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Abstract

Why do some firms succeed in exporting while otldeyanot? Export activities are a crucial
area of international business but the driversupkesor export performance are not yet well
understood. In this study, employing a sample oPS2uguese firms, we examine what are
the distinctive resources and capabilities assedi&d superior export performance through
the establishment of sustainable competitive acdga®. Resource-based view supports the
development of explicit hypothesis. Different comdtions of export-related resources and
capabilities are identified as source of cost, pobédnd service-type advantages and how do
these advantages impact economic, strategic aatiorehl dimensions of export performance.
The findings of this study have important implicais for theory, managers and
policymakers. Limitations of the study are consedgrand future research directions are
identified.

Keywords: export performance, competitive advantaBesources, Capabilities, export

marketing
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Resumo

Porque € que algumas empresas tem sucesso naadivde exportacdo e outras nao? As
actividades associadas a exportacdo sdo uma &mwal @m negdcios internacionais mas 0s
determinantes de um superior desempenho em ex@ortédp sao ainda bem conhecidos.
Neste estudo, utilizando uma amostra de 52 emppeEstigguesas, N0s examinamos quais 0s
recursos e competéncias distintivas associadas uperier desempenho através do
estabelecimento de vantagens competitivas sustesté teoria da visdo baseada nos
recursos sustenta o desenvolvimento de hipotesglcieas. Diferentes combinacdes de
recursos e competéncias sao identificadas comedat# vantagens competitivas de custo,
produto e servico e como afectam estas vantagemdrensdes econOmica, estratégica e
relacional do desempenho de exportacdo. Os reesltadéste estudo tém implicagOes
relevantes para a teoria, gestores e para os 8 de politicas associadas a exportacao.
Sao reconhecidas limitacbes do estudo e apontattpmsa topicos relevantes para

investigacao futura.

Palavras-chave: desempenho de exportagéo, vantegepetitiva, recursos, competéncias,
marketing de exportacéo
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1. Introduction

A central question in strategic management andnat@nal business studies is why
some firms succeed while others do not (Barney,11%ollis & Montgomery, 1995).
Performance improvementis“ at the heart of strategic managenieffenkatraman &
Ramanujan, 1986). Research has evolved in idemgfgxternal (Covin & Slevin, 1989;
Cavusgil & Zou, 1994; Kotha & Nair, 1995) and imtal factors (Cavusgil & Nevin, 1981;
Aaby & Slater, 1989; Collis, 1991; Cavusgil & Zd994; Dhanaraj & Beamish, 2003) to the
firm that may help explain performance differenaesoss firms. In particular, understanding
export performance is especially important sinceoeix is often the first step in the
internationalisation process (Johanson & VahiInd,7)%nd many firms foreign operations
are limited to export. Economic, political and teological developments of the past three
decades have led the world to become more intebratel trade flows freerer. Firms
growingly respond to trade liberalization searchingyond their domestic markets and
focusing on export markets to expand and strengtoenpetitiveness (Samiee & Walters,
1991; Singh, 2009; Sousa, 2004). The fact is thaah firms are equally able to succeed.

The relevance of examining export performance ippeted by the research
published in some of the leading journals in theldfi such aslournal of International
Business Studieslournal of Marketing International Marketing Revievand Journal of
International Marketingamong others (Zou & Stan, 1998). Its importance htracted
increased attention from academics, managers ahcl ponakers (Katsikeas, Leonidou &
Morgan, 2000; Sousa, 2004). Apart from a strategption for firms to internationalise,
export is the most frequently used entry mode foreign markets (Zhao & Zou, 2002).
Notwithstanding its relevance, existent resear¢brobffers little insight into how may firms
develop a competitive advantage in export markedsheow this advantage may translate into
actual export performance (Zou & Stan, 1998).

A core element in applying a Resource-Based VieBMRto firms’ performance lies
in understanding the relationships between firnesources and capabilities as drivers of a

sustained competitive advantage (Grant, 1991; Qo&rerahalad, 1996) and how does this



advantage relates to profitability. In fact, thermmcecent strategic management research tends
to delve into the internal factors to the firm thafy yield a competitive advantage, in
particular the resource-based view of the firm (Méefelt, 1984; Barney, 1991, 1997). The
RBV focuses on identifying, classifying and distinghing firm-level specific distinctive
resources and capabilities as potential sourcescarfipetitive advantage (Collis &
Montgomery, 1995)vis a vis competing firms. Thus, the RBV is a sound theosakti
perspective on which to base the identificationtlué factors influencing firms’ exports
performance (Aaby & Slater, 1989; Sousa, 2004; oMartinez-Lopez & Coelho, 2008;
Zou & Stan, 1998).

Proper appraisal of effectiveness and quality gdoeix performance analysis rely on
how well there is an adequate identification of kieg assets and skills, as of their effects in
the creation of superior positional advantage dmésulting performance outcome (Cavusgil
& Zou, 1994; Zou, Fang & Zhao, 2003; Morgan, Kaléka&atsikeas, 2004). For instance,
Cavusgil and Zou (1994) argued that the exportureid performance is linked to the export
strategy adopted for that venture. Drawing in tiB/RZou, Fang and Zhao (2003) developed
a model that links several firm capabilities witk positional advantages and consequent
financial performance in the export venture markébrgan, Kaleka and Katsikeas (2004)
proposed a theoretical model of export venture goerédnce, assessing the significant
resources and capabilities to export competitiveaathges, which in turn determine
economic and strategic performance.

Albeit research in international business is ratk&tensive, providing valuable
insights into many of the factors associated tooetxpuccess, only a few empirical studies
specifically address the impact of firms’ resoureesl capabilities on export competitive
advantage and performance (Piercy, Kaleka & Katsikel998; Kaleka, 2002; Morgan,
Kaleka & Katsikeas, 2004). Therefore, theoreticatl @mpirical knowledge of exporting
remains limited and offers few insights for manageho are responsible for export
performance and policymakers who are concerned evfiort trade development (Czinkota,
2000; Katsikeas, Leonidou & Morgan, 2000). Furthemem from the number of studies that
have already researched export performance soni@tions and shortcomings prevail. For
instance, Morgan, Kaleka and Katsikeas (2004) ifledtthree main limitations of these
studies. The majority of them is descriptive, ppalistained from a theoretical standpoint or

designed over conflicting theoretical lenses (Zowi&n, 1998); most of those studies make



use of the own firm as the unit of analysis, desghie export venture has been identified as
the fundamental unit of analysis to understand experformance (Cavusgil & Zou, 1994;
Myers, 1999). More than an opportunity, there idact need for research on which are the
distinctive resources and capabilities that mogtaich competitive advantages and on the
corresponding link to superior performance dimemsiin the export markets. Particular
attention is given to limitations acknowledged me\pous studies.

The research question addressed in this study evélem the overarching question of
Why some firms succeed in exporting while othersal® Importance of several firms’
resources and capabilities to positional advantagd consequent impact in export
performance are not only investigated, as also learly established a distinction between
resources and capabilities (as suggested by Maka&fitkl; Morgan, Kaleka & Katsikeas,
2004). Understanding the competitive advantage fohainvolves not only internal but also
external resources and capabilities to the firml{M& Spekman, 1994; Srivastava, Fahey &
Christensen, 2001; Ling-yee, 2007). Therefore, dliféerent resources and capabilities
included in the model are acknowledged in theditee as potential sources of competitive
advantages. And, we pursue investigating the camsggimpact of those advantages on
economic, strategic and relational performance dsioss.

In this dissertation we empirically examine, onample of Portuguese firms with
export activities, (1) we investigate export conitpet advantage dimensions and develop a
classificatory framework of sources of advantageewporting firms; (2) we examine the
association of the various sources of advantage tivé different types of export competitive
advantage; (3) we explore the impact of the differypes of competitive advantage in
several dimensions of export performance. Fina{4) we offer exporters and public
policymakers a set of guidelines for designing amglementing effective international
competitive strategies and national export pronmotjrograms, respectively. We thus
contribute to a better understanding of the resssiend capabilities — based on the resource-
based view (RBV) — that build export performancs.r@sources and capabilities are the key
elements for resource-based view (RBV), their itigation embodies a strong contribution
to RBV application in the field of exports. We peas empirical evidence of the interplay
between the resources and capabilities availablexjwort ventures, determining export
venture positional advantages and consequent ingpdoe latter on performance dimensions,

that supports key relationships in the proposedrttieal model. This study also provides



new evidence as to how resources and capabilitipadt the different competitive positional
advantages, and as to how the different competadheantages influence export ventures
performance dimensions, which has important impbeoas for theory development.

In this study, a sample of 52 Portuguese expoffirngs was used. Thene-product-
one-marketexport venture was used as the unit of analysa/\(€gil & Zou, 1994; Zou &
Stan, 1998). This choice prevents the problem ofanded findings (Madsen, 1987) and
permits a more accurate measure of the factorgalities associated to export performance
(Ling-yee & Ogunmokun, 2001a, b; Rose & Shoham 226&leka, 2002; Morgan, Kaleka &
Katsikeas, 2004). Economic performance was measaved the last 12 months as the
respondents can make good judgments of firm's padace within this time frame (Piercy,
Kaleka & Katsikeas, 1998). The questionnaire useslilted from an extensive literature
review and perceptual design was found more ap@tepfe.g. Cavusgil & Zou, 1994; Bello
& Gillland, 1997). The items selected sought t@ntfy aspects relating to the firms’
resources and capabilities, competitive advantagethe form of cost, product and service
and also export performance. Export performance eregacterized to entail economic,
strategic and relational dimensions. The targgbaedents of the questionnaire were senior
and export managers given their insightful knowkdand influent role in the export
activities. Data was subjected to statistical treait involving a confirmatory factor analysis,
enlightening the relevant factors out of initiaérts and their characterization in term of
nature. Linear multiple regression analysis was therformed to test the hypotheses. We
found out that different combinations of resoureesl capabilities are significant to the
different positional competitive advantages in éxport market, as also, unique combinations
of those competitive advantages selectively impach performance dimension addressed.

This dissertation is organized as follows. Firgg tesearch investigation begins with
the conceptual premises supporting the relatiossbipsources of advantage to the different
types of export advantage and of their consequeittb several dimensions of export
performance. This is based on a review of the dxpprmarketing, and strategy literatures.
Subsequently, the research method employed is figukciThe results are presented and
discussed. Finally, implications of the findings ttee theory, to firms in any stage of
exporting and to public policymakers are highlighteand a number of limitations
acknowledged jointly with possible avenues for fattesearch.



2. Literature review

World trade has experienced a major growth in tet ecade powered by large
reductions in trade barriers and technological msg that have sink the costs of
communications and transportation. Globalisatioprafduction, consequent break-up of the
supply or value chain has lowered prices and prechathuge variety of imported goods and
services for firms and consumers (World Bank, 201G)obalisation has also boosted
exporting as a means of foreign market entry andssaxpansion for firms; thus, it is a
significant area of research interest within theesrall international business discipline
(Cavusgil & Kirpalani, 1993; Samiee & Anckar, 1998pu & Stan, 1998; Katsikeas,
Leonidou & Morgan, 2000; Sousa, 2004; Carneiro,Rtecha & da Silva, 2007; Sousa,
Martinez-Lopez & Coelho, 2008).

Singh (2009) explains that the importance of expattvities may be highlighted in
two ways. First, from a macroeconomic perspectittee exports contribute to the
accumulation of foreign exchange, improve the legklemployment, increase national
productivity and drive economic growth (Czinkot&94). At the macro level, scholars have
modeled export performance based on internatioadéttheories such as the Hecksher—Ohlin
(H-O) framework (Hecksher & Ohlin, 1933). Secondni a firm perspective, exporting may
help firms improve the exploitation of productioapacity, develop superior management
capabilities, enhance product and process innavatiod strengthen financial performance
(Terpstra & Sarathy, 1994; Wilkinson & Brouther)0B). Despite increased attention,
theoretical and empirical knowledge of exportingnaens limited and offers few insights for
managers who are responsible for export performandepolicymakers who are concerned
with export trade development (Czinkota, 2000; Kkaigs, Leonidou & Morgan, 2000).

2.1. Evolution of export research
Leonidou, Katsikeas and Coudounaris (2010) in th#lographic analysis over the
last five decades in the field of exporting coneubat exporting literature has experienced a

phenomenal advancement, characterized by contintefusement, improved quality, and



extensive topical coverage. Yet before, a numbeauthors claimed the need for synthesis
and assimilation of the fragmented knowledge in fielel (e.g. Zou & Stan, 1998; Sousa,
2004; Sousa, Martinez-Lopez & Coelho, 2008).

By examining a sample of export market ventureshim UK, Piercy, Kaleka and
Katsikeas (1998) linked superior export performatacthe establishment of key competitive
advantages. The authors alert managers that basom®ortunities demanding skills and
resources that are not available lead to low experformance and that they should pay
attention to how they can fit their profile of dkiland resources for exporting to build
productive competitive advantages in attractiveoetxmarkets. Study point out to following
conclusions: relevant differences in performaneepaomoted by relatively lower differences
in product and service advantages and in competskils and resources; service and product
competitive advantages show a higher link with hggrformers rather than cost driven
strategies; product and service advantages evideamdmk with a number of critical skills
and resources, namely informational skills and erpé&al resources, physical resources,
scale and finance, managers and personnel  skillsuilding and maintaining customers
relationships, skills in product development, sypmhain and supplier relationships
management. The authors suggest that strategiame@dis may surge as firms™ option to gain
access to needed resources and skills requirechteve competitive advantage and superior
performance. An outstanding conclusion from thelgtis that superior performance implies
the ability to manage a complex network of relaglups, which can be used to develop the
necessary skills and resources, which are thefbasestainable competitive advantage.

Leonidou, Katsikeas and Samiee (2002) examineddlaionships between export
marketing strategy and performance. A strong aationi between export marketing strategy
and performance measures was suggested. Out ekploet performance measures examined
in various studies, the export proportion of sgsch as export intensity) reveals stronger
effect. Their study also suggests that only a fearketing parameters (product advantage,
pricing strategy, and importer support, respecyivelmpact different measures of
performance. The study characteristics (such astithe of study, geographic focus, and
product type) have a limited impact on export penance.

Drawing on the resource-based theory of the firmaifainaj and Beamish (2003)
examined U.S. and Canadian SME exporters' datduating that the venture, technological



intensity, and firm size have been shown to be gwedictors of export strategy, and export
strategy has been shown to influence positivety faierformance.

