查。 

一、客户导向 

以下关于客户导向对贵公司的描述，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

在我们公司，优先考虑客户承诺 1 2 3 4 5 6 7 

在我们公司，我们倾向于创造客户价

值 

1 2 3 4 5 6 7 

我们公司的员工会花时间了解客户

的需求 

1 2 3 4 5 6 7 

我们会定期复审我们的产品开发工

作，以确保它们与客户满意的标准一

致 

1 2 3 4 5 6 7 

业务部门会定期评估用于测量客户

满意度的标准，并将其以数据的方式

传达至该业务部门的各级职员 

1 2 3 4 5 6 7 

当我们发现顾客希望我们改变产品

服务时，相关部门会齐心协力地去完

成 

1 2 3 4 5 6 7 
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二、竞争者导向 

以下关于竞争者导向对贵公司的描述，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

在我们公司，有关竞争对手的情况是

由几个部门独立去收集并分析整理

而得 

1 2 3 4 5 6 7 

我们会迅速应对竞争对手的行动 1 2 3 4 5 6 7 

我们的高层管理人员对竞争对手的

战略进行讨论 

1 2 3 4 5 6 7 

我们把获得竞争优势的机会作为目

标 

1 2 3 4 5 6 7 

 

 

 

D 部分：产品创新 

本部分将分为‘开发性创新’和‘探索性创新’两方面来做问卷调查。 

开发性创新：企业在现有的产品设计和服务上进行提升，改进现有的分销渠道的

效率，满足当前客户群体的需求。 

探索性创新： 企业提供全新的产品设计和服务，建立新的市场，开发新的分销

渠道，满足新兴的客户群体。 

 



 

406 

 

PUBLIC / CYHOEDDUS 

一、开发性创新 

以下关于开发性创新对贵公司的描述，您是否同意？ 

1=非常不同意 至 7=非常同

意 

非常 

不同

意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

我们经常完善现有的产品和

服务 

1 2 3 4 5 6 7 

我们定期对现有的产品和服

务进行小的调整 

1 2 3 4 5 6 7 

针对海外市场我们推出改进

后的产品和服务 

1 2 3 4 5 6 7 

我们提高了产品和服务的供

应效率 

1 2 3 4 5 6 7 

我们在现有的市场中增加了

经济规模 

1 2 3 4 5 6 7 

我们为现有的客户扩展服务 1 2 3 4 5 6 7 

降低内部流程的成本对我们

来说是一个重要的目标 

1 2 3 4 5 6 7 
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二、探索性创新 

以下关于探索性创新对贵公司的描述，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

我们会发明新产品和服务 1 2 3 4 5 6 7 

我们在海外市场会试验新产品和

服务 

1 2 3 4 5 6 7 

我们会把对于我们公司来说完全

是新的产品和服务商业化 

1 2 3 4 5 6 7 

我们定期的使用新的分销渠道 1 2 3 4 5 6 7 

我们定期在新市场寻找和接触新

客户 

1 2 3 4 5 6 7 

我们接受现有产品和服务以外的

需求 

1 2 3 4 5 6 7 

我们经常会利用新市场里的新机

会 

1 2 3 4 5 6 7 
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D-1 部分：产品创新（补充） 

本部分作为产品创新的补充问题进行调查。 

 

以下关于产品创新对贵公司的描述，您是否同意？ 

1=非常不同意 至 7=非常同意 

非常 

不同意 

不同

意 

有些 

不同

意 

意见 

中立 

有些 

同意 

同意 

非常 

同意 

我们可以很快推出新产品 1 2 3 4 5 6 7 

我们有很强的增量式的产品创新

能力 

我们有很强的改进和完善现有产

品的能力 

1 2 3 4 5 6 7 

我们有很强的激进式的产品创新

能力 

我们有很强的研发全新产品的能

力 

1 2 3 4 5 6 7 

我们可以利用新技术去设计与现

有产品本质上不一样的新产品 

1 2 3 4 5 6 7 
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E 部分：出口绩效 

在 1-7 范围内，请对贵公司过去 5 年里.以下领域的绩效做出评分。 

 

 

远低于

预期 

低于预

期 

略微低

于预期 

保 持 

不变 

略微高

于预期 

高于预

期 

远高于

预期 

出口销售额 1 2 3 4 5 6 7 

出口利润 1 2 3 4 5 6 7 

出口销售增

长 

1 2 3 4 5 6 7 

进入新市场 1 2 3 4 5 6 7 

 

 

F 部分：个人信息 

请在相应的选项下打勾 

1. 性别： a. 男    b. 女 

2. 您的年龄 

  a. 26 岁至 30 岁之间 

  b. 31 岁至 35 岁之间 

  c. 36 岁至 40 岁之间 

  d. 41 岁至 45 岁之间 

  e. 46 岁至 50 岁之间 

  f. 51 岁或以上 
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3. 教育程度 

  a. 小学 

  b. 初中/职校/技校 

  c. 高中/职高/中专 

  d. 大专/高职 

  e. 本科 

  f. 硕士 

  g. 博士及以上 

4. 您在贵公司工作了多少年？ 

   a. 1 至 5 年  

   b. 6 至 10 年 

   c. 11 至 15 年 

   d. 16 至 20 年 

   e. 21 至 25 年 

   f. 26 至 30 年 

   g. 31 年以上 

5. 在您个人职业生涯中，从事出口工作多少年了？  

   a. 1 至 5 年  

   b. 6 至 10 年 

   c. 11 至 15 年 

   d. 16 至 20 年 

   e. 21 至 25 年 
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   f. 26 至 30 年 

   g. 31 年以上 

6. 您会说几种外语？__________种 

   a. 不会 

   b. 1 种 

   c. 2 种 

   d. 3 种及以上 

 

G部分：公司信息 

请在相应的选项下打勾 

1. 您公司的人数 

  a. 20 至 100 人 

  b. 101 至 200 人 

  c. 201 至 300 人 

  d. 301 至 400 人 

  e. 401 人及以上 

2. 您公司成立的年数      

   a. 5至 10年                                         

   b. 11至 15年          

   c. 16至 20年 

   d. 21至 25年 

   e. 26至 30年 
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   f. 31年以上 

3. 您公司从事出口业务的年数 

   a. 1 至 5 年  

   b. 6 至 10 年 

   c. 11 至 15 年 

   d. 16 至 20 年 

   e. 21 至 25 年 

   f. 26 至 30 年 

   g. 31 年以上 

4. 您公司的所属领域 

  a. 服装 

  b. 电子产品 

  c. 医药 

  d. 日用品 

5. 您公司的营业额 

  a. 300 万元以下 

  b. 300 至 1000 万元 

  c. 1000 至 3000 万元 

  d. 3000 至 1 亿元 

  e. 1 至 3 亿元 

  f. 3 至 5 亿元 

  g. 5 亿元以上 
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6. 您公司的资产额   

  a. 300万元以下 

  b. 300至 1000万元 

  c. 1000至 3000万元 

  d. 3000至 1亿元 

  e. 1至 3亿元 

  f. 3至 5亿元 

  g. 5亿元以上 

7. 您公司是否盈利？ 

  a. 盈利     b. 不盈利 

 

 

 

 

_________________________________完__________________________________ 

非常感谢您的帮助！ 

 

 

 