Aulakh, Kotabe and Teegen (2000) investigated thlationships among export
strategy and performance for firms from emergingneeies. These authors found a strong
link between the degree of cost leadership andopeence in developed markets, while a
strong link between the degree of differentiatiowl gerformance was found in developing
countries. Standardization is suggested to be pppte for firms to enter a culturally close
foreign country and detected an inverted U-shapeldtionship between international
diversification and firm performance.

In investigating the effect of export market-oreht(EMO) behaviour on export
performance, Cadogan, Diamantopoulos and Sigua@2{2€uggested that EMO behaviours
were important predictors of export performancepdk experience, export dependence and
coordinating capabilities were found positivelyateld to EMO activities. In turn, EMO
activities were positively associated with aspettsxport performance.

Wilkinson and Brouthers (2006) examined smallemér export behaviour and
suggested that export success is mainly dependhefitno's ability to assemble and deploy
appropriate resources. Since small firms genedaltk critical internal resources, export
promotion activities can complement internal fires@urces to enhance export performance.

On a context where economic growth of East Asiamtiees as well as Central and
Eastern European countries has made them attrantwkets for international firms, Haahti,
Madupu, Yavas and Babakus (2005) hypothesizedstiinail and medium-sized enterprises
(SMEs) may enrich their knowledge base about tiegnort target markets and consequently
improve their performance by employing cooperasirategies. Haahty and colleagues found
that knowledge intensity mediated the relationdigpween cooperative strategy and export
performance. They have further concluded that fsime does not have a direct link with
performance, but showed an indirect effect on exparformance through cooperative
strategy and knowledge intensity.

In summary, a number of empirical studies have ripe@ted a resource-based view
into the industrial organization perspective by grsgiing that firms™ responsiveness to the
external environment and firms’ resources and dépab contribute to the foundation of
competitive advantage and therefore to superiorogxgperformance. For instance,

experiential, scale, financial and physical resesydnformational, relationship marketing,



pricing, distribution, communication and producvelepment capabilities amongst others are
examined in some of those studies (Kaleka, 2002;ghlng Kaleka & Katsikeas, 2004; Zou,
Fang & Zhao, 2003).

Balabanis, Theodosiou and Katsikeas (2004) clamifuidher investigation on factors
that facilitate or inhibit the use of entreprenaliand strategy-making processes, namely the
relationships between capabilities, the process stoategy-making, strategy and export

performance as one of the theoretical challengesxport research.

2.2. Resource-based view of the firm

Conceptual foundation of export literature evolfesm a number of theories of
international trade, foreign direct investment (FRInd internationalisation (Morgan &
Katsikeas, 1997; Sharma & Erramilli, 2004). Fortamee, from Adam Smith and David
Ricardo international trade theories, to FDI Hymetheory (Hymer, 1960), International
Product Life Cycle (Vernon, 1966), Internalizati@oase, 1937; Buckley & Casson, 1976),
Transaction Costs Economics (Williamson, 1979)eEit Paradigm (Dunning, 1977, 1980),
Industrial Organization theory (Porter, 1985), tigb Uppsala (e.g. Johanson & Vahlne,
1977; Johanson & Wiedersheim-Paul, 1975) and inmmvaelated Internationalisation
theories (e.g. Bilkey & Tesar, 1977; Reid, 198D, contemporary resource-based view
(RBV) explanation (Barney, 1991) which has emergedne of the most commonly used
theoretical framework in export research (Dhana%ajBeamish, 2003; Wilkinson &
Brouthers, 2006).

Edith Penrose was one of the first scholars togeize the importance of resources to
a firm’s competitive position (Newbert, 2008). Pese (1959) argued that a firm’s growth is
due to the manner in which its resources are eregloghe defined a firm aa ‘tollection of
physical and human resour¢eend underlined the heterogeneity of these ressufe. 9).

Rubin (1973) is recognized prior to the formal arggof the RBV as one of the few
scholars to conceptualise firms as bundles of meso(Wernerfelt, 1984). Like Penrose,
Rubin recognized that resources were not helpfutheynselves and argued that instead of
merely possessing resources firms must work owt ‘iesources” to make them useful. At
same time that firms”~ performance is driven disedt} its products, it is indirectly and
ultimately driven by the resources that go intartipeoduction (Barney, 1986; Wernerfelt,
1984). Consequently, firms may earn above normiirme by identifying and acquiring

resources that are critical to the development ehahded products (Wernerfelt, 1984).



Despite conceptual ground had been previously ksitald, pervasive accruing of the RBV
just started some years later with Prahalad anddHarh990 article, in which these authors
highlighted not only the importance of static reses but also of firm’s inimitable skills,
technologies, knowledge, etc., but particularly aefinitely with Jay Barney’'s 1991
influential paper, Firm resources and sustained competitive advantagéis article is
widely considereas the first formalization of imminent fragmentesource-based literature
into a broad, and hence empirically testable, tbtgzal framework (Newbert, 2007).

Based on those early works by Penrose (1959), RU9in3), Wernerfelt (1984), and
others, Barney (1991) based his deduction of th¥ BB two fundamental assumptions: that
resources (and capabilities) are heterogeneoustyildited among firms and that they are
imperfectly mobile. He argues that firms that pssseesources that are valuable and rare
would attain a competitive advantage and enjoy awed performance in the short term.
Drawing heavily on Dierickx and Cool (1989), Barn@p91) also emphasize, that in order
for a firm to sustain these advantages over tisieesources must also be inimitable and non-
substitutable. So, in order for a resource to Héfarentiating factor, Barney (1991) provided
four key attributes of a resource that can yielgstanable competitive advantage. It should
satisfy the four criteria of being valuable, raremitable (imperfectly mobile or sticky), and
non-substitutable (i.e. so-called VRIN attributes).

Figure 1. RBV Theoretical framework (Barney, 1991)

Resource/Capabili Competitive Performance
Valuable | advantage |
Rare
Resource/Canabili Sustained Sustained
Valuable, Rare - »| Competitive || Performance
advantage
Inimitable, Non-substitutable

The resource-based theory conceives a firm as quenbundle of tangible and
intangible resources (assets, capabilities, presegsanagerial attributes, information, and
knowledge) that are controlled by a firm and thaalde it to conceive and implement

strategies aimed at improving its efficiency anteafveness (Barney, 1991; Daft, 1995;



Prahalad & Hamel, 1990; Wernefelt, 1984) thus pimg competitive advantage against
other firms. This view addresses on how sustaiadpetitive advantage is generated by the
unique bunch of resources at the core of the finoch@nphasize that the use of resources that
have such distinctiveness leads to enduring firmatian and greater than normal profits
(Barney, 1991; Grant, 1991; Conner & Prahalad, 199%e way firms exploit their
heterogeneous resources and capabilities explaiatioas in firm's performance (Makadok,
2001; Barney, 2001).

RBV addresses the central issue of how superidoqmeance can be attained relative
to other firms in the same market and posits thpegor performance results from acquiring
and exploiting unique resources of the firm. Thing principal determinants of a firm’s
export performance and strategy are the intermal fiesources i.e., firm size, experience and
competencies (Barney, 1991; Collis, 1991; Zou &St098). Such a viewpoint is valuable
because it presents a rich theoretical frameworkvbith export models can be developed
and tested (Dhanaraj & Beamish, 2003). RBV consnigebe refined and empirically tested
(e.g. Conner & Prahalad, 1996; Makadok, 2001; Bhaag 2000; Newbert, 2008) and still a
valid theoretical tool to analyse firm level sowgcef sustained competitive advantage
(Barney, 2001). Researchers have also demonstits¢c RBV of idiosyncratic inter-firm
linkages can be a source of relational rents antpetitive advantage (Dyer & Singh, 1998),
thus extending the RBV.

2.2.1. Firm resources and capabilities

Although proponents of the RBV generally tend tdirde resources broadly, to
include assets, knowledge, capabilities and orgaioizal processes several authors carefully
define and distinguish resources from capabilifes). Amit & Schoemaker, 1993; Day,
1994; Bharadwaj, 2000; Grant, 1991; Makadok, 20ihter, 2000).

For instance, Grant (1991) makes that distinctiod @rovide a classification of
resources into tangible (e.g. financial capital ahd physical assets), intangible (e.g.,
reputation, brand image, and product quality) asale-based resources that include skills of
individual employees, technical know-how and otkeowledge assets including dimensions
such as organizational culture, employee trainlogalty, etc. (Bharadwaj, 2000). While
resources serve as the basic units of analysess foreate competitive advantage by
assembling resources that work together to creagan@ational routines thus capabilities.

Few resources are productive by themselves; theynaost often the inputs into the
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production process. In its turn a capability is tapacity owned by a set of resources to
perform some task or activity and therefore whiksaurces are the source of firm’s
capabilities, capabilities are the main sourcerai$” competitive advantage (Grant, 1991).

Capabilities refer to an organization’s abilityassemble, integrate, and deploy valued
resources, usually, in combination or co-presergait( & Schomaker, 1993). Capabilities
are embedded in processes and business routinescamgprise the organizational
competencies (Prahalad & Hamel, 1990). Recent efuaiigue that the resources just allow
value creation when together with systems and stipocesses (Barney & Mackey, 2005;
Sirmon, Hitt & Ireland, 2007). According to thisdie, beliefs and orientations such as
customer focus or market orientation (meant asuress) should be supported through
behavioural systems and processes (defined as ikags)y as the practices developed by
employees, to influence results (Menguc & Auh, 20Binger, Ketchen Jr., Hult, EImadag
& Richey Jr., 2008).

Winter (2000: page 983) defines a firm’s capab#isy

“a high-level routine (or collection of routines)hat, together with its

implementing input flows, confers upon an orgamimes management a set

of decision options for producing significant ouipof a particular type.”

Day (1994) state that firms hold two types of inteated resources needed to create a
competitive advantage - the assets and capahilidssets are often mentioned in the
literature as resources and differentiated as foaoh capabilities. Following Day (1994: page
38):

“Assets are the resource endowments the businessabeaumulated (e.g.,

investments in the scale, scope, and efficiendgaifties and systems, brand

equity, and the consequences of the location aviaes for factor costs and

government support); and capabilities are the gibat brings these assets

together and enables them to be deployed advantatyed

Makadok (2001) relies on the distinction drawn byifand Schoemaker (1993) but
he carefully highlights that there are two key @eas that distinguish a capability from other
types of resources. A capability is firm specifioce it is rooted in the organization and its
processes, while an ordinary resource is not. Duéhis specificity, the ownership of a
capability cannot be easily transferred from ongaaization to another without also

transferring ownership of the organization its&hould the firm be entirely dispelled its
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capabilities would also disappear. Capabilitiegedifrom assets in that they cannot be given
a monetary value, as can plant equipment or captal are so deeply embedded in the
organizational routines and practices that theynotibe traded or imitated (Teece, Pisano &
Shuen, 1997).

Supposing that a firm finds that it does not passdsthe capabilities it needs to be
successful, Barney (1999) explains the firm haselways to get access to the capabilities it
needs: It can cooperate with firms that alreadyspss those capabilities, it can try to develop
those capabilities on its own or it can try to dogua firm that already possess those
capabilities. The author also advances four relevaasons which convey the difficulty
potentially associated to creation of a capabilitigtorical context, path dependence, social
complexity and because the actions a firm wouldiriteg¢ake may be not fully known (causal
ambiguity).

Every business owns many capabilities that enabl® icarry out the activities
necessary to move its products or services thrahghvalue chain. Some will be done
adequately, others poorly, but a few must be sapéfithe business is to outperform the
competition. These are the distinctive capabilitirat support a market position that is
valuable and difficult to match. They must be masthgith special care through the focused
commitment of resources, assignment of dedicateglpe and continued efforts to learn,
supported by stirring goals for improvement (Da$94). If such distinctive capabilities
support a market position considered valuable affidudt to achieve by competitors they are
considered a possible source of a firm’s competitilvantage (Zou, Fang & Zhao, 2003).

Eisenhardt and Martin (2000) also examined theesubpf capabilities and define
them as similar to other authors (e.g. Teece, Bigarshuen, 1997; Amit & Schoemaker,
1993) as:

“The firm’s processes that use resources - spatlficthe processes to

integrate, reconfigure, gain and release resourcés match and even create

market change. Dynamic capabilities thus are thgaaizational and strategic

routines by which firms achieve new resource caomfiitons as markets

emerge, collide, split, evolve, and die.”

These authors defend the term “dynamic” capatslinad assert they include well-
known organizational and strategic processes lilkenaing and product development whose

strategic value lies in their ability to manipulatesources into value-creating strategies.
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Analysing different kind of markets, they concludidt long-term competitive advantage lies
in resource configurations, not dynamic capabditien moderately dynamic markets,
blending its usual path-dependent strategic logitewerage with a path-breaking strategic
logic of change, RBV is enhanced. However, in higlecity markets where competitive
advantage durability is inherently volatile, whenme is crucial to strategy, and dynamic

capabilities are in that scenario also volatileytheint out a limitation to RBV.

2.2.2. Competitive advantage and its sources

Resource-based approaches to competitive advaitagsfy four characteristics of
resources and capabilities, which are likely topbeticularly important determinants of the
sustainability of competitive advantage: durabjlitfransparency, transferability, and
replicability (Grant, 1991)Building and sustaining successful exports has beerfocus of
numerous studies in export management across @deaaisle number of years (Zou & Stan,
1998; Sousa, 2004; Sousa, Martinez-Lopez & CoeR)8; Leonidou, Katsikeas &
Coudounaris, 2010). These studies provide valuatdgghts into many of the factors
associated to export success. Nevertheless, fatemntion has been given to the process of
building competitive advantage in export marketserdy, Kaleka & Katsikeas, 1998).
Leonidou, Katsikeas and Coudounaris (2010) steaé jtist few contemporary avenues of
research into exporting included teeport competitive advantagghat is, focusing on various
types of resources and capabilities that play aponant role in the achievement of a
competitive advantage in export ventures, whictumm affects export performance. Recent
studies in exporting (namely, Zou, Fang & Zhao,20@organ, Kaleka & Katsikeas, 2004)
hold in the fundamental premise that superior perémce is achieved through the
achievement and exploitation of positional advaatager competitors in the export market
concerned. A firm has achieved competitive advantagen, through its offering, it creates
more value for its customers in comparison witlalfirms (Kaleka, 2002).

The concept of competitive advantage has been sixtdy addressed in management
literature (Hart, 1995). Porter (1980, 1985) haepile developed the concepts of cost
leadership and differentiation relative to commpesitas two important sources of competitive
advantage. @st advantagemeaning a low-cost position enables a firm to aggressive
pricing and high sales volumes. In other wordsirra bffers its product/service at a lower

price, mainly due to lower production, procuremedistribution, and allied costs.
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Differentiation advantagecreates brand loyalty and positive firm’s reputatiallowing a
premium price once customers perceive a consigidfgrence in important attributes
between the firm’'s offerings and those of compditbay & Wensley, 1988; Bharadwaj,
Varadarajan & Fahy, 1993; Hart, 1995). Louter, Otkeek and Bakker (1991) state that
export competitive advantage the position that a firm achieves in relatioratcombination
of cost, product and service elements in a padictdreign market. While cost advantage
reflects the firm’s systematic efforts to increasiciency, contemporary developments in the
field suggest that differentiation advantage cancbeveyed more thinly aproduct and
service advantages (Piercy, Kaleka & Katsikeas, 1998). ©fitthe these types of
differentiation, product advantageeflects customer-perceived elements of produetiyu
and innovation, whileservice advantageonveys for customer perceptions of the firm’s
responsiveness to his service requirements (Kal@k®2). For instanceexport cost
advantages associated with cost of goods sold, productiost per unit, and selling price to
end-user customers in the export-markets, i.e.nWolves the resources consumed in
producing and marketing the venture’s value offgand affects price and perceived value in
the export market (Kotha & Nair, 19959xport service advantageacludes service-related
components of the value offering, it covers techAhgupport and after-sales service quality,
product accessibility, delivery speed and religiland range of product line offered in the
export markets (Li & Dant, 1999); arekport product advantagis designated by superior
quality, packaging, and design and style of proslegiported and other product attributes that
differentiate the venture’s value offering from $leoof competitors (Kim & Lim, 1988; Song
& Parry, 1997).

Firms usually outstand in one particular type oVaadage. Nonetheless, more and
more evidence indicates that in highly competigwironments, firms can no longer rely on
creating customer value in terms of only one typeadvantage. Firms should strongly
endeavour to achieve and maintain a thorough cotiveeposition in one or more fields at
same time (Treacy & Wiersema, 1993).
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3. Conceptual development and hypotheses

We rely on the RBV of the firm, an emerging themadt paradigm in strategic
management (Collis & Montgomery, 1995; Dhanaraj &aBiish, 2003; Wilkinson &
Brouthers, 2006) to develop a practical and condiyt rigorous model of export strategy
and performance. RBV underlines resources and ddjgsbas vital to understanding firm
performance (e.g., Amit & Shoemaker; 1993; Bard®g1; Dierickx & Cool, 1989, Penrose,
1959; Prahalad & Hamel, 1990; Rubin, 1973; Weritigrfe984). Recent progress in the
domain, apart from depicting the distinction betweesources and capabilities has shed light
in what concerns the dynamic character of cap#sliby contrast with other types of
resources available to the firm (Eisenhardt & Martk000; Day, 1994; Grant, 1991,
Makadok, 2001; Teece, Pisano & Shuen, 1997; Wi2@00). The RBV describes firms as
idiosyncratic bundles of resources and capabiliied are available for deployment by the
firm’s business units (Penrose, 1959; Rubin, 19¥8rnefelt, 1984; Barney, 1991; Conner &
Prahalad, 1996; Grant, 1991). Heterogeneity in mess and capabilities configurations
between firms explains the resultant performanceatirans (Day, 1994; Grant, 1991;
Makadok, 2001; Teece, Pisano & Shuen, 1997; EisdhBaMartin, 2000).

In the export venture context, resources are time fiontrolled asset configurations
that represent the raw materials available to tne's export venture business units.
Capabilities are the organizational processes bictwhvailable resources are developed,
combined, and transformed into value offeringstfer export market (e.g., Makadok, 2001;
Day, 1994; Eisenhardt & Martin, 2000). From thiggpective, export venture managers
deploy available firm specific resources and cdfigds that result in positional advantage in
the export market (Barney, 1991; Grant, 1991). Birame able to sustain an advantage if
competition is unable to acquire and deploy a simor substitute combination of resources
and capabilities (Barney, 1991; Dierickx & Cool,889. Export competitive advantage
given by firms” position in relation to a combirmatiof cost, product and service elements in a
particular foreign market when compared to its lav@&outer, Ouwerkerk & Bakker, 1991).

Superior performance is therefore attained throtlgh achievement and exploitation of
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positional advantage over competitors in the expuatket (e.g. Zou, Fang & Zhao, 2003;
Morgan, Kaleka & Katsikeas, 2004).

The conceptual model guiding this study is exhiite Figure 2. The fundamental
research question underlying the present concegdtiah is how distinctive exporting firms’
resources and capabilities (and their possible awattibns) are able to determine competitive
advantages in export markets and how those exporipetitive advantages impact on

economic, strategic and relational performance dsions.

Figure 2. Theoretical framework of export performance

Resources
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3.1. Sources of cost-advantage
The literature offers a generous amount of evidenocghat concerns the nature and

importance of factors leading to the achievemermost advantage.

3.1.1. Resources
For instance, the ability to establish a cost athga requires possession of scale-

efficient plants, superior process technology, aship of low-cost sources of raw materials,
or access to low-wage labour (Grant, 1991). Cdated sources of advantage most
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commonly address the extent to which the scale paraiion of the firm facilitates the
achievement of scale economies (Bonaccorsi, 19%&jaBf, Cravens & Wagner, 2000).
Experiential knowledge has also been acknowledgeal jpotential driver of cost advantage,
once it promotes economies of learning (Yadong &dgRel999; Majocchi, Bacchiocchi &
Mayrhofer, 2005). Ownership of superior physicasawces by the exporting firm can
promote the accomplishment of a cost advantage ligC& Montgomery, 1995).
Simultaneously, exporters with higher financialo@ges should be in a better condition to
achieve higher cost reductions, winning or maintajrcost advantage over their competitors
once they can promptly acquire or develop the rssggsresources to accomplish that goal
(Grant, 1991). It is therefore hypothesized that:

Hypothesis 1a: Ownership of physical, financial, experiential, and scale-of-operation
resources is positively associated with the achievement of a cost advantage position in

export markets.

3.1.2. Capabilities

Sources of cost advantage may be greatly boostddsthe firm be able to locate and
exploit the relevant export market information sms (Porter & Millar, 1985; Souchon &
Diamantopoulos, 1996). The development and maintaf narrow relationships with
important firm stakeholders can be a costly stigtegvertheless it can enable the firm to
both achieve cost reductions by better targetiraglgpet development in the characteristics
perceived as valuable by export end-customersomest relationship building- and be more
efficient in procurement activities - supply souredationship building (Flint, Woodruff &
Gardial, 1997; Sheth & Sharma, 1997). Capabilitydesigning products that are easily
manufactured can offer considerable cost savingdicplarly when new process technology
is implemented (Porter, 1985; Hazelrigg, 1998).dBob, process and superior design
innovation leads to cost-advantage (Capon, Faklelgmnann & Hulbert, 1992). It is therefore
hypothesized that:
Hypothesis 1b: Ownership of capabilities relating to product development, innovation,
information acquisition, customer relationship development, and supplier relationship
development is positively associated with the achievement of a cost advantage position in

export markets.
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3.2. Sources of productadvantage

3.2.1. Resources

Ownership of superior physical and financial researby a firm may allow the use of
sophisticated equipment or the possibility of adggileading edge technology (Grant, 1991).
Simultaneously, the opportunity of being able teeist in personnel development and training
make possible the addition of innovative featuresexported products (Madsen, 1994).
Experience gathered in export markets and activiten help in the selection of innovations
and adaptations more easily appreciated by expstbmers or in a better positioning of the
product in the foreign market (Souchon & Diamantdps, 1996). Larger firms, possessing
higher scale of operation, also possess greateageaial and financial resources that can be a
source of product advantage (Baldauf, Cravens & M#gg2000; Bonaccorsi, 1992). Being
S0, it is reasonable to suggest that the typeesafurces considered in this study can promote
value creation in terms of superior physical anthngible product characteristics. It is
therefore hypothesized that:
Hypothesis 2a: Ownership of physical, financial, experiential, and scale-of-operation
resources is positively associated with the achievement of a product advantage position in

export markets.

3.2.2. Capabilities

Development and maintenance of tight relationshyfith customers, result in the
acquisition of important market information that turn facilitates the development of the
right product features and innovations that meestauer requirements better than
competition does (Bello, Urban & Verhage, 1991)ni&irly, firm’s competence to build
long-term supplier relations is favourable to depehent of better quality products (Grant,
1995; Collis & Montgomery, 1995). A well succeedguct differentiation strategy can be
achieved through innovations and improvements acdiferent parts of the value chain
(Grant, 1991; 1995). Thus, ownership of outstangingduct development and innovation
capabilities allows the firm to use its resourced ather capabilities in the accomplishment
of product advantage in export markets (Clark &fRofo, 1991). It is therefore hypothesized
that:
Hypothesis 2b: Ownership of capabilities relating to product development, innovation,

information acquisition, customer relationship development, and supplier relationship
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development is positively associated with the achievement of a product advantage position
in export markets.

3.3. Sources of service-advantage

3.3.1. Resources

Superior physical resources as state-of-the-atin@ogy, modern equipment and
access to valuable sources of supply, can enstaster and more reliable production and
delivery of exported goods (Piercy, Kaleka & Kaésk, 1998). Availability of financial
resources may allow the necessary financial supgmrinvestments related to activities
conceived to offer superior customer service ingkport markets (Barney, 1986). Exporters
with substantial experiential knowledge of foreigrarkets and operations may exhibit the
capability to offer superior customer service befand after the sale (Kaleka, 2002). Firms
operating at a larger scale can allocate more humsources to foreign customer service-
related functions (Bonaccorsi, 1992). Differentatithrough offering superior customer
service is particularly important to exporting méaaiurers (Boyt & Harvey, 1997). Service
positional advantage is conferred by an extensaessand service network (Grant, 1991). It
is therefore hypothesized that:
Hypothesis 3a: Ownership of physical, financial, experiential, and scale-of-operation
resources is positively associated with the achievement of a service advantage position in

export markets.

3.3.2. Capabilities

Acquisition and utilization skills of export marketformation allow exporting firms
to react successfully to export customers’ servecplirements (Souchon & Diamantopoulos,
1996). From existing market orientation and relaslip marketing literature, the
development of narrow working relationships withpext customers promotes an easier
understanding and perception of their particulamrvise requirements (Cadogan,
Diamantopoulos & Siguaw, 2002; Rose & Shoham, 2002)addition to that, firm’s
capability to build strong buyer-supplier relatibqs can ensure consistent delivery of the
necessary customer service standards critical teigio market development and success
(Piercy, 1992; Ganesan, 1994). Finally, exportédrswsng innovation driven attitude and

superior product development capabilities can aehigervice advantage in international
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markets, by incorporating features that facilitdte provision of customer service into the
design of the exported products (Kaleka, 2002} therefore hypothesized that:

Hypothesis 3b: Ownership of capabilities relating to information acquisition, customer
relationship development, supplier relationship development, to innovation and product
development is positively associated with the achievement of a service advantage position in

export markets.

3.4. Economic, strategic and relational export performance

This study builds in the assumption that competithdvantage is a key antecedent of
export performance based in the conceptual mésslources — Competitive advantage —
Performance(Barney 1991) and recent research work in thel fe#l exports (Zou, Fang &
Zhao, 2003; Morgan, Kaleka & Katsikeas, 2004). Adow to literature there are two major
ways of measuring export performance: economicopednce (financial measures) and non-
economic performance (non-financial measures) (€giV& Zou, 1994; Matthyssens &
Pauwels, 1996; Katsikeas, Leonidou & Morgan, 20@0)growing number of researchers
have been encouraging the inclusion of several msinas of export performance in the
studies (Homburg & Pflesser, 2000; Katsikeas, Leéomni& Morgan, 2000; Morgan, Kaleka
& Katsikeas, 2004). In order to examine the relatlop between the three types of (cost-,
product- and service-) competitive advantages usethe conceptual model and export
performance, three distinct dimensions of perforceanvere put in evidence, namely
economic, strategic and relational (importer-exgoreélationship).

Many researchers have examined the relationshipveleet firms’ positional
advantages and financial and strategic performéange Porter, 1985; Day & Wensley, 1988;
Cavusgil & Zou, 1994; Piercy, Kaleka & Katsikea®98; Morgan, Kaleka & Katsikeas,
2004). When the export venture achieves a low-eastantage in the export market, it
benefits from lower costs than competitors andetfoge greater profitability. In addition to
that, low-cost advantage also gives an export venpuicing flexibility and the ability to
deliver better values to customer, thus increasirgort sales and profitability (Day &
Wensley, 1988). Similarly, when a firm achievesduat and service advantage in the export
market, it enjoys from customers” positive attitaghel loyalty. This loyalty enables the export
venture to secure large market share and/or cheangeemium price in the export market,
hence improving its export sales and profitabilityys the strategic performance (Peng &
York, 2001; Katsikeas, Leonidou & Morgan, 2000; Zdtang & Zhao, 2003). Morgan,
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Kaleka and Katsikeas (2004) studied the competiidgantage in the export market in
comparison to competitors as a factor that incluctest, product and service and found a
strong fit of these advantages to the economicmpeence of the export venture. Based on
the above it is therefore hypothesized that:

Hypothesis 4a: Ownership of a positional advantage relating to cost, product and servicein
export markets is positively associated with the achievement of superior export economic

performance.

Hypothesis 4b: Ownership of a positional advantage relating to cost, product and servicein
export markets is positively associated with the achievement of superior export strategic

performance.

Previous research has shown that establishing, lajgng, and sustaining close
associations with export customers is of key imgomre to successful export expansion
(Swift, 2001; Rose & Shoham, 2002). Due to the meatf the export channel environment,
exporting firms cannot rely exclusively on theirtamal competencies for achieving a
superior level of export performance and exportaadwges (Ling-yee & Ogunmokun,
2001b). Instead, exporting firms ought to look beyahe firm’s boundary to take advantage
of its distinctive relational capabilities in orderimprove performance (Yan, Zhang & Zeng,
2010). In that sense, relational capabilities daillissncorporated in the positional advantage
of a firm in the form of cost-, product- and sepa®lated advantages are a major factor to
attain a superior performance (Krasnikov & Jayadham, 2008). Being so, cost-, product-
and service-related advantages might contributexport relational performance dimension,
in the sense they allow firms the development ofstamding relationships with export
customers, firm’s reputation and customer loyatgtéikeas, leonidou & Morgan, 2000). By
this reason, recent research in the field of expatformance has been exploring the
importance of several relational dimensions ofithporter-exporter relationship to the export
performance (e.g. Styles & Ambler, 2000; Ling-ye€Og§unmokun, 2001b; Styles, Patterson
& Ahmed, 2008; Katsikeas, Skarmeas & Bello, 200&nY Zhang & Zeng, 2010). It is
therefore hypothesized that:

Hypothesis 4c: Ownership of a positional advantage relating to cost, product and servicein
export markets is positively associated with the achievement of superior export relational

performance.
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4. Method

4.1. Procedure

Unit of Analysis. Several firms carry out export activities in mpl& countries.
Hence, to assess firms’ export performance we vi@tb the procedure of restricting the
analysis to only one of the export markets; thusrceming the hazards of a firm-level
investigation that would inevitably lead to confduand inaccurate measures (Zou & Stan,
1998). We specifically asked respondents of thestjmenaire to select one-product-one-
market export venture as the unit of analysis. &dverior studies considered firm-level
exporting policies and performance and faced tlablpm that variations across different
ventures and markets tend to level out (CavusgiZd, 1994). A venture-level analysis
prevents the problem of confounded findings (Mad4@®87) that arise from aggregating the
performance of different ventures within the compé@avusgil & Zou, 1994; Piercy, Kaleka
& Katsikeas, 1998). Using the export venture as uh& of analysis (that is, selecting a
specific product marketed to a single export margetmits a more accurate measurement of
the factors and policies associated to export padoce (Ling-yee & Ogunmokun, 2001a, b;
Rose & Shoham, 2002; Kaleka, 2002; Morgan, Kalek&agsikeas, 2004).

Time frame. We restricted the assessment of economic perfarensndicators to the
prior twelve months. Some authors noted that redgats are able to make good judgments
of firm’s performance within this time frame (Pigr&aleka & Katsikeas, 1998).

Questionnaire. To build the questionnaire on export performancecarducted an
extensive literature review, namely to identify 8a&n studies, factors considered and the
measurements employed. Specifically, we were iatecein identifying aspects pertaining to
firms’ resources and capabilities, competitive adages (on the form of cost, product and
service) and export performance. Export performanckided three dimensions: economic,
strategic and relational performance. Moreovelinea with prior research, perceptual design
was used (e.g. Cavusgil & Zou, 1994; Bello & Gdhd, 1997) to measure resources and

capabilities, competitive advantages and exporfopmance. This procedure was followed
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because many respondents neither can nor wouldeanginen questioned on absolute values
and in many instances managers are unwilling tolaBe objective performance data (Ling-
yee & Ogunmokun, 2001a). Moreover, export ventyeesic information is not provided in
the firms’ financial statements (Katsikeas, Leonid& Morgan, 2000) requiring the use of
alternative measures. Arguably, subjective measanelsperceived values may actually be
more reliable than objective data (Matthyssens &vids, 1996). The questionnaire used is
shown in Appendix 1. The final version of the qumstaire was then sent by e-mail to senior
managers involved in the decision-making processutalexporting, introduced by a
presentation letter explaining this study and tihe @f the study.

The target respondents of our questionnaire weeestmior managers with deep
knowledge and influence in the export activities tbe individuals responsible for the
international export activities — such as an expoanager. The rationale for sending the
guestionnaire to senior managers was based orotheigtional notion that their values and
management philosophies influence the strategisides of the firm (Covin & Slevin, 1991,
Andrews, 1997).

4.2. Variables and measures

Export Performance. Export performance is the dependent variable ennttodel and
is defined as the outcome of a firm's competitisreamtage in export markets (Piercy, Kaleka
& Katsikeas, 1998). Firms’ export performance waseased using 10 items. Respondents
were asked to assess their firms’ performance & dékport venture market identified
comparing with the main direct competitors. Perfance was assessed in three different
areas: economic, strategic and relatioiadonomic performanceneasures included four
items adapted from Morgan, Kaleka and Katsikedd4) scales concerning sales volume,
profitability achieved by the export venture, mdrkbare and percentage of turnover from
new products: Those four items were: (1) “Exponttuee sales volume over the past twelve
months compared to main competitors”; (2) “Expowrrket share achieved by the export
venture over the past twelve months compared to roampetitors”; (3) “Export venture
profitability over the past twelve months compatednain competitors”; (4) “Percentage of
sales turnover derived from products introducethia market during the past three years”.
Strategic performanceas measured using three items adapted from ZaylpiTand Osland
(1998), including the improvement of global firmnapetitiveness, the extent to which the

export venture has strengthened firm’s strategsitipm and significantly increased market
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share: (1) “This export venture has improved firglgbal competitiveness”; (2) “This export
venture has strengthen our strategic position”; TB)s export venture has significantly
increased our market shar®elational performancevas measured through three items used
by Morgan, Kaleka and Katsikeas’s (2004), conceyrilme quality of the relation with the
customer, firm’s reputation and loyalty of the imf@o to the firm: (1) “Quality of your firm’s
relationship with the importer compared to main petitors”; (2) “Reputation of your firm to
the importer compared to main competitors”; (3) dmpr's loyalty to your firm”. The
responses to the items were rated on a sevenp&igrt type scale anchored in (1) “much
worse” and (7) “much better”. Executives werenalys asked to evaluate their performance
in the export market venture against their main petmors.

Export competitive advantages.A total of 13 items were used to measure firms’
export competitive advantage. Respondents weraldskassess their firms’ offering position
in the export venture market in comparison with in@n direct competitors using a seven-
point Likert-type scale anchored in (1) “much warand (7) “much better”. The measures
of competitive advantage used were adapted fronek&a(2002). For instance, to measure
cost competitive advantagbe respondent evaluated four items, such as dle af raw
materials compared to rival firms, production cpst unit, cost of goods sold and selling
price to end-user customers. For example, “How alo nate the competitive position of your
firm compared to your main competitors in the expoarket venture in terms of cost of raw
materials?”.Service competitive advantageas assessed with four items including product
accessibility, the relative quality of service pard as technical support/after sales service,
delivery speed and reliability and product linedthe For example, “How to you rate the
competitive position of your firm compared to yauain competitors in the export market
venture in terms of delivery speed and reliabilityProduct competitive advantageas
assessed with five items including the quality loé fproduct, product innovative features,
packaging, design and style and brand image/awsseneg. “How do you rate the
competitive position of your firm compared to yauain competitors in the export market
venture in what regards the quality of the product?

Firm resources. Firm resources were assessed in four dimensiompgriential, scale
of operation, financial and physical. In total the®ur dimensions concerned 13 items
representing firm’s competitive resources in expgrt The items were drawn from Morgan,
Kaleka and Katsikeas (2004) and Kaleka (2002). Bsdpnts were asked to indicate their
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firms’ position for each resource in comparisortite main direct competitors in the export
market. A seven-point Likert-type scale, rangingnir (1) “much worse” to (7) “much
better”, was usedExperiential resourcesvere captured with four items including, past
venture performance, firm’s export experience iarge number of export ventures in which
the firm has been involved and export managerswiladge export venture market. For
example, “How do you rate your firm’s past ventperformance in comparison to the main
competition in the export product-market ventureResources associated swale of
operation were measured through three items, requestingatimal turnover related to
export, the number of full-time employees dedicdatedxport activities and the percentage of
employees fully devoted to export function. Follagiitem illustrates the questions: “How do
you rate your firm’s annual turnover related to @xtpactivities in comparison to the main
competition in the export product-market venturd=ihancial resourcesvere measured by
two items, namely the financial resources availghib export activities and specifically to
chosen export venture, e.g. “How do you rate yaun'$ financial resources availability to
export activities in comparison to the main contpmti in the export product-market
venture?”. Finallyphysical resourcewere measured trough four items, conveying theofise
modern technology equipment, the preferential acdesvaluable sources of supply, the
availability of production capacity and the geodriapl proximity to the export target market.
Following item illustrative, “How do you rate yotirm’s resources in terms of use of modern
technology and equipment in comparison to the ntampetition in the export product-
market venture?”.

Firm export capabilities. Firm capabilities were assessed in five dimerssion
informational, product development, innovation dnv attitude, customer and supplier
relationship building. Respondents were asked sesastheir firms’ position in each type of
capability comparing to the main competitors in gx@ort market. Responses were given on
a 7 point Likert-type scale anchored in (1) "muclorse” and (7) “much better”.
Informational capabilitiesobserve the extent to which the firm is capablecapturing
important information on the target market. Papticits were asked to rate five items adapted
from Morgan, Kaleka and Katsikeas (2004), sucthasktent to which their collaborators are
capable to acquire relevant market informationamparison to their main competitors in the
selected product-market venture. Two examples efitdms follow: “How do you rate the

acquisition of important market-related informatidty employees compared to main

26



competitors in the export market venture?” and “Hdevyou evaluate the identification of
prospective customers by employees compared to ww@mpetitors in the export market
venture?”. Product development capabilitiesere measured on a three-item scale, also
adapted from Morgan, Kaleka and Katsikeas (200M&. ifems had to be rated in comparison
to main competitors in the product-market ventunel guestioned on issues such as the
development of new products to the importers, thprovement or modification of existing
products, in a way that those products best pléaseexport customers and last, on the
adoption of new methods and ideas in the produgtimtess. Following item exemplifies
how the items surged in the questionnaire: “How yt rate product development
capabilities of your firm, relative to export acties, comparing to main competitors in the
export venture market in terms of new product degwelent?”. The degree a@fnovation
driven attitudewas adapted from Homburg and Pflesser (2000) dmal ZGao, Yang and
Zhou (2005) scales and consisted of 4 items. Ttemtain/surveillance paid to the surge of
product and process innovations, the readinessntoraee product and process innovations,
promotion of the need to develop and use new ressuand focus in the need for innovation
as a development factor were the aspects coverdtelifems. An example follows: “How do
you rate the capabilities of your firm to constarglrvey the surge of process and product
innovation by the managers, comparing to the mampetitors in the export venture
market?”.Customer relationship buildingsed Kaleka’s (2002) scales. Following items were
asked to the respondents: (1) “How well the expastomer requirements are understood in
comparison to the main competition in the expoodpict-market venture?”; (2) “How do you
rate the establishment and maintenance of gootiaedhips with customers in comparison to
the main competition in the export product-marketture by the employees?”; (3) “How do
you rate the establishment and maintenance of getationships with customers in
comparison to the main competition in the expoodpict-market venture by the managers?”.
Supplier relationship capabilitiesere measured with Kaleka (2002) scale, with Bgeln
those items respondents classify the development raaintenance of close supplier
relationships and the identification of attractsmurces of supply by the personnel. Following
item is illustrative, “How do you rate the develogmh and maintenance of good relationships
with suppliers in comparison to the main compatitio the export product-market venture by

the employees?”.
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Control variables. Control variables are factors that researchersildhimclude to
account for alternative explanations or to reducergerms and increase statistical power
(Schwab, 2005). Sousa, Martinez-Lépez and Coelld@8R stated that a majority of the
export performance research failed to control felevant influences. In this study we
controlled for two firm level effects: Firm sizedmternational experience.

Firm sizemay be an important determinant of export behaviatsikeas, Leonidou
& Morgan, 2000). For example, Moini (1995) notedttkthe firm size was positively related
to export activity and export success. And Cal®@) concluded that smaller firms (in sales
volume) had greater export intensity. Followingoprstudies (see Ling-yee & Ogunmokun,
2001b; Haahti, Madupu, Yavas & Babakus, 2005; rmgng & Zeng, 2010) we controlled
for firm size using three different measures: nundidull time employees, total annual sales
turnover (€) and total annual export sales (€).

The firms’ international experiencavas controlled for in two different manners.
According to Ling-yee (2004) findings, the moreeimtationally experienced firms tend to
report higher levels of export intensity, meanirighler performances. Some other export
studies made use of international export experieasecontrol variable (Ling-Yee &
Ogunmokun, 2001b; Cadogan, Diamantopoulos & Sig@#2; Ling-yee, 2004; Yan et al.,
2010). The number of years engaged in export bssineasures the intensity or quantity of
the firm's experience, whereas scope measuresivkesity of this experience (Erramilli,
1991). We asked respondents how many years theyoéaa exporting (intensity) and the

number of countries to which they have exportec¢éoture the scope of that experience).

4.3. Sample

In this study, a sample of Portuguese service andugt-oriented firms was used.
Based on information provided by INE (Portugueséidsal Statistics Institute), a list of the
Portuguese 250 bigger exporting firms in 2010 weseived from AICEP (Portuguese
Agency for Investment and Foreign Trade). In additto mentioned list a supplementary
group of firms 23 firms were also contacted throegbntaneous sendings. Out the initial 250
firms™ contact list, a total of 228 firms were regted to answer the questionnaire. Following
reasons were identified for failed sendings: théepial respondent had moved with no
forwarding address or the firm had closed. Als@wa hon-respondents were contacted and
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some of the reasons identified were: respondentawas-exporter, info requested was found
sensible.

Questionnaire was developed on “Google docs” ant by e-mail. From well
succeed 228 questionnaires, 29 were received amaddf@alid. From the 23 additional
contacts all of them were returned without errérselephone survey was conducted with 8
managers who answered the questionnaire, but Fea missing answers or typing mistakes.
Therefore, in this research 52 questionnaires wetained and used to test the research
hypotheses, indicating a total response rate of%0.in line with rates reported in other
studies involving exporting firms, such as thos&ah, Zhang and Zeng (2010), 20.0%, Rose
and Shoham (2002), 15.7%, Cadogan, Diamantopouhas Siguaw (2002), 22-34.0%,
Walters and Samiee (1990), 29.5%. Full list of cegfent firms is shown on Appendix 2.

The sampling units were senior managers most gloselolved with exporting
activity in the responding firms. Respondents’ oiigational positions were as follows: 10
Manager director, 19%; 5 Chief financial officerQ%; 4 Board member, 8%; 4 Chief
executive officer, 8%; 4 Commercial director, 8%Fidancial controller, 8%; 3 International
key account manager, 6%; 2 Business developmenageand%; 2 Logistics director, 4%; 2
Marketing manager, 4%; and 12 others, corresponai24%.

Firms in the sample were mainly manufacturing indes (44 firms corresponding to
85%) from quite diverse activity sectors. For exmpve can find firms of automotive
components, eucalyptus cellulose pulp, corrugateards, packagings, tissue and printing
paper, forestry and agricultural products, ceraiites, drugs and chemicals, shapes for plastic
industry, clothes, natural corks, etc.. This indm ®de checked in detail Appendix 3.

Concerning size variables, firm’ categories werg¢erined considering European
Commission recommendation (2003/361/EC), whichr#sfimicro, small and medium-size
firms. In terms of staff accounting criterion, nanfs were micro firms, meaning “less than
10” employees, 21.2% fit in the small-firms empleyange “10 to 49", 28.8% were medium-
size firms, having between 50 and 249 employeesnasdrity of the firms in the sample
were in the “higher or equal to 250" employee si@aege, corresponding to 50%. In what
regards, sales turnover, 3.8% were under EUR 2omjlR1.2% was confirmed both for firms
in the ranges “EUR 2 million to EUR 10 million” arfBUR 10 million to EUR 50 million”
respectively and most of the firms had an annualter higher than EUR 50 million.
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General profile of firms in the sample concerningerience, evaluated through
number of years engaged in exporting showed 7.7%6m$ with “Less than 5 years”, 13.5%
in the range of “5 to 10”7, 28.8% from “11 to 20'2.3% from “21 to 407, 11.5% from “41 to
60", 1.9% from 61 to 80" and 3.8% were involvedexport activities already for more than
80 years. In terms of number of markets, 27.5% w&porting to less than 5 markets, 11.8%
in the range of “5 to 10” markets, 17.6% in thegaof “11 to 20", 11.8% were exporting to a
number of markets between 21 and 40, 9.8% in thgeraof “41 to 60" markets, 7.8%
between 61 and 80 and 13.7% in the high range Héfithan 80" markets.
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5. Results

Data was analysed with IBMSPS$, Statistical Package for Social Sciences, version
20. Statistical analysis initiated with descriptstatistics to the variables. Reliability analysis
to the scales and factor reduction to questionniéas followed. The analysis yielded
several significant factors where items loaded Igawn their respective factors. These

results suggest that the measures convey conveagdrtiscriminant validity.

5.1. Export Performance

The instrument on export performance reveals rigjatith a Cronbach’s alpha higher
than 0.6, denoting internal consistency of the esc&8rincipal component analysis with
varimax rotation resulted in the extraction of thifactors, specified on the basis of a fixed
number of factors (three requested factors) togetiite the scree test. Accounting for 83.3%
of the total variance, the solution featured strandividual loadings on each factor,
facilitating straightforward interpretation (seebla 5.4). The factors represent the three
export performance dimensions - economic, strategid relational. Factor scores were then
computed for use in the multiple regression analyBewhat concerns the items associated to
economic performance, “market share” appears asgréhe highest average, followed by
“Sales”. On relational performance “Reputation bé tfirm to the importer” showed the

highest average.

31



Table 5.1.Export performance — factor loadings and deseyitatistics

Questionnaire Items

Factor scores

Descriptive

PERFF1
Economic Performance
Sales volume in last 12 mon .327
Market share in last 12 months 434
Profit in last 12 months 194
% of sales from new products in last 3 years .518

Relational Performance

PERFF2 PERFF3 Mean Std.dev

Quality of the relation with custorr .19k
Reputation of the firm to the importer .083
Loyalty of the importer .576

Strategic Performance

Improved global firm competitivene
Strengthen of strategic position

Increased market share
Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser NormalizatidRotation converged in 5 iterations.

5.2. Export Competitive advantage

We also conducted a factor analysis on the expmripetitive advantage. Principal
component analysis with varimax rotation resultethie extraction of three factors, specified
on the basis of eigenvalues of 1 or greater togetiite the scree test. Accounting for 65.3%
of total variance explained, the solution featuwsgdng individual loadings on each factor. As
shown in Table 5.2, these factors represent treettypes of export competitive advantage:

cost, service, and product. The factor scores wenaputed for use in the ensuing multiple

regression analyses.
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Table 5.2.Competitive advantages: Factor loadings and desaistatistics

Questionnaire Items Factor scores Descriptive

CAF1 CAF2 CAF3 Mean Std.dev

Competitive advantage of cost

Cost of raw materi. .15¢ -.141 3.8¢ .887
Production cost per unit .081 .007 4.43 1.025
Cost of goods sold .029 .200 4,53 1.027
Selling price to end-users -.320 .283 4.53 1.065
Competitive advantage of service

Product accessibility 15¢ 18¢€ 5 1C 1.12¢
Technical support/after-sales service .026 -.089 5.24 1.142
Delivery speed and reliability 218 117 5.31 1.292
Competitive advantage of product

Product line bread .00€ -.01¢€ 5.32 1.13:
Product quality 470 .042 5.73 .866
Product innovative features .609 .064 5.41 .920
Packaging .308 .056 5.02 1.020
Design and Style -.003 -.136 5.12 .992
Brand image/awareness 218 .255 5.49 1.102

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalizatid®otation converged in 5 iterations.

5.3. Resources

The use of principal component analysis on the stem firm resources indicated the
emergence of four factors, which together expla®6% of the variance explained. As

exhibited in Table 5.3, the final model featuresg individual loadings on each factor.
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Table 5.3.Resources: Factor loadings and descriptive statist
Questionnaire Items Factor scores Descriptive
RF1 RF2 RF3 RF4 Mean Std.dev.

Experiential resources + spare capacity

252 407 346 5.12 .952
210 173 -015 5.38 1.013
442 101 073 554 1.093
450 .089 436 550 1.245
126 450 -.009 5.22 1.189

Past export venture performance
Firm’s export experience (years)
Number of export ventures the firm has been invlve

Knowledge about export venture market

Production capacity availability

Scale of operation

Annual turnove .593 303 099 531 1.213
Number of full-time employees 271 185 .055 4.77 1.381
% of employees mainly involved in the export adyivi 312 195 054 4.80 1.429

Financial resources + costly physical resources

Availability of financial resources to export aéties 121 .608 144 473 1.282
Availability of financial resources to this expegnture .071 .642 159 475 1.281
Use of modern technology equipment .280 .209 -.058 5.27 1.031
Preferential access to valuable supply sources .539 .026 .098 4.65 1.064

Geographical proximity to the export market
Geographical proximity to the export market .024 .057 031Kkl 4.60 1.404

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser NormalizatidRotation converged in 18 iterations.

Resulting factors were “experiential resources arspapacity”, this last a physical
resource; then “scale of operation”; “financialoesces+ costly physical resources”; and as a
last factor, “geographical proximity” that emergas a single item factor. Based on these

results, factor scores were calculated and usadtimer multiple regression analyses.

5.4. Capabilities

Principal component analysis of the items on cdpsi resulted in a five-factor
solution, specified on the basis of eigenvalue& of greater together with the scree test and
accounting for 73.3% of the total variance. Thesxdrs constitute informational, orientation
to innovation, customer relationship building, protdldevelopment, and supplier relationship
building capability dimensions. The factor scoresravcomputed for use in further multiple

regression analyses.
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Table 5.4.Capabilities: Factor loadings and descriptiveisiat

Questionnaire Items Factor scores Descriptive
CF1 CF2 CF3 CF4 CF5 Mean Std.dev.
Informational
Capturing relevant market info by employees ..183 ..297 418 .082 5.23 .899
Identification of new customers by employees .025 165 .127 .191 5.06 .873
Acquiring export market info by managers .084 164 -.069 -005 5.37 .929
Managers contacts in the export market -064 -126 .195 .180 5.71 .997
Monitoring of competition products 212 471 313 -007 5.12 1.096
Product development
Development of new produr .043 .089 .137 -.032 5.10 .964
Improvement/adaptation of existent products 235  .167 .045 .043 5.42 1.036
Adoption of new methods and ideas in the productio
239 236 .212 .325 5.15 .998
proces
Orientation to innovation
Promotion of need for development and usage of new
.154 346 291 116 5.21 .997
resources
Continuous survey to the surge of product and m®oce
) . .369 188 .132 -020 531 1.147
innovations
Receptivity to the adoption of product and process
) . -.008 141 -062 179 5.46 .874
innovations
Focus on need to innovation as a development factor136 -037 .305 .112 5.59 1.117
Customer relationship building
Understanding export customers requirements 293 .281 063 .314 5.75 .926
Establishment and maintenance of close relatiotis wi
- .019 102 227 6.02 .896
export customers by employees
Establishment and maintenance of close relatiotis wi
261 .203 176 204 6.14 917
export customers by managers
Supplier relationship building
Establishment and maintenance of close relatiotis wi
_ 146 .099 .323 .05 5.25 .796
suppliers by employees
Establishment and maintenance of close relatiotis wi
_ .163 .087 .305 -.011% 5.21 .848
suppliers by managers
Identification of attractive sources of supply .064 .489 -.005 .25 5.14 .872

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser NormalizatidRotation converged in 6 iterations.
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5.5. Variables correlation matrix and control variables
A correlation matrix including all variables usedthe study is presented in table 5.5.
Low correlations and minor differences were fourstween study variables and
control variables reported here on the base of fsime (annual turnover and full-time
employees), length (number of years) and scope lfeurof markets) of export experience.
With a higher sample we could have better conttofiler these variables however given
relatively short sample size, which we will addrassa study limitation, no further testing

showed reliable.
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Table 5.5.Correlation matrix — All variables used in thedstu

X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11 X12 X13 X14 X15 X16 X17 X18 X19
Informational X1 1
Orientation to innovation X2 .000 1
Customer relationship X3 .000 .000 1
Product development X4 .000 .000 .000 1
Supplier relationship X5 .000 .000 .000 .000 1
Experiential resources X6 .198 .340 .128 .165 .164 1
Scale of operation X7 -.054 .235 .367 -.019 .029 .000 1
Financial +costly physical resources X8 .030 .053 .354 .334 .053 .000 .000 1
Geographical proximity X9 .272 247 -022 .223 -099 .000 .000 .000 1
Competitive advantage of product X10 .252 .129 -017 .306 .172 .325 -081 .212 .245 1
Competitive advantage of service X11 476" .461° .308 .232 -075 .492° 318 .188 .213 .000 1
Competitive advantage of cost X12 -039 -183 .073 .309 .375 .056 -139 .38 .190 .000 .000 1
Strategic performance X13 .185 .107 .146 .269 .225 .151 .333 .168 .326 .273 .085 .250 1
Economic performance X14 .098 .207 .270 .106 -122 .293 .218 .333 .103 .136 .457° .297 .000 1
Relational performance X15 .395° .109 .149 .350 .148 .344 -130 .30I .040 .377 .415° .141 .000 .000 1
Sales turnover in 2011 X16 .232 -3217 .198 -.052 -160 -.082 -052 .149 .081 .041 .045 .014 .010 .221 -.013 1
Full-time employees X17 129 -323 .186 -.106 -.156 -113 .065 .171 .030 .104 .064 -064 -.024 .286 -157 .882" 1
Years exporting X18 -046 .351 .084 -105 .109 .233 .033 .108 .087 -100 .329 -.021 -060 .166 .235 .077 .030 1
Export markets X19 .327 -085 .120 -031 -090 .227 -079 .206 -029 .225 226 -.050 -159 .432" .193 .783" .706" .306 1

*. Correlation is significant at the 0.05 leveltg@led).
**_Correlation is significant at the 0.01 leveH@iled).
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5.6. Tests of the hypotheses

Previous studies generally utilized multiple regres technique as an appropriate
statistical method for assessing the impact of iptedvariables on export performance (e.qg.,
Madsen, 1989; Ling-yee & Ogunmokun, 2001a; Peng &ky 2001; Kaleka, 2002). This
method permitted us estimate the relationships datwresources and capabilities (our
independent variables) and each type of positionaipetitive advantage (used individually
as dependent variables). Further then, the saméodhetvas employed to test for the
relationships between the different types of coitiget advantage (used as independent
variables in the regression) and each type of experformance (used as dependent
variables).

Results reported in table 5.6 indicate that thieedéht resources differ in terms of their
importance to the achievement of product, senaod, cost advantage in the export market. A
set of three research hypotheses addressed thenshaps between the three types of
positional competitive advantages achieved in tigod markets and the different types of

firm resources.

Table 5.6.Resources: Linear multiple regression

Dependent Variables

Independent variables Cost advantage Product advantage Service advantage
Resources B t-value p B t-value p § t-value p
Experiential & spare capacity nst 328 2.242 031 496 3.918 000"
Scale of operation nst nst 317 2.507 017
Financial & costly physical resources -381 2.605 013+ nst nst

Geographical proximity nst 248 1.698 097 214 1.689 .099*
Adjusted B 124 125 343

F - value / p-value 6.786 /.013** 3.916 /.028** .186 / .000***+*

Beta coefficients are standardized.
Backward method. (criterion: Probability of F-tawreve >=.100).
T not significant = p > .10; *p < .10; ** p < .08™* p < .01; **** p < 0.001

Hypothesis la supports that the several resouradsahpositive relation with the
achievement of a cost advantage in export markéesresults point out that the ownership of
“financial and costly physical resources”, with targlardized coefficient of .381 (t=2.605;
p<0.05) were important to the achievement of a adsantage, the dependent variable. On its

turn, none of the other factors appear to be intite this type of export advantage and
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therefore were sequentially removed by the backwagiession method used. Model
adjusted R of 0.124 is statistically significant (F=6.786;(85). Given this finding, Hla is
just partially confirmed.

Hypothesis 2a conveys that the different typessburces were also positively related
to a product advantage in the export markets. IHgldiexperiential resources & spare
capacity” with a standardized coefficient of .3282(242; p<0.05) and “geographical
proximity” with a coefficient of .248 (t=1.698; p<ID) are relevant resources to the
achievement of product advantage in export mark8tgre capacity and geographical
proximity are classified in literature as physicegources. However, we did not find an effect
for “scale of operation”, “financial and costly @igal resources” on this type of export
advantage which were removed by the method duactodf significance. Model evidenced
an adjusted Rof .125 statistically significant (F=3.916; p<0)0%ence, we found partial
support to H2a.

Hypothesis 3a defends that the ownership of thieréifit types of resources has a
positive impact in the establishment of a servibeaatage position in export markets. Results
confirm that “financial and costly physical resoest have no impact in this type of
advantage. “Experiential resources and spare dgpadth a standardized coefficient of .496
(t=3.918; p<0.001), “scale of operation” showingtandardized coefficient of .317 (t=2.507,
p<0.05) and “geographical proximity” with coefficie.214 (t=1.689; p<0.10) are influent
factors in the establishment of a service advangaggition. Model presents in this case, a
statistically significant adjusted Rof .34.3 (F=8.126; p<0.001), meaning 34.3% of
explanation of the dependent variable by thoseuress. “Experiential resources and spare
capacity” is the most influent variable amongsnhgigant ones mentioned. Being so, H3a is
therefore partially confirmed.

The results, reported in table 5.7, indicate thatdifferent capabilities vary in terms
of their significance in influencing the achieverhehproduct, service, and cost advantage in
the export venture market. A set of three reseasgiotheses focused on the relationships
between positional competitive advantages achi@vexkport markets and the various types
of capabilities.

Hypothesis 1b proposed that the different cap&slihad a positive relation attaining
a cost advantage. The results suggest that thersipeof “product development” with a
standardized coefficient of .308 (t=2.203; p<0.@6) “supplier relationship” building skills
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with a standardized coefficient of .375 (t=2.67Z0®5) were important in achieving a cost
advantage in export markets. However, we faileting a direct impact of other capabilities
on export performance, such as “informational”,i€atation to innovation” and “customer
relationship” building capabilities. Model evidedcan adjusted Rof .197 statistically
significant (F=6.022; p<0.01). Thus, we only foyvattial support for H1b.

Table 5.7.Capabilities: Linear multiple regression

Dependent Variables

Independent variables Cost advantage Product advantage Service advantage
Capabilities B t-value p B t-value p B t-value p
Informational nst 291 1.990 .054* 445 4.080 .000*+*
Orientation to innovation nst nst 449 4.128 .000****
Customer relationship nst nst 316 2.906 .006***

Product development .308 2.203 .034* .340 2.322 .026** 251 2.320 026

.375 2.677 .011**

Supplier relationship nst nst
Adjusted R 197 135 .528
F - value / p-value 6.022 / .005*** 4.197 | .022** 12.462 / .000****

Beta coefficients are standardized.
Backward method. (criterion: Probability of F-tawreve >= .100).
T not significant = p > .10; *p < .10; ** p < .08 p < .01; **** p < 0.001

Hypothesis 2b advanced that the different typesagiability had a positive relation
with achieving a product-based advantage. Our teshlow that significant capabilities are
able to explain 13.5% of a product advantage, cggtvethrough statistically significant
model’s adjusted R(F=4.197; p<0.05). Ownership of both, “informatidhcapabilities with
a standardized coefficient of .291 (t=1.990; p<P.A0d “product development” capabilities
with a standardized coefficient of .340 (t=2.32%0[®5), surge as important to the
achievement of product advantage in export marKéts.results on other capabilities, such as
“orientation to innovation”, “supplier and custonretationship” capabilities fail to show an
impact on export advantage. Accordingly, we fouadipl support for H2b.

Finally, hypothesis 3b proposes that the ownershigifferent types of capabilities
has a positive impact on a service advantage irexpert markets. The results confirm that
apart from “supplier relationship” skills (which wanot significant), all other capabilities
have a positive impact on holding a service adygmia the export market. “Informational”
capabilities show a standardized coefficient of5.44=4.080; p<0.001); “orientation to

innovation” shows a standardized coefficient of 9.44=4.128; p<0.001); “Customer
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relationship” shows a standardized coefficient 816. (t=2.906; p<0.01) and “product
development” evidenced a statistically significaigefficient of .251 (t=2.906; p<0.05).
Model with significant variables exhibited an adpds R of .528 statistically significant
(F=12.462; p<0.001). Being so, we found out algmadial support for H3b. Moreover, we
can state that based on beta coefficients, “inftional” and “orientation to innovation”

capabilities are the most influential.

Subsequently, we tested for the effects of theedbfit competitive advantages on the
export performance. We considered the three tygesompetitive advantages (product,
service and cost) and three dimensions of perfocemdstrategic, economic and relational).
The results of the statistical tests are reporddble 5.8. We found that different competitive

advantages differ as to their impact on the expertormance.

Table 5.8.Competitive advantages: Linear multiple regression

Dependent Variables

Independent variables Economic performance Strategic performance Relatiparformance
Competitive Advantage B t-value p B t-value p B t-value p
Product advantage nst .270 1.858 .070%  .373 2.882 .006%**
Service advantage 460 3.523 .001%* nst 411 3.172 .003%**
Cost advantage. .301 2.306 .026% 246 1.696 .097* nst

Adjusted R2 .266 .093 278

F - value / p-value 8.780 / .001*** 3.202/ .051* .293 [ .000****

Beta coefficients are standardized.
Backward method. (criterion: Probability of F-tagyreve >=.100).
T not significant = p > .10; * p <.10; ** p < .05"* p <.01; **** p < 0.001

Hypothesis 4a proposed that the different typesoohpetitive advantage — product,
service and cost-based - were positively relatetth witaining a superior export economic
performance. The results show that service and-tgpst advantages respectively with
statistically significant standardized coefficients.460 (t=3.523; p<0.01) and .301 (t=2.306;
p<0.05) are relevant in promoting superior econopecformance. We failed however to
confirm a significant effect for product-based autage on this type of performance. Model
shows an adjusted’®f .266 statistically significant (F=8.780; p<0)0Therefore, H4a is just
partially sustained.

Hypothesis 4b conveyed that the different typescainpetitive advantage had a

positive relation with achieving a superior expstriategic performance. The results confirm
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that holding product- and cost-based advantages wmgmrtant for strategic export
performance. These variables have respectivelyisttally significant standardized
coefficients of .270 (t=1.858; p<0.10) and .2461(696; p<0.10). The service advantage
position has been removed appearing not influenthi®type of export performance. Model
evidences an adjusted Bf .093 statistically significant (F=3.202; p<0)1Blence, the H4b is
only also partially supported.

Hypothesis 4c suggested that the ownership ofipoaitadvantage relating to
cost, product and service in export markets istpady associated with the achievement of
superior export relational performance. Resultdioonthat cost advantage has no impact in
this type of performance. Product and service-tgggantages are influent factors in the
establishment of a superior relational performansbpwing statistically significant
standardized coefficients of .373 (t=2.882; p<0.8dj .411 (t=3.172; p<0.01) respectively.
Model presents in this case 27.8 % of explanatioth® dependent variable based in these
independent variables, conveyed by a statisticsitipificant adjusted Rof .278 (F=9.273;
p<0.001). Being so, H4c is again just partiallytaueed by the data.
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6. Discussion

In this dissertation we sought to understand whyame firms succeed in exporting
while others do not? Towards this aim our reseadlied into examining distinct types of
resources and capabilities as the potential soustdbree different types of competitive
advantage - product-, service- and cost-related.thide assessed the impact of the three
different types of competitive advantages on firmsport performance. Export performance
was evaluated in economic, strategic and relatidimaénsions.

Table 6.1 summarizes the results of our theorédyicliven hypotheses concerning the
impact of the resources and capabilities on firamsnpetitive advantage.

Table 6.1.Summary significant sources of competitive advgata
Competitive advantages

Resources/Capabilities

Cost Product Service
Resources
Experiential & spare capacity v v
Scale of operation v
Financial & costly physical resources v
Geographical proximity v v
Hypothesis Hla H2a H3a
Capabilities
Informational v v
Orientation to innovation 4
Customer relationship v
Product development 4 v v
Supplier relationship v
Hypothesis H1lb H2b H3b

Perhaps one of the most significant findings of s$tudy was that the different types
of export advantages are associated to distimosfiresources and capabilities. This outcome
entails a contribution towards a better understajndif how we may conceptualise resources

and capabilities and how much do they actually enatt
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Resources.

Experiential & spare capacityl'here is a widely held belief in internationakinesses
studies that experiential knowledge about foreigurk®ts and operations is a driving force to
a firm’s growth, development, and success in foreigarkets (Tallman, Jenkins, Henry &
Pinch, 2004; Ferreira, 2005, 2007). In particutehas been suggested that, with increasing
export experience, firms are likely to perceiveslaacertainty in their export activities, have a
better knowledge of foreign markets, and consedyeagfine and employ more successful
export marketing strategies, with a positive effent export performance (Madsen, 1989;
Cavusgil & Zou, 1994). Given the fact that halftbe firms in the sample are small and
medium-sized firms, with a relatively lower exportensity, the association of spare capacity
to experiential resources may relate to newly m@gonalised or firms that in general only
use “spare capacity” to export activity. Maybe daethat, “experiential & spare capacity”
linked significantly to product and service-relatetivantages but not with cost-type. In large
firms that are mainly focused on foreign markets @asociation should be less meaningful as
production is obviously almost fully planned for pext markets. Given particular
characteristics of the sample, this view would néedher investigation before definite
conclusions can be drawn.

Scale of operationScale of operation might relate to the extentipalar service
requirements can be satisfied thus involving a énigstaff headcount dedicated to export
activities. For instance, Grant (1991) asserts #@wice competitive advantage can be
conveyed through an extensive sales and servicgorietprovided by a higher “scale of
operation”. In fact, based on our data “scale arapon” showed significant only to service-
related advantages. Despite that, we found in pusviesearch that scale of operation of the
firm might facilitate the achievement of scale emmies and that firms possessing higher
scale of operation, typically also possess greatmmagerial and financial resources that can
be a source of product advantage (Baldauf, Crag&enagner, 2000; Bonaccorsi, 1992).

Financial & Costly physical resource®©n our sample, financial resources appeared
linked to costly physical resources and havingatfémly to cost advantage. This finding can
be related to Portuguese economic context and leres@ of cost-leadership of Portuguese
firms in the export markets. Based in previous aede exporters with higher financial
resources should be in a better condition to aehiegher cost reductions, winning or

maintaining cost advantage over their competitoxedhey can promptly acquire or develop
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the necessary resources to accomplish that goah{Gt991). For instance, Madsen (1994)
asserts that the ownership of superior physicalfarahcial resources by a firm may allow
the use of sophisticated equipment and the poggibil acquiring leading edge technology
(which are costly physical resources). In this seitise association of “Financial & costly
physical resources” seems somehow reasonably depptwy the literature although it
appears to contrast with configuration found invpres studies and where it also appeared
linked to other type of positional advantages, beiat the case on our sample.

Geographical proximityGeographical proximity was considered in previocesearch
a physical resource. However, in our data it engeiage a distinct resource. This fact might
apply to newly internationalised small and mediugesortuguese firms which often seek
the markets that are most proximate to home, betigaphically (such as Spain and the
European markets) or culturally (such as Braziewen Angola, where a common language
reduces the perceived threats and uncertaintiagpaBly due to that, on our sample,
“geographical proximity” appeared significant foroduct and service-type advantages, but
not relevant for cost-type competitive advantage.

Capabilities.

Informational Based in previous research, the identificatior axploitation of
relevant export market information sources is aldepromote cost reductions and the
establishment of cost-related advantages (SouchDra&antopoulos, 1996; Porter & Millar,
1985); it also allow the understanding of foreigmstomers needs and preferences and
consequently to develop products that meet theicifp requirements better than competitors
(Kaleka, 2002), and allow exporting firms to reaatcessfully to export customers’ service
requirements (Souchon & Diamantopoulos, 1996). Hamein our dataset, informational
capabilities revealed to be relevant only to préodun service-type advantages. It is possible
that when cost-related advantages are attaineéy dype of capabilities such as, supplier
relationship building replaces firm’s own acqusitinformation capabilities. For instance, in
our sample, cost-advantages should be linked e l@ommodity or components™ firms,
where in fact the role of specialized suppliers hhigrevail as informational sources. Firms
exploiting positional product- and service-relatetyantages in the export markets appear to
rely on informational capabilities as a significanurce of these advantages. Given the access
to this capabilities might be costly it is possitilés is a characteristic of larger firms.
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Orientation to innovation The positive impact of innovative capabilities erport
performance finds support in the study of Guan &ual (2003). Yet, based in previous
research, innovation capabilities allow the firm better use its resources and other
capabilities in the accomplishment of product adage export markets (Clark & Fujimoto,
1991; Grant, 1991); superior product, process awigd innovation leads to cost-advantage
(Capon, Farley, Lehmann & Hulbert, 1992). Innovatalriven attitude in the sense of easy
adoption of product and process innovations andausf on the need to innovate as a
development factor convey natural flexibility ara$tf reaction to change whenever needed to
respond to customer requirements (Kaleka, 2002pulinsample just this last perspective
found ground in the data as innovation capabilisé®wed solely a significant link to
positional service-related advantage. It is possibat the prevalence of firms on mature
markets lead the role of innovation-related caji#sl more relevant to service aspects than
product- (or cost-) related advantages and thezetfids view should apply in general terms,
no matter the firm is smaller or larger, a youngxperienced exporter.

Customer relationshipThe literature has pointed out to the importaoteustomer
relationship building in achieving export’ compe# advantages and improve export
performance (Ganesan, 1994; Sheth & Sharma, 1%@r)instance, customer relationship
building might allow the acquisition of important anket information; facilitate the
development of the right product features and imtions (Bello, Urban & Verhage, 1991),
and an easier understanding of customers’ partica&vice requirements (Cadogan,
Diamantopoulos & Siguaw, 2002; Rose & Shoham, 20@X)ntrary to our supported
expectations we failed to find a transversal sigaifce of customer relationship building
capabilities for the several positional advantages export-markets, showing exclusive

significance to service-type advantage. Perhapswés due to sample characteristics.

For Portuguese firms that are newly internatioealisnd likely small and medium
size firms, they often seek the markets that arst q@ximate to home, either geographically
or culturally reducing the perceived threats andentainties. Consequently as source of cost
and product advantages, customer relationship ingileble should minimal. Nonetheless, we
should also point out that about half of the finmshe sample are large firms (for Portuguese
standards), and show some degree of experientaurees and information acquisition

capabilities that in some way, on a scenario okipndy may decrease the importance of
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customer relationship building in the establishmeintost- and product-related advantages.
Given particular characteristics of the researdhingg this perspective would need further
investigation before definite conclusions can bewdr. Future studies may delve into
understanding our results in this regard.

Product developmentOur results show that product development capiaisil are
positively associated with all three types of exmpampetitive advantages. These result finds
ground in literature where product development bdpas towards easy manufacturing can
offer relevant cost savings, particularly when nevocess technology is implemented
(Hazelrigg, 1998; Porter, 1985); the accomplishmehtproduct advantage (Clark &
Fujimoto, 1991; Grant, 1991) and the achievementsefvice-related advantages by
incorporating features that facilitate the prousiof customer service into the products
(Kaleka, 2002). R&D related capabilities are coastdl determinants of different types of
export performance (Lefebvre, Lefebvre & Bourgalii98). Hence, we may conclude that to
hold a competitive advantage in foreign marketsndi need a strong orientation towards
promoting and building product development capaédi

Supplier relationship Wagner and Hoegl (2006) predict that the rolesopplier
relationship would increase in manufacturing indast both in high and low innovative
industries. Also, contemporary research suggeskaage in organizational buying behaviour
towards a buyer-seller partnership building pro¢&seth & Sharma, 1997). Dyer and Singh
(1998) also underline the potential attributed tgoier involvement as a source of
sustainable competitive advantage. In our data Isrppelationship appears significant to
only cost-related advantage. We suppose that suppélationship building is mainly
characteristic in large-size and experienced firmisich in the sample should better fit to
firms that exploit cost-related advantages. Howgevkis relation would demand further
investigation.

Export competitive advantages.

Cost competitive advantagBased on our data financial & costly physical teses
mainly drive cost-related competitive advantage.ldithg financial & costly physical
resources, such as modern technology equipmenpr&ierential access to valuable sources
of supply, seems leading to the establishment pbsitional cost advantage in the export
markets. These resources contribute to achievgleehefficiency in the production process

and scale economies (Grant, 1991, 1995). Lookirigras’ capabilities product development
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and supplier relationship building capabilities reealso to matter when attaining a cost-
related competitive advantage. Product developroapabilities for firms, which enjoy cost

advantage, are mainly related to projects assatciatefficiency, incremental development,
and mature and less innovative products (Wagnero&dH 2006). We believe that product
development capabilities towards cost-related atwps might be particular important either
for younger exporters and small and medium-sizedsfi In turn, we believe that large and
experienced firms might enjoy higher involvemewirtheir suppliers.

Product competitive advantageProduct competitive advantage appears to be
influenced by experiential & spare capacity and ggaphical proximity as significant
resources. Significant product competitive advamtagapabilities were informational and
product development capabilities. These resultscarsistent with current literature as the
ownership of experiential resources in additioninformational and product development
capabilities are crucial in allowing exporters todarstand foreign customers needs and
preferences and consequently to develop produatsiiket their specific requirements better
than competitors (Kaleka, 2002). Association ofdigpcapacity” to “experiential resources”
and the emergence of “geographical proximity” alavant element can be related to the
nature of firms® sample. We believe this scenarightnapply in particular to either long-
established exporters that may enjoy the benefiexperience and small and medium size
companies that might be using mainly spare capéeitiyeir export activities. Eventually, this
combination may even justify the absence of “cugtorelationship” building importance to
product-related advantages. Portuguese™ expoitimg have a strong geographic dependence
on closer markets. In our study, Spain account2102% of export markets identified by the
respondents, and in total Western Europe represamty 60% (detailed info on Appendix 3).

Service competitive advantag8imilar to product competitive advantage, service
based competitive advantage seems to be influebgetthe same two types of resources:
“experiential & spare capacity” and “geographicedpmity”. However, in addition to those
resources service-based advantage also incorpotiaessignificant effect of “scale of
operation”. Service-based advantage depends onextent to which particular service
requirements are satisfied, which might be allowgda higher operational scale. Therefore
our results appear consistent with Grant (1991) velsserts that service competitive
advantage can be conveyed by an extensive saleseavide network provided by a higher

“scale of operation”. The non-importance of “fine&ai@nd costly physical resources” may be
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consistent with significance of “geographical praky” to our sample. Also the fact, that
small and medium firms may be exporting mainly speapacity might convey no need of
financial and costly physical resources to acheegervice-based advantage.

“Informational”, “orientation to innovation”, “cusetner relationship” and “product
development” were the significant capabilities assted to this type of competitive
advantage. Informational skills allow exportingnis to react successfully to export
customers’ service requirements (Souchon & Dianmanitos, 1996). We believe this might
be particularly true to large and experienced ebgpsr Innovation driven attitude in the sense
of easy adoption of product and process innovatamtsa focus on the need to innovate as a
development factor convey natural flexibility ara$t reaction to change whenever needed to
react to customer requirements. Providing the aement of superior service-related
advantages entails a deeper understanding of castoralue perception, customer
relationship building is a relevant source of avmer advantage in the export market, which
might be particularly fit to more experienced firn@n our data, also product development
capabilities support service-type advantage. Agaesuspect this fact should be particularly
relevant to small and medium-sized firms. Thistreteship is not consistent with the findings
of Kaleka (2002). Nevertheless, when examining ith@act of innovative and product
development capabilities on export performance bin€se firms, significant role of these
capabilities was found by Guan and Ma (2003).

Export performance.

Furthermore, this study explored the relation betwepositional competitive
advantages and the different dimensions of experfopnance. Positional advantages are
direct antecedents of export venture performanceause the relative superiority of a
venture’s value offering determines target cust@nbuying behaviour (Piercy, Kaleka &
Katsikeas, 1998) and consequently export venturéompeance (Cavusgil & Zou, 1994;
Morgan, Kaleka & Kastsikeas, 2004). Table 6.2. samres our findings upon statistical
testing to hypothesized relations between costlymband service-type advantages and the
different dimensions of export performance asses$eata confirmed that the three
dimensions of export performance (economic, strategd relational) are influenced by

distinct combinations of competitive advantagepesyestablished in the export markets.
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Table 6.2.Summary of significant sources of export perforogan

Competitive Export performance

Advantage Economic Strategic Relational
Cost advantage v v
Product advantage v v
Service advantage v v
Hypothesis H4a H4b H4c

Economic performanceCost and service-type advantages were found gignif to
superior economic performance. Positional cost @idege in the export market means a lower
cost structure than competitors and therefore grgabfitability (Zou, Fang & Zhao, 2003).
In what regards product and service-type advantagése export market we expected that
both the two would positively impact on economiafpenance. According to literature
(Katsikeas, Leonidou & Morgan, 2000) both produntl sservice-type advantages would
allow the export venture to charge a premium pincthe export market, hence improving its
profitability. We would say that cost advantage Imignainly prevail through large firms.
Instead small and medium firms should attain serbiased advantage. Clarification of these
findings would need further research.

Strategic performanceQur results also highlight the influential role obst and
product-type advantages in attaining superior esgiat export performance. Based on the
above, these effects find support in literaturesimnal cost advantage also gives an export
venture greater pricing elasticity and the capdaditgleliver a better offer to export customers,
increasing therefore export sales (Day & Wensle&388). Both product and service-type
advantages would allow the export venture to seeutarger market share in the export
market, hence improving its export sales and mbiiity (Peng & York, 2001), and
consequently its strategic goals. Upon our datasigtcost and service-related advantages led
to superior strategic performance. We believe thainly experienced small and medium
sized firms should stand for such product-relathchatages.

Relational performanceFinally, relational performance seems to be babdig
differentiation strategies, throughout product assivice-related advantages. Product and
service advantages might contribute to exportimglat performance dimension, in the sense
they allow firms the development of outstandin@tiehships with export customers, firm’s
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reputation and customer loyalty (Krasnikov & Jayaaiiran, 2008; Katsikeas, Skarmeas &
Bello, 2009 ;Yan, Zhang & Zeng, 2010). The non-im@oce of positional cost advantage did
not find support in the data however we would expeto be also proven, once a firm that
holds a sustained cost position should be ablativeg loyalty, reputation and a better-quality
relation within its export customers (Katsikeasphielou & Morgan, 2000; Peng & York,
2001). We believe that significance of cost-relatelyantages might apply to experienced
exporters, given on that case H4c as fully proviers assumption should involve further
research.

Treacy and Wiersema (1993) sustain that the fitmisch reached leadership in their
industries, evidence superior positional advantagene kind and at least they meet industry
standard in the other two. However, these authdsgera that mastery in one positional
advantage will eventually become the minimum tdra fto be in business. Leadership at
least in two types of positional advantages willirte the future big winners. For instance
although not exploring its relative effect on pemi@nce, previous studies supported the
simultaneous achievement of more than one type ositipnal advantage in the export
markets (e.g. Aulak, Kotabe & Teegen, 2000).

6.1. Implications for theory

This study contributes for a better understandintp@ factors that contribute to firm’s
export performance. Our approach built upon theues-based view (RBV) to conceptualise
and measure resources and capabilities, competitivantages of cost, product and service-
type and finally firm’'s export performance throughree different dimensions, namely
economic, strategic and relational.

Much of the prior research has focused on a ratagow view of export performance
(export sales, for example), and only a few hawduson-financial measures (Zou & Stan,
1998). Lately, a growing number of researchers erage the simultaneous use of different
dimensions of export performance (Homburg & Pfles2000). That actually means that
export performance is a multidimensional constr{gt., Bello & Gilliland, 1997; Zou,
Taylor & Osland, 1998). To attend this call we me&ad export performance in three
dimensions - economic, strategic and relational.

We contribute to enriching the theory by helpingetstablish a framework of the

sources of competitive advantage in export mark#fs.also investigate the associations of
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different sources of export advantage through tee@ement of cost-, service-, and product-
related advantages in the export market contextdifgs support the association of
“experiential & spare capacity” as well as “finasc& costly physical” resources, showing a
different resource configuration than found in poer¢ studies. Results put in evidence the
emergence of geographical proximity implicationgha achievement of product and service-
type advantages. Also the significance of produstetbpment capabilities for all the three
types of positional advantages addressed appearsiateresting outcome.

Finally, we explored the association of the difféarecompetitive advantages to
different dimensions of export performance (ecormrsirategic and relational), pointing out
to different combinations of positional advantagesach type of performance. We found
that, although cost and service-type advantagesignéicant to economic performance, the
impact of the latter is even more pronounced. Tihding is relevant since service advantage
builds on a broader set of resources and capabiltiompared to remaining positional
advantages. In addition to that, service advangadjeers also the highest impact on relational
performance.

By identifying the distinctive resources and capts and the combinations of
positional advantages which selectively impact ekxperformance dimensions we may thus
conclude that this study provides empirical supgorta RBV-based explanation of firm
export performance (e.g., Dhanaraj & Beamish, 2003)

6.2. Implications for managers and policymakers

In the present competitive environment, shadowethbythreat of a global economic
crisis initiated in 2008 in the US, which rapidlytended to Europe, it is even truer that it is
no longer enough to endeavour achieving only ome tgf export positional advantage.
Having in mind the RBV theoretical background tisisidy suggests the importance of
deployment of resources and capabilities on fimatsgyy. However, firms’ strategic choices
should be based on the selective development apbbition of distinct resources and
capabilities (Grant, 1995). Although identifyingantinuum of resources and capabilities that
appear to promote competitive advantage in the rexparkets, findings point out to
particular endowment profiles distinctive to eacypet of competitive advantage and

consequently export performance.
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Particular attention should be given to the dewalept and deployment of product
development skills since this source of advantagetrinsic to all three types of export
positional advantages. It is therefore crucial r@ftd outlook to the different forms of product
development and multiplicity of sources of inforioat for product development activities
(Lefebvre, Lefebvre & Bourgault, 1998; Guan & M803).

The study also highlights the crucial role playeg the possession of superior
financial resources and expensive physical ressurcehe achievement of cost advantage.
Thus, strategic alliance formation (Das & Teng, @0®ight appear, as an important practical
inference, as an attractive alternative scenaricdoventional approach of firm growth
through internal development, mergers or acquisstid-urther, the significance of supplier
relationship building to this competitive positi@hould make firms to reconsider their
approach to supplier management, from basic bupielgaviour (based only in the basic
purchasing process) to a buyer-seller partnerahidibg process (Sheth & Sharma, 1997).

The significance of experiential resources and rmation acquisition capabilities
with product and service advantage conveys impbrtassages for less-experienced export
manufacturers. It is essential that decision ma&égssich firms, seeking product and service-
related advantages in the export markets in whingdy toperate, understand that selective
investment towards experiential resources and nimidion acquisition capabilities appear as
key drives for success. For both product and semetated advantages geographical
proximity appears to convey a relevant role. Frwat finding we would eventually infer a
specific characteristic of Portuguese firms, whinlght convey the need of promotion for
products and firms in more distant markets. In @aoldito that, results might imply also the
need for support to Portuguese firms concerning towaccess other foreign markets rather
than such most close to home market.

Firms that entail a service advantage position kshoansider the development and
maintenance of a broader set of capabilities amsburees: superior foreign market
information acquisition capabilities, firm attitude innovation, customer relationship skills,
and product development. Those firms should alstusoon acquiring and sustaining
experiential and spare capacity, and scale ressurd@omestic firms pursuing
internationalisation throughout export entry motilewsd careful perform an examination of
ideal combination of resources and capabilitiesetect best possible export competitive

strategies in accordance to info provided by tablést 6.2..
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Finally, in more general terms the findings of tsisidy are significant to public
policymakers concerned with firms’ export developimend success. Education-based
national export promotion and assistance prograimg imcorporate elements of competitive
strategy indicating ways to compete and achievatipnal advantage in export markets.
Attention should be devoted to the fact that ddfer combinations of resources and
capabilities can lead to different types of ex@mvantage, which are consequently linked to
different kinds of export performance dimensionen€eption and execution of such export-
promotion policies and plans could be beneficiaéxporters as well as to yet non-exporter

firms revealing competence and willing to interoatilise and sustain export commitment.

6.3. Limitations and directions for future research

Similar to any other research, our study has it$1 dwmitations that need to be
overcome by further research. Previous interpatatof the findings must be moderated with
those inherent limitations.

Sample can be considered relatively short (52 vadgponses) when compared to
other studies over export performance. However, pgandimension is not too far, for
instance, from 64 responses got by Yan, Zhang amd) Z2010). It is nevertheless reasonable
to acknowledge that a higher sample would bringtetél reliability to our findings and
discussion as well as to improve control on siz@xperience variables used.

All of our measures were perceptual and, aparteffats to control for respondent
bias, the results of this study should be integatah light of the inherent limitations of a
survey methodology. Another shortcoming is thategiits exploratory nature, our measures
of resources and capabilities, positional competitadvantages and performance were
parsimonious and the conceptual model did not pm@te several dimensions identified in
previous research (e.g. Aaby & Slater, 1989; Zang-& Zhao, 2003).

Given the peripheral location and dependence oseclmarkets to sample home
market, additional research on location and culdisiance effects seems reasonable. Future
research can also provide important insights byorpmrating structural aspects in the
conceptual model examining, for instance as to Hisf@rent organizational structures play a
relevant role on export performance. Finally, waraied only Portuguese exporters and
mainly manufacturing firms. Therefore, further r@sfh should extend proposed model to

exporters from other countries and economic agtseictors.
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7. Conclusion

Despite previous research (e.g. Bilkey & Tesar,71%aby & Slater, 1989; Cavusgil
& Zou, 1994; Aulakh, Kotabe & Teegen, 2000; BaldabDfavens & Wagner, 2000; Peng &
York, 2001; Cadogan, Diamantopoulos & Siguaw, 20DBanaraj & Beamish, 2003; Zou,
Fang, & Zhao, 2003; Singh, 2009) emphasize thatbtmations of resources and capabilities
enhance the firm’s competitive advantage and exganfbormance, to date, empirical evidence
has been lacking. A significant conclusion of teisidy is that after controlling for firm
dimension and experience, combinations of distiresources and capabilities make an
additional contribution to both the different typet competitive advantage. Similarly, we
confirmed that also distinctive combinations of tthiéerent competitive advantages have
particular impact on individual export performantmensions.

We found that the achievement of cost advantageaely on financial and costly
physical resources, which may unveil that firmgha sample are commodity firms that may
access superior efficiency, scale economies, ldwua costs or valuable supply sources.
Product development capabilities appear as a consoarce of all three types of competitive
advantage, showing to deserve therefore an exttiasférom firms and policymakers (as in
previous discussion section, implications for mamagand policy makers). However in
addition to it, supplier relationship building chyldgies appear even with a stronger influence
in the establishment of a cost advantage in foregrkets.

In what concerns product and service type, mosthliK'experiential and spare
capacity” as well as “geographic proximity” appear significant resources. This identical
profile might be associated to sample charactesisif Portuguese firms, especially for firms
newly internationalised that see less risks in elasarkets and export mainly their spare
capacity. Additionally, for service advantage, scaf operation assumed a significant role,
what can be easily understood providing its impar¢ato a superior service level. In regard
to the achievement of a product-related advaniafmation acquisition capabilities appear
also significant but with a lower importance thaoduct development. Concerning service-

type advantage it appears resulting from a wideoseapabilities in which informational and
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orientation to innovation are the most relevantpfeed by customer relationship and product
development.

Another conclusion from this study is related t@ tbontribution of the distinct
positional advantages in the export market andr tingpact on the different performance
dimensions measured. Our study determined thatoawarperformance is mainly determined
by cost and service-type advantages, althoughcerdvantage overweighs the impact of
cost advantage. Concerning strategic performarszeaakignificant impact appears from cost
advantage but again it shows a smaller impact cangp#o contribution provided in this case
by product advantage. Last, we can conclude thatioeal performance is boosted by
product- and service-type advantages. From the $&pjice advantage appears to bring a
higher contribution. Therefore, apart from ideritity that more than one type of positional
advantage is significant to each individual perfante dimensions, we also identified which
were they.

Findings may also bring relevant implications foamagers involved in the export
activities; in the sense they may influence thamtegic choices within firms. In same line,
given the particular aspects identified, findingsaymprovide relevant guidelines to

policymakers who are concerned with export tradei@ment.
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Appendix 1 - Questionnaire (in Portuguese)

Dados da empresa

Nome da Empresa:

Actividade econémica (CAE a 2 digitos):| Numero de colaboradores a tempo inteiro
Vendas totais (2011) (€): Experiéncia exportacao (# anos):

Vendas ao estrangeiro (2011) (€) Experiéncia exportacao (# mercados):
Dados identificativos do respondente Exportacdo-Escolhida

Nome: Que mercado (Pais)?

Funcéo: Que produto/servi¢o?

Nota: Escolher um caso de exportacdo (produto-mercado)

1. Competéncias da empresa disponiveis para a exfpagao-escolhida

Como avalia cada uma das seguintes competédaiasa empresarelativas a actividade de exportacéomparativamente
ao0s principais concorrentes no mercado da exparagéolhida

(Escala 1 = “Muito Piores,” a 7 = “Muito Melhores”)

1.1 Competéncias informacionais/Sensibilidade ao meado 1-muito piores 7-muito melhores
- Captagdo de informacao relevante pelos colabcgadmbre o mercado de exportagdo Od0d4d404dd 1
- Identificagdo de potenciais clientes pelos calatores no mercado de exportagdo Odd4d404dd 1
- Aquisic&o de informag&o relacionada com o meraexportacéo pelos gestores O0x0d409ada 0
- Realizago de contactos pelos gestores no medeadrportagio O204da4049da 10
- Monitorizag&o de produtos da concorréncia petstages no mercado de exportagéo 0044049 da 0
1.2 Desenvolvimento do produto 1-muito piores 7-muito melhores
- Desenvolvimento de novos produtos/servigos paraportadores o0 d4d404dd 10
- Melhoria e adaptago de produtos/servigos aassitns dos importadores i1 41 41 91 1
- Adopcao de novos métodos e ideias no procespoodecio 02044490 d d
1.3 Orientag&o para a inovagéo L-muito piores 7-muito meihores
- Promoc&o da necessidade de desenvolvimentdzagdib de novos recursos 0 J40491dd0
- Vigilancia constante ao surgimento de inovac@eprdduto e processo pelos gestores 02414491 dl7
- Receptividade a adopg&o de inovagdes de produimcesso por colaboradores e gestores Od0d4d404dd 10
- Enfase a necessidade de inovagéo como factcessmdolvimento 024141491 dl7
1.4 Relagdo com o cliente 1-muito piores 7-muito meihores
- Compreensao/identificacdo dos requisitos dostelietie exportacio pelos gestores 0044049 da 0
- Estabelecimento e manutencio de boas relagdessatientes de exportacdo pelos colaboradorestd 21 31 47 51 d1 7
- Estabelecimento e manutencéo de boas relagdessalientes de exportagdo pelos gestores Od0d4d404dd 1
1.5 Relacdo com fornecedores 1-muito piores 7-muito melhores

- Desenvolvimento e manutencéo de boas relagbedaroecedores pelos colaboradores 0414141491 dl7
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- Desenvolvimento e manutengdo de boas relagbesaraacedores por parte dos gestores O204d4049da 0

- Identificag&o de fontes atractivas de fornecimgmalos colaboradores ad] 41 41 91 1 1

2. Recursos da empresa disponiveis para a exportacéscolhida

Como avalia cada um dos seguintes recursos redativactividade de exportacdcgmparativamente aos principais
concorrentes no mercado da exportacdo-escothideel de: Escala 1 = “Muito Piores,” a 7 = “Muito Melhores”)

2.1 Experiéncia (recursos intangiveis associado®aperiéncia) 1-muito piores 7-muito melhores
- Desempenho anterior da empresa relativamenttividade de exportacéo hd 040 900d
- Experiéncia da empresa na actividade de expari@gis) o004 da [0
- Namero de casos de exportagdo (produto-mercadajue a empresa tem estado envolvida 0O 20 31 41 41 d1 11
- Conhecimento do mercado da exportag&do-escolhida 020040 400d
2.2 Escala de operagao (recursos associados a esdal operacao) L-muito piores 7-muito meihores
- Facturac&o anual com a actividade de exportacéo 0 0 414191 d1 7
- Namero de colaboradores que trabalham em fub-tim actividade de exportacdo 0x0d40400d 0
- % de colaboradores com principais funcdes refmdas com a actividade de exportagéo 0O0da4090a0da 0
2.3 Recursos financeiros 1-muito piores F-muito meihores
- Recursos financeiros disponiveis para actividagsesciadas a exportagio 020 d4d4dd] 1
- Recursos financeiros disponiveis para a actividizdexportacio-escolhida 0241 41 41 91 d1 1
2.4 Recursos fisicos 1-muito piores 7-muito melhores
- Uso de equipamentos e tecnologias modernos D AO0d0400a0da 0
- Acesso preferencial a fontes de fornecimentmsab ou dispendiosas 00 d40400da 0
- Disponibilidade de capacidade de producéo D AO0da400a0da d
- Proximidade geografica do mercado de exportacéo 0 0 4141491 d1 7

3. Vantagens competitivas associadas a exportagaseelhida

Como avalia a posi¢cdo competitiva da sua emprelsdivamente aos principais concorrentes no mercado da ex@mtac
escolhideem termos deHscala 1 = “Muito Piores,” a 7 = “Muito Melhores”)

3.1 Custo 1-muito piores 7-muito melhores
- Custo das matérias-primas D AO0d4d0400da 0
- Custo de produgéo por unidade produzida D AO0d04000da 0
- Custo dos bens vendidos 003040 400da ™
- Prego de venda a clientes finais no mercado pergag&o OaO0d4d404dd 1
3.2 Servico 1-muito piores 7-muito melhores
- Acessibilidade do produto a0 0 414191 d1 7
- Assisténcia técnica e servico pos-venda D AO0d4d04090da 0
- Rapidez e fiabilidade de entrega D AO0d04000da d
- Dimens&o da gama do produpsdduct line breath D AO0d40400a0da 0
3.3 Produto 1-muito piores 7-muito melhores
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- Qualidade do produto e/ou servigo D AO0d04090da 30

- Caracteristicas inovadoras associadas ao prothuservico OaO0d4d404dd 1
- Embalagem 0 0 4141 491d1 7
- Design e Estilo 0 0 4141491 d1 7
- Imagem da Marca D AO0d04090ada 0

4. Desempenho associado a exportacao-escolhida

Como avalia cada um dos desempenhos da empresaafaogortacao-escolhidaomparativamente aos principais
concorrentes no mercado corresponds(iscala 1 = “Muito Pior,” a 7 = “Muito Melhor”)

4.1 Desempenho econémico 1-muito pior 7-muito melhor
- Volume de vendas da exportagdo-escolhida nonagtil2 meses 04041 41491d1 7
- Quota de mercado atingida pela exportagéo-estios dltimos 12 meses 004040 0da 0
- Lucro atingido pela exportagdo-escolhida nosnas 12 meses OO0 da400da 30
- % das receitas obtidas via produto/s introdusziti@ste mercado nos Gltimos 3 anos 0a0d4090a0da 0
4.2 Desempenho relacional 1-muito pior 7-muito melhor
- Qualidade da relacdo da sua empresa com o indoorta a0 0 4141491 d1 7
- Reputagdio da sua empresa perante o importador a0 0 4141491 d1 7
- Lealdade do importador para com a sua empresa D AO0d0400a0da 0

Qual a sua opinido relativamente a cada uma dasnseg afirmacdes quanto a exportacao-escalhida

(Escala:1 = “Discordo Totalmente,” a 7 = “Concordo Totalrtei

4.3 Desempenho estratégico L-discordo tot. 7-concordo tot.
- A exportacdo-escolhida melhorou a competitividglddal da empresa A0 40900d
- A exportacdo-escolhida fortaleceu a nossa posisfiatégica 0daoda409a0da 0
- A exportacdo-escolhida aumentou significativamenhossa quota de mercado O0n0d400a0da 0
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Appendix 2 - List of respondent firms

|N Nome da Empresa N  Nome da Empresa

1 Adega Coop. de Dois Portos ¢ 40 Madeci Madeiras de Caxarias.<

2 Aleluia Ceramicas, SA 41 Maquiceram-Maquinasa@aramica,Lda
3 Amorim & Irm&os, SA 42  Mundotextil,SA

4 Amorim Cork Composites, SA 43 Nestlé Portugal

5 Amtrol-Alfa Metalomecanica 44 Palmolde ED - Engaria de Moldes, Lda.
6 Ba Vidro 45 Plasfil, SA

7 Biscana 46 Portucel — Pulp Cacia

8 Bosch Termotecnologia S.A. 47 Prado, Cartoldembousd, SA

9 Cabelte - Cabos elétricos e telefénicos 48 Ra®N

10 Celbi 49 Star Extras Line

11 Cinca, SA 50 Transporcarga

12 Cipan - Companhia Industrial Produtora de
13 Clipouro Ida

14 Cork Supply Portugal SA

15 CS Coelho da Silva, SA

16 CUF-Quimicos Industriais Sa

17 DAI - Sociedade Desenvolvimento Agro-
18 Enkrott Quimica, SA

19 Europac

20 Farportugal, LDA.

21 FHC, Farmacéutica

22 Finnco-Iberflex

23 Firmo-AVS

24 Fisipe

25 Funfrap, SA

26 Gabor Portugal, Lda.

27 Gallo Worldwide, Lda

28 grupo Portucel Soporcel - ATF

29 grupo Portucel Soporcel - FPS

30 grupo Portucel Soporcel - Soporcel
31 grupo Portucel Soporcel — Soporcel2
32 Hubel Verde SA

33 Huf Portuguesa

34 Industria Téxtil do Ave

35 Irméos Vila Nova, SA

36 Kemet Electronics Portugal SA

37 Key Plastics Portugal

38 Leonische portugal, Lda

39 Litho Formas SA

51 YaSakano Ovar
52 YUDO-EU
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Appendix 3 - Chosen product-market ventures

Markei

Product/Servic

Total

%

Spair

Automotive componen
Corrugated boart
Equipment to ceramic mi
Gas water heat

Injection systernr
Landfertilizer

Navigator office papt
Pallet:

Printed paper packagin
Suga

Ventilation systems to automotive indus

11

21.2%

German

A4 pape

Cellulose pul

Ceramic tile

Cloth for tires industr
Full-box/car tunning componel
Lock

Shoe

15.4%

France

Bath clothe

Business forn

Ceramic floor and wall tile
Glass bottle

Logistic servic

Paper rolls for printing plotte
Religiousarticles

13.5%

Angole

Drugs

Food product
T-Shirts

\Water treatmel
Wine

9.6%

USA

IAcrilic fiber

Minociclin

Natural cork

Paper for Printing Indust

9.6%

UK

Cables for agriculture and constructioruipmen
Energy cable

N

3.8%

Australie

Bristol boart

1.9%

Chine

Olive Oil

1.9%

Colombie

High pressure gas bottle

1.9%

Iran

Shapes for plastic indus

1.9%

Irelanc

Envelope

1.9%

Italy

Enagine block

1.9%

Midle Eat

Jean

1.9%

Morrocc

Office pape

1.9%

Out of Europ

Tantalum condensaitc

1.9%

Russi:

Blackpaper/Higienic Tiss|

1.9%

South Africe

Composite products of cork and ruk

1.9%

South Kore

Ceramic roof tile

1.9%

Tunisic

Liquid chlorine

1.9%

Turkey

\Wiring harnesses for automotive indu:

RRRRRIRRRRRR|R|R |~

1.9%

Total

AQklklklklk|krkkkRlRrPPRFP RPN RPRPRPRP R RRPRPRPRRRPREIPRPREPRRPNRPRRRPRPRERRERRERRZ

a1
N

100.0%

75




76

This page was intentionally left as blank page



This page was intentionally left as blank page



